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APEX CLEANER COASTER 


Regularly sold as optional equipment 


on the STRATO-CLEANER, this sturdy, 


snap-on carrier coaster “trails” the 
cleaner effortlessly on ball bearing 


rubber wheels! 


i OF EXTRA 
rec ©... 
DeLuxe “TV” HASSOCK 


it’s a smart-looking hassock, finished 
in a green plastic material! And... it 
stores the STRATO-CLEANER, the Cleaner 
Coaster, and a full set of cleaning tools 


. neatly inside! 


VALUE LEADER! 
Apex Cylinder-Type Cleaner 


Here's a real promotional model! Display 
this Apex Model 630 Cylinder-type Cleaner 
at an attractive sale price! It's your best sales 
starter! All-steel construction. Full 4 h.p 


APEX STRATO-CLEANER 


World’s Most Powerful Cleaner! 
The new STRATO-CLEANER is a sales leader by 
itself... promote, display and demonstrate it with 
this offer, and you've got a sales-closing package! 


New Aero-Cleaner... 


completes APEX Step-Up Canister Line 


—low-priced, yet full-size! 


e Easiest Lid Removal! 

e@ Complete Set of Deluxe Cleaning Tools! 
e Disposable Dust Bag! 

e 3-Times the Dirt Holding Capacity! 


BALL BEARING CASTERS 


Exclusive ball bearing roller fea- 
ture permits cleaner to glide effort 
lessly over any floor surface! —> 
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kids could possibly save up enough money HARRY C. HAHN, Sales Manager 

in purse and piggy bank to pay for that ENNAN 
h rT HARRY R. DENMEAD, New York 18 @ WILLIAM S. HODGKINSON, Boston 16 @ R. A. WERTH, ED. BR 4 
pre Bea Poses the eott of ilen, Chicago 11 @ J. L. PHILLIPS, Cleveland 15 @ F. P. COYLE, Philadelphia 2 @ CARL DYSINGER, Los Angeles 17 
; What used to be 50¢ a week is now $1 @ RALPH MAULTSBY, Atlanta 3 @ T. H. CARMODY, San Francisco 4 @ JAMES H. CASH, Dallas 1. 


and $2 a week (two kids), plus a helping 
hand from Dad, and, zip, you've got $22. 
Then, too, there’s another angle. Ordi- 
narily, of course, our dealer wouldn't give 
a discount to anybody, but two kids try- 


ing to buy a present for Mom—vwell, he ‘ APRIL 1953 
q had a mother, too. ’ 


Painting by Syd Landi 
ELECTRICAL MERCHANDISING 





The National Appliance-Radio-TV Picture 5 

April, 1953 Vol. 85, No. 4 FE ; 22 

Published monthly by McGraw-Hill Economic Currents . Bk eS Se a PRT As +200 Dy the MeGrow-Hl Dept, of Rasmaanes 
Publishing Company, Inc., James H. 8) 
McGraw (1860-1948), Founder. Pub- Electric Housewares—One Step Closer to $1-Billion ............. 0.0.5. - cece eevee een e ees 
lication Office, 99-129 North Broad- Signs point to a record sales year for small appliances, 16 of which registered over $700- million in 1952. 
way, Albany 1, N. Y. 

Executive, Editorial end Advertising No More Seasonal Cycles for Housewares -++++++,By Stanley G. Fisher 82 
Offices: McGrew-Hill Building, 330 Mak I appli I d affair by joining NEMA’s Electric Housewares Gift Campaign. 
W. 42nd St., New York 36, N. Y. ake small appliance sales a year round affair by joining 
Curtis W. McGraw, President; Willard : , 
Chevalier, Executive Vice-President How To Use The Gift Campaign By G. W. on SS 
Joseph A. Gerardi, Vice-President and NEMA provides methods and sales tools for the dealer to tie in with the 1953 Housewares Campaign. 
Treasurer; John J. Cooke, Secretary; 
Paul Montgomery, Senior Vice-Presi- Make Your Own Housewares Demonstrations By Anna A. Noone 84 
dent, Publications Division; Ralph B Eight pages of pictures and text outline housewares demonstrations the average dealer can stage. 
Smith, Vice-President and Editorial 
Direct Nelson Bond, Vice-Preside 
cack’ Wnciatane a Pavioitahiin ore . Their Answer to Volume in Kitchens—Do The Whole Job 92 
Blackburn, Jr.. Vice-President and Di A complete kitchen service nets the John G. Webster Co., Washington, D. C., a $400,000 yearly velo. 
rector of Circulation 

Subscriptions: Address correspond- $75,000 in Sewing Machines . . +» 94 
ence to- Electrical Merchandising— Effective advertising is the key to sales for sents s Sealine ideas and Appliances, Charlotte, N. C. 
Subscription Service, 99-129 North 
ns Fy iy es Ls —— 10 Reasons Why You Should Keep a Year ‘Round Inventory Control .. +» % 
file aan enetiiy Gin change St ed. Watch your inventory throughout the year if you want to realize maximum profits. 
dress. 

Subscriptions are solicited only from Multi-Million Dollar Volume in Small Appliances By Howard J. Emerson 97 


persons engaged in the manufacture 


A photostory of a California distributor who ranks near the top antionaily in small appliance sales. 
or sale of household electrical appli- 


pest pe Miser og = soon Clock Radios Are Their Special Project By Frank A. Muth 102 
and company connection st - : : : ons : ie 
dicated — nM ve on sia Mass display, live demonstration, and specialist salesmen add up to sales for a Cincinnati firm. 
Single copies 75 cents. Subscription ’ , d 
price in the United States and posses Their Housewares Promotions Are Different By A. B. Windham 108 


sions: $2.00 for one year, $3.00 for 


Loveman’s, Birmingham, Alabama, has built housewares sales by using promotions that are new in concept. 
two years, $4.00 for three years. Can 





SA ( or one >¢ $ 

$4 iy An Bg sage 4 $6.00 for Free Trial Clicks for Fryers......... 110 
w yea > \ or ree ear _ 
Discs Marlies Selniidiotae whe na A year old promotion is still making sales a the Seitais of Hyland Electric Co., Chicago distributor 
Philippine $10.00 for one year, ip 
$16.00 for two years, $20.00 for We're Missing the Market In Replacement TV 144 
three year All other countrie A survey by the Chicago Tribune charts the replacement market which exists in that area 
$15.00 for one year, $30.00 for three 
years, Entered as second-class matter Electrical Appliance News—New Products . . 153 
August 22, 1936, at the Post Office 
it Albany, N. Y., under Act of March 

1879. Printed in U. S. A. Cable News—Trade Report pace" “eeson e : 189 
id McGraw-Hill’’ New York 
Member A. B. P Member A. B : CNHITOPRIAT NAMAGEN GCOODS fF s Sack Cove 
Copyright 1953 by McGraw-Hill Pu EDITORIAI DAMAGED GOODS acing Inside Back Cover 


shing C Inc 330 West 42nd 


New Y rk 36, N. Y All rights re as 


ERNATIONAL COVERAGE CY. knw O 





ELECTRICAL MERCHANDISING—APRIL, 1953 PAGE 1 











“Foods Can't Burn!” 
Gladys Swarthout and 
John Brownlee enthuse 
over new Range with 


automatic surlace unit 


“Baby it’s cold inside.” 
Bert Lahr picks new 
Frost-Free 2-door with 
77-lb. Freezer, plus 


giant Refrigerator. 








Goin ON. 
gtinghouse Freedom Fayp 


Yvonne De Carlo is 
sold on Dishwasher’s 
giant capacity and its 
Front-opening, Top- 


loading. Easy to install. 


Shrewd Sir Cedric 
Hardwicke likes the 10 
Year Protection Policy 
on all Water Heaters. 
Hot water at all times. 





Eve Arden likes the x 
Safe-Top Control of  w 
Waste-Away Electric 

Food Waste Disposer. l 
Starts only if locked. i 
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Lise shew wil soul pe hfe 


WESTINGHOUSE 





Lizabeth Scott and 
Edward G. Robinson 
praise the newest idea 
in Home Freezers ...a 


built-in Freez-File. 


It’s the Laundromat’s 
Weigh-to-Save Door 
and Water Saver for 
Teresa Wright and 
Ronald Reagan. 


Dryer scores hit with 
Johnny Mize. 3-Way 
Dry Dial gets clothes 
dry, damp-dry, or just 


right for miracle fabrics. 
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REEDOM EF. 


Everybody Is Joining America’s Top Stars 
at Our Retailers’ Big 1953 Westinghouse Freedom Fair 


Just look at the all-star cast of celebrities who are 


being featured in our big Freedom Fair announcement! 

Millions of magazine readers—40 million to be 
exact—will see the full-color consumer version of this 
advertisement in [he Saturday Evening Post (April 
25) and Life (April 27). 


pects will be reached with commercials on our three 


And other millions of pros- 


popular TV shows: Westinghouse Studio One, Meet 
Betty Furness and Freedom Rings. 

Your Westinghouse distributor has a complete 
package of promotion material to brighten and iden- 
tify your store as headquarters for this traffie-building 
Westinghouse Freedom Fair activity. So join the stars 


and—GO WITH WESTINGHOUSE, 


you cAN BE SURE...1F ws Westinghouse 


WESTINGHOUSE ELECTRIC CORPORATION © Electric Appliance Division ¢ Mansfitid, Ohio 


ELECTRICAL MERCHANDISING—APRIL, 


1953 








WHO'S WHO AT THE 


WESTINGHOUSE FREEDOM FAIK 


nm 
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Johnny Mize, New York Yankee Hero, author 
of the book, “HOW TO HIT” 


. Teresa Wright, starring in “COUNT THE 


HOURS”, an RKO-Radio Production. 


. Ronald Reagan, starring in “LAW AND 


ORDER”, a Universal-International 
Picture, eolor by Technicolor. 


° Betty Furness, one of America’s best-known 


TV personalities. 


. Bert Lahr, famous stage, sereen, TV comedian. 


. Lizabeth Scott, co-starring in “SCARED 


STIFF", a Hal Wallis Production. 


° Edward G. Robinson, starring in Sequoia 


Productions’ “HARNESS BULL”, 


Yvonne De Carlo, starring in the Erco 
Production, “FORT ALGIERS”, 


. Sir Cedric Hardwicke, renowned star of 


stage and screen. 


. Eve Arden, star of radio and television's 


“OUR MISS BROOKS”, 


. Gladys Swarthout, distinguished American 


mezzo-soprano, star of concert, opera, television. 


. John Brownlee, Metropolitan Opera star. 
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ight the way to 


EASIER 
SALES! 


, 










Watch the “magic oven-eye”’ put a sales 
light in your customer’s eye! It’s 
another exclusive new Magic Chef make- 
life-easier feature that does a real selling 
job for you. Sales come faster when you 
sell better, easier baking with Magic 
Chef features! 






47 
You see the LIGHT when 
the oven heat's RIGHT! 


Magic Chef, features for cooking magic 


*"MAGIC-RAY”’ SWING OUT 
BROILER « RED WHEEL OVEN 
HEAT REGULATOR « “MAGIC 
OVEN-EYE” « MAGIC CHEF 
UNPBURNER + “MAGIC-AIRE” 
DEUHORIZING LAMP. PLUS 
martYpihibr additional features 


vid ols 
Mito Chef, INC., ST. LOUIS, 10, MO. 
le 1 


ate boaworns. 


m™ base ogate 


s'noimvelot boa oth: 


reafelecmniolsal-laleele).¢ on Magic Chef than on any other range 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 








By ROBERT W. ARMSTRONG 


High hopes for April-June sales 
contrast with February slump 
. . . Tightened bank credit 
hurts installment sales 
Food plans off . . . Some TV 
still short 


teow imminence of 
time, a 


redit as 


mcome tax 
tightening of consumer 
1 result of pressure put on 
banks by the raising of the re-discount 


rate, a somewhat general attitude of 


let’s-wait-and-see-what-happens, and 
the usual seasonal lull all conspired to 
make February and early March prett 
dull months for most eastern dealet 
lor example, a Philadelphia dis- 
tributor sa Lhe big gripe among 
dealers here the past month has been 
the noticeable tightening up of bank 
dit Banks don’t seem to want 
tak inv risk at all seem to be 
mpletel t a los is to what to 
A retailer in the same area who 
tak 1 more sanguine view says thc 
tightening of credit “‘is actually for the 
rat i] r’s own good Vhe Increase Il) 
the number of credit restrictions i 
n the dealer’s interest and comes from 
1 general overloading condition. W< 
have been getting some turndown 


many of them on food plans.” 
Whatever the reaction to the pol 
makes it hard for banks 
to get money to lend, it is apparenth 
directly at a curtailment of 
and, according to 
one government economist, will prob- 
ably be in force for at least six 
months to one vear. So retailers may 
soon find themselves urging manu- 
facturers to do as one distributor 
suggests—set up their own credit firms. 


Y. W hic h 


aimed 


credit expansion 


ELECTRICAL 
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only 


L hic 


good 


Cds 


Boston Bright Spot. 


tern area reporting February 
Boston Here sales 
February, 1952, for most 
ilthough none report any 
One group of retail stores fin 
ished up an eight-week campaign on 
home laundry units at 104 percent of 
Another dealer in a pocket 
sized shop in Cambridge sold threc 
three weeks. Rangi 
been steady and shortages in 17 
'V and eight-foot 
are reported by two dealers 

Che coming 
tioners and fans is not 
ton so optimistically as 


business is 
ahead of 


dealers, 


Tan 


boom 


quot 1. 

dryers in sales 
have 
inch refrigerators 


season in air cond 
hailed in Bo 


in other part 
| 


of the East. Here, say dealers, sales 
ire going to depend a lot, an awful 
lot, on the behavior of Old Man 
Weather. 

Low Pressure. “The steam went 
out of business this month after a 


good January,” says a Buffalo retailer 
in a remark typifying sales in upstate 
New York. Another dealer in the same 
region “Our February volume 
fell below January and February, 1952, 
with television especially weak. Pro 
motional goods are very hard to find 
market. 
apparently been holding back in the 
belief prices may be lower. We look 
for improved business in March, 
\pril and May.” In this area, as in 
Boston, some dealers are having dif 
ficulty in obtaining certain 'T'V sets 


Savs, 


in the Some customers have 


New 
Cit 


York Overcast. New Yorl 


dealers are no exception to th 


t 


rencral picture of a poor February 
but, as usual, some were finding way: 
to keep sales moving. One promo 


tionally-minded outlet ran a I'win 
L tox | ile,” 


hi iv 14 t we 


ind reported the 


ek-end business in months. 


Perhaps suffering the most during 
february and early March were the 
food plan operators Thos operating 
n Long Island report a slump in 
iles since the middle of December 
ind groups formerly making 40 to 50 
1 week now claim they are luck. 
to make an even dozen. Some ex 
lanations: heavy publicity given drop 
in retail food prices; the “cream of 
the market has been skimmed off.” 


Calm Before—W hat? 
quiet 
right now 


“Business is 
holding back 
A lot of this seems to be 
the nearness of income tax time. This 
is a seasonal quiet and things should 
pick up considerably in April.” Thus 
does a Philadelphia dealer explain the 
slowdown in his area. 

Another merchant says, “Business in 

February was generally 10 or 15 per- 


Consumers art 


1953 


cent under last Februarv—which 
wasn't a good month, either.” Lik« 


some other dealers, he reports an ex 
treme caution among consumers coin- 


cident with the advent of the new 
government administration in Wash 
ington. \s another dealer puts it, 


“The consuming public seems to be 
in a trauma since the change in ad 
ministration.” He thinks that under 
normal circumstances things would 
have picked up by the first of March 

Most reports from the Philadelphia 


area declare ‘TV as slow or “‘spurty,’ 
freezers as “just so-so,’, refrigerators 
just fair.” Here, as in other areas, 
the shortage of certain 17-inch ‘T'\ 


models crops up to worry merchants 
who have customers but no stock 


One Big Day. Washington appli 
dealers all say the same thing 
ibout Februarv—sales bad, inventories 
fair. But Washington dealers had onc 
big day of business which other eas 
tern merchants could well envy. ‘Th: 
annual Washington’s Birthdav sale, 
unique to the nation’s capital, gives 
merchants a chance to offer junk in 


nice 


ventory for mere-pennies. ‘This in 
cludes all kinds of trade-ins—radios 
for 98 cents, washers for $4.99, r 


frigerators for $5.95, etc. Washing 
ton dealers estimate that in 1952 they 
sold approximately $5-million-worth 
of merchandise for one-fifth its valu 
This year, they sav, they 
Customers wait in line all night to be 
first in the 


the bargain 


sold more 
stores when they open and 


fever rises so high that 


i customer who decides he doesn’t 
vant to buy is likely to be told, ““What 
do you mean you don’t want one? 
It’s on sale, isn’t it?” 

Aside from this one-day annual 
bonanza, Washington dealers are no 
happicr than those elsewhere in_ the 
East Department stores claim that 


they are nothing more than display 
discount md that 
sales are off 50 percent or more. In 
fact, one big department store closed 
out all but onc line on March 
9 and will be from now on 

Blaming the new administration for 
the lull in sales is far more popular in 
Washington than in other 
cities—and with good reason 
ingtonians who work for 
are afraid of a_ blanket layoff 
people are afraid to buy something 
cither for cash or on terms, when they 
may be getting fired or a pay cut any 


rooms for house 


major 
exclusive 


eastern 
Wash 
Uncle Sam 


and 


day. 


Good Weather Ahead. ‘The gene: 
ally disgruntled attitude about Febru- 
ary and early March sales has. been 
manifested in increased attendance at 
dealer association meetings, a phen- 


de aler ck scribes 


families—the 


omenon which one 
as, “Just lkt some 


only 


time they get get together is at a 
funeral.”” Despite the current crepe 


hanging, dealers still are optimistic 
about the future. Washington dealers, 
for example, all believe that money 
will loosen up and that their city will 
go on a buyimg spree similar to that 
of June, 1950. Other areas, without 
expecting anything quite that phen 
omenal, have high hopes for the next 
couple of months 


The Midwest 





By TOM F. BLACKBURN 


Dealers are ducking recourse 
paper “Growth” appli- 
ances come through in St. Louis 

Backdoor TV selling 
Dealer offers free appliances 
for schools 


g ive game Of musical chairs is be 
ing played in the finance paper 
field No 


when a quick 


one wants to be caught 
hift comes, or have hi 
name on any more recourse paper than 
Some 
being made to duck responsibility 
Reason, say midwestern dealers, is 
that in heavily saturated applianc« 
the remaining credit risks are not the 
best Added to this feeling is th 
belief that 


NneCCSSa4ly mgcnious moves are 


after every 


War sooner or 
later a jolt comes, which causes a 
lot of reverts. Firms that have been 
clling on no money down have a lot 
of risk spread over their markets. They 


simply do not want to be taken 
Most ingenious dealers are switch 
ing time sales to smaller loan firm 
Ihe small loan firm can take 
(Continued on page 60) 
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Idea suggested by LLEW JONES 
Foote, Cone & Belding 
San Francisco 








Sawyer-Ferguson-Walker Co. 
Girard Trust Bldg., 1400 S. Penn Sq. 





In Chicago, it takes 2- 


to get you off the ground 


BECAUSE .. . Chicago has outgrown the 
power of any single daily newspaper to 
reach even half of your city and suburban 


prospects. 


Today it takes two daily newspapers to 
reach a majority of the market—and for 
MOST net unduplicated coverage, one of 


your two Must be The Chicago SUN-TIMEs! 


CHICAGO 





READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


LOS ANGELES SAN FRANCISCO 
Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. 
612 So. Flower St. 1213 Russ Bidg. 


PHILADELPHIA 
Hal Winter Company 
9049 Emerson Ave. 


bd SUN-TIMES 


«Mla 211 W. Wacker Dr., Chicago * 250 Park Ave., New York 
—. 


MIAMI BEACH ATLANTA 
Sawyer-Ferguson-Walker Co. 
821-822 William Oliver Bldg. 





chances than a dealer because he has 
i mortgage on all the borrower’s furni 
ture, sometimes a wage assignment. 
Ihe dealer gets cash, goes his merry 
way. If the small loan house balks, 
the dealer usually feels that it is bet- 
ter to have missed that sale 


Growth Appliances Come ‘Through. 
This talk about “growth” appliances 
certainly checked out in St. Louis, 
where the year’s round up by Union 
Electric showed that food freezers 
were 16.1 percent ahead of 1951; 
clothes dryers, 31.1; vacuum cleaners, 
11.2; dishwashers, 6.4; roasters 6.2 
coffee makers 31.9 and blankets, 30.9. 
W.5S. Bascom, dealer sales counsellor, 
said that national electric range sales 
were off much more than the 14.2 
percent drop that St. Louis suffered, 
thanks to promotions. 


Back Door TV. A new back door 
ipproach in television selling has 
NARDA members in Chicago breath 
ing fire and brimstone, Al Bernsohn 
of that organization reports. Idea is to 
give an apartment building a multiple 
intenna at cost, provided the tenants 
will form a group and buy television 
sets at one-third off, less than the 
dealers in Chicago can purchase that 
particular brand for. 

The idea of buying traded-in tele 
vision sets in old markets and convey 
ing them to areas where new stations 
ire Opening up continues to titil 
late the imaginations of smart oper 
itors. It will calm them down to learn 
that one of Chicago’s largest sellers 
of television moves its trade-ins with 
mass bids, on an as-is basis, and that 
most of them are small screen models 
and generally out of order. Another 
large operator will sell by the piece, 
will put them in order for the buyer, 
but without the spread possible with 
the first firm. Smartest idea of the 
month belongs to an Oregon dealer 
who buys up used trucks and loads 
them with used television before re 
turning home. Result, no transporta 
tion costs. 


Free Appliances for Schools. Onc 
large middle west dealer is interested 
in imcreasing the supply of television, 
radio and appliance service men. He 
thinks the schools with their manual 
training and shop departments could 
do well to offer courses in appliance 
repairing. He has authorized this 
column to state that he will provide 
free of charge supplies of trade-in T\ 
for use by students, radio and appli 
ances, at any school with such a 
course. 


A Distributors Dump. It has always 
been a mystery to most dealers why 
radio was frequently dumped at any 
kind of prices in the old days. Many 
a man has found his competitor across 
the street selling a brand at retail 
which was his wholesale level. This 
dumping was one of the chief factors 
in killing of the exclusive radio store. 

Reason lay in manufacturers buying 


| parts in great quantities to get lowest 


prices, turning out their year’s quota 

and then making up the remainder of 

the parts into sets to be sold at any 

price. 
Now comes a middle west distrib- 

utor who is employing the same tech 

nique in his television buying. N 

matter how great a quota the manu 

facturer assigns him, he accepts it | 

gladly, sells what he can, and dump 

the balance with a chain store group 

it cost or less. i 


Power Tools in Foley’s. ‘The Fole, ! 
Department Store, Houston, Texas, 
has enjoyed much publicity for its 
original design. It will interest visitors 
to observe how much non-electric big 
ticket stuff is mixed in with appliances, 
such as power tools, lawn mowers, gar 
den tractors. Demonstrations are ap 
preciated. Store television reception 
is as good as in Chicago or New York, 
proving that most coaxial cable tro 
bles have been licked. 

Wallace Johnston, president 
NARDA, points out that the leading 
lord dealer in Memphis is doing 
something that can be well copied b 
ippliance dealers. ‘This gentleman ad 
vertises a 49¢ chassis lubrication and 
seat cover sale with covers at $6.95 
far below usual price. What he get 
is a lot of traffic in the store and that 
brings in a lot of people who becom 
acquainted with what he has to offer 
Idea can well be copied by electrica 
dealers, says Mr. Johnston 


The Great Lakes 





By FRANK A. MUTH 





Mild weather helps sales 

Tip on Air Conditioners 

TV sales picture . . . Adver- 
tising slow! 


N ILD weather which prevailed 
+ throughout the winter has been 
helpful in several ways, dealers and 
distributors agree in the Great Lakes 
area. 

sales promotion manager in Pitts 
burgh told this reporter early in 
March that weather conditions had 
stepped up enthusiasm for air condi- 
tioning and made more TV installa- 
tions possible. 

(Continued on page § 
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Suction alone 
cant get rug-dirt out | 


(and 85% of the dirt in your home is right there in your rug!) 


It takes 2 other cleaning actions plus suction to keep your rugs 





fresh and bright... free of germs...free of moths... and to protect 


rug life. You get all three in a Triple-Action Hoover cleaner. 


Suction- alone can get 
only the surface litter. 





A hose-and-nozzle is fine for sucking up loose dirt from 
bare floors and upholstery. But dirt buried deep in heavy 
rug fibers resists even the most powerful suction. This 


“hidden dirt” dulls colors, harbors germs and moths and 
cuts away at the nap. A plain suction cleaner just plain 
™ can’t get out the dirt that hurts; it isn’t engineered to 


do the job! 
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see the 
HOOVER 


Difference 














Hoover Triple-Action 
cleans the full-depth 


of the pile. 


Gentle vibration brings buried dirt to the surface, where 
suction can whisk it away. At the same time, sweeping 
gets stubborn pet hairs, grooms and erects the nap. And 
Hoover stands up to you; no bending over and bearing 
down as with a hose-and-nozzle. Ask your Hoover dealer 
to demonstrate the ease and thoroughness of triple-action 
cleaning... On your Own rugs 








You'll be happier 
with a Hoover 


You can own a Hoover for as little 
as $66.95. Easy terms. Ask your local 
Hoover Dealer. Prices slightly higher 
in Canada. Prices subject to change 
without notice. 

THE HOOVER COMPANY 


North Canton, Ohio; Hamilton, Ontario, 
Canada; Perivale, England 
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You can Judge NICHROME® 


by the manufacturers 
who use it / 


Westin ghouse 
Electric Corporation 


Of course you remember the recent sensational Westinghouse 
promotion “Twins for Twins,” where the proud parents of each set of 
twins born anywhere in the United States or Hawaii on September 
23, 1952 were given the brand new Westinghouse 1952 “Laundry 
Twins” — a great Laundromat* automatic washer and a fine clothes 
dryer. Superb values! 


But for years and years, Westinghouse has been offering the 
terrific twin values of long life and trouble-free operation in appli- 
ances equipped with heating elements of Nichrome — the superlative 
heat-resistant alloy that is the standard of quality thruout the 
world; for Nichrome heating elements stay on the job and give top- 
level performance day in and day out. Here are the very features 
that do most to stimulate customer preference and promote user 
satisfaction 





Says Westinghouse: “Nichrome heating elements are used 
in our pop-up toaster, hot plate, roaster-oven, combination sandwich 
grill and waffler, and griddle. We have always found this resistance 
wire extremely satisfactory.” 


Yes, Nichrome wins the endorsement of manufacturer, re- 
tailer, and customer alike. And customer endorsement means money 
in your pocket 


What better incentive can you have, where electrically heated 
appliances are concerned, for handling items equipped with Nichrome 
heating elements? 


on sa Nichrome™ is produced only by 


} Driver-Harris Company 
HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco 


in Canada: The 8. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 


*T.M. REG. U. 8. PAT. OFF, 





MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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TV Picture Good. New sets are 
still the big factor in Pittsburgh, but 
trade-ins are becoming more and more 
important. TV sales are running 
double those of this time last year 
Southern Indiana and Kentucky r 
port 70 percent of their sales on new 
ets. In Louisville, most of the sales 
ire with trade-ins. 

Contrasting Cincinnati with the 
horse capital, new set and trade-ins 
ire about 50-50. But all agree that 
I'V selling is very strong 

Cleveland has a great TV shortag 
One distributor salesman, the first 
week in March admitted that they had 
only two models left. “Dealers ar 
crving like heck,” he said. “But I 


gue s the would en if the Vert mak 
ing $2,000 a da We just can’t get 
handis« Not onh r'V, but refrig 

it laundry units, etc, a hort 


Quarter Bright. All indications from 
dealers in Detroit, Louisville, Pitt 
burgh and Cleveland show that sales 
will be very good at the end of the 
first quarter. From Kentucky it looks 
as if sales will run about 25 percent 
ahead; in other quarters the estimate 
is lower. 

A dealer in Huntington, West Vir- 
ginia reported that the mild weather 
has increased interest in refrigerator 
sales. But the big item selling in 
West Virginia is ranges, followed by 
automatic washers. 

Washers and dryers that have been 
leading the sales picture for so many 
dealers and distributors have finally 
tapered off. A Cleveland distributor 
salesman put it this way. “We were 
selling all we could get and all of a 
sudden, in mid-February, they just 
stopped. You might say, income tax 
time is here, and people are a little 
ifraid 

A Detroit television service firm 
tated that for the first time the pub 
lic has changed its opinion that all 
I'V servicemen are gyp artists from 
gyp firms. “I'd say the high point in 
that feeling has been reached,” one 
partner told this reporter. “We've had 
1 hard time in recent months. In 
fact, a man surprised one of our serv- 
icemen with the statement that he 
wanted to hang around while he was 
fixing the set because he had seen a 
program on “Racket Squad” in which 
I'V servicemen took out the tubes in 
a set and replaced them with older 
or secondhand tubes. He just wanted 
to check up on our serviceman once 
the problem had been shown on a 
television program.” 


Carrying More Paper. One Detroit 
dealer believes his increase in sales 
came from carrying more paper. In- 
stead of the $30,000 to $35,000 he 
used to carry, now, he has about $50,- 
000. “More people come into the 
store for their payments, and we make 
sales on smaller items. It doesn’t tie 

(Continued on page 10) 
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LIMITED TIME ONLY STARTING APRIL 157. . 


G-E SLEEP-GUARD BLANKEI 


was “HA” now only°99..... 


Get your selling teeth into the 
profitable automatic-blanket business! 













Last year, electric-blanket sales accounted for a whop- 
ping $35,000,000! That’s a lot of business—and a lot of 
blankets. Somebody sold them and maue a“fce profit 
—did you? 

Last year as in previous years, G-E Automatic Blankets 
led the parade. So why not stick with a leader? 


TWIN-BED MODEL 
PBISA4 


Sleep-Guard AUTOMATIC BLANKET 


It’s the same, luxurious automatic blanket * Manufacturer's recommended retail or Fair Trade price, federal tax included, 
that left competition far behind when 
priced at $54.95! 





But at this new, low price of only $39.95,* Why G-E Sleep-Guard Automatic Blankets are worth more—for you to sell for your customers to buy! 
the General Electric Automatic Blanket is se Tae 
a cinch to set a faster selling pace than 





‘ ‘ ; 
| | . / s) 
- ever before! ) on WAT 
a f iy] GIGNAL WIRE 
The double-bed, single-control model | 1 | | hed \ oo ae septa 
PB15A1, formerly $57.95, now only Hy (ut ‘ 

: . ttt i SSSA SSS J 
$44.95;* the double-bed dual-control Hut mh \ \ 
model PB15A2, formerly $67.95 now only Reaate NYLON SHEaTH SORE 
$54.95.* The same popular decorator —— | © 
color I lamingo, rarden Green, Ross (Above left) Ordinary blanket. Above left) Ordinary electric blan (Above) X-ray of G.E.’s Sleep-Guard, 
Pink, Citron, Dresden Blue, Sprout Green. Small area of warmth created by ket. Lumpy, wide-spaced thermo automatic safety device designed 
R b a ] j ] body heat. Sleeper huddles in stats; uneven, spotty protection to give complete protection: if 

emember—ii's jor a limited time only cramped position. Right) G-E Right) General Electric Blanket temperature of heating wire ex 
so get your promotions lined up right away! Sleep-Guard Blanket All-over Uniformly controlled warmth; no ceeds a certain limit, nylon sheath 
warmth is maintained automati lumpy thermostats; no unpro- permits message to be flashed by 

cally Sleeper stretches out, relaxed tected areas signal wire to Bedside Control, au 


tomatically cutting off current. 


Thus, entire wired area is sensitive 
@ More than 1,500,000 users > connate eiteth, ONY Ge 
5 ® Winner of the National Home Safety Award Grand Prize as BLANKETS HAVE SLEEP. 
have found sleeping comfort the product which contributed most to safety in the home. GUARD. 


with G-E Automatic Blankets 











ORDER NOW! New low price selling starts April Ist! Contact your G-E distributor today! 


GENERAL @@ ELECTRIC 
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Folks 
look 
here 
for 


wind 









direction... 





Folks 
look here for 
dealer selection 






















Looking in the ‘yellow pages’ of the telephone directory 
just “comes naturally” to 9 out of 10 shoppers. It’s a 
national habit that has been growing and growing for more 
than 60 years. 





That’s why it makes sound selling sense to advertise the 
products and services you sell in the ‘yellow pages.’ They 
reach new prospects and old customers . . . work for you 24 
hours a day in stores, homes and offices all over town. 


The ‘yellow pages’ will prove a real business builder for you. 
Let the Directory representative show you how to use them 
effectively. Call him at your local telephone company. 
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up much capital, and it definitely 
keeps my business on the upgrade,” 
he said 

Direct Mail Surprise. A Cleveland 
distributor tried a direct mailing on 
ir conditioners last summer with a 
list from the Cleveland Electric [I 
luminating Co. They picked out a 
nice area in a western suburb, Lake 
wood, and sat back to await the re- 
sults. Of 6,000 pieces mailed out, 
they got about 5 or 6 returns. The 
distributor was dumbfounded. In spite 
of the nice residential (middle to high 
income) section, results were poor. 

Another mailing was made to a 
section on Cleveland’s east side. Again 
they sat back to await results. This 
time they got them. Almost as soon 
as the mailing piece reached a prospect, 
they started getting replies. ‘Two men 
were kept busy closing sales. 

What made the difference? ‘The 
consensus was that the second mailing 
was sent to a central district. Most of 
the people living in this area work on 
different shifts in Cleveland factories 
Many must sleep during the day. Last 
summer, if they opened the windov 
for air, they got all the noise of traf- 
fic, etc. But if they closed the win 
dow, well, it would be as Jack Bruck 
of the Illuminating Co. said: They 
would die of the heat. Their living 
conditions are crowded, etc., so when 
they found out about an air condi 
tioning unit, they were not only pro 
pects, but customers without mucl 
effort. 

Advertising Low. What proved t 
be a good method of advertising th 
air conditioner for a Cleveland firm 
last year when sales were good, can’t 
be applied to the present sales pat 
tern. A Liberty Avenue distributor in 
Pittsburgh summed up the adverti 
ing situation this way: “Dealer adver 
tising is off due to increase in busi- 
ness. As a result, we are tying-in the 
dealers on a 13-week radio and TV 
show with several dealers on eac!l 
show. We are also using billboard 
with a dealer up for a month at 
time.” 

Columbus dealers have slowed up 
on advertising due to the shortage of 
merchandise in many lines. The onl 
dealers reporting any improvement in 
advertising were in Huntington, West 
Virginia, and Louisville. Huntington 
reports a 10 percent increase for news 
papers, and Louisville has an increas 
in television 

What kind of promotions are pull 
ing best was a question this reporter 
asked in various areas. The answe1 
was about the same everywhere. Pro 
motions that result in prizes Or prem 
iums seem to pull best. Quiz pro 
grams, with prizes and give-aways, etc., 
or where the customer registers to 
win a large prize, or trip, is the 
only way to pull trafic. In Columbus, 
Ohio, they have been using laundry 
clinics to sell dryers. 

(Continued on page 12 
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ITSA 
HAYMAKER 
OF A 
SALESMAKER! 


y STUDIO 
ADMIRALTY >" eo Dreces...ALL FREE 


4 COMPLETE TELEVISION SHOWS 
FEATURING WALT DISNEY’'S ‘'PETER PAN’’ 











Cutting loose—soon—all-out —to sweep Admiral 


eee ro (oY f (2 (ot (2 MENG appliances off your floor as never before. 


BE ot A ea BED Rw, a 
RE ERE 81 OS ME IP 
————ceeeneeneeeneneceeeeecaeeeenemeesseneeneetnen 





Set to bring prospects by the carload to your 


place of business for a demonstration of Admiral 


->>PPP>w 


Refrigerators, Ranges, Home Freezers! 


You give it! Mom and Dad come to your store 


to get it—and an Admiral demonstration! 


KKK 





a ee a a wove ) : ‘stri 
77a oi re m rp Ol ‘sTUDIO ~~” , \ Don’t miss out. Contact your Admiral Distributor 


ats BAe EO SSO 
tg: | ee ees 2a | More, More, MORE proof that 


/ io Sa Fg e 
$ y - VW = . & : + OF ae oer 


> is the fastest rising power in all the appliance industry 
TT ge ADMIRAL CORPORATION + 3800 W. CORTLAND STREET * CHICAGO 47, ILL. 


sruoio , 
me 


now for complete details. 











Sans — 


aes 


a ~*~ . 
| Flex-O-Heat 
Dual-Temp cause ema) Electric 
=== \ 
: Refrigerators — Ronges 
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Flash 
Defrosting 
=] Refrigerators 





JE) 
Upright | Home Room Moisture (4 14) Room Air 


Home Freezers L Freezers Cy Conditioners Uy} Conditioners 








— i | Chest-type 3 Dehumidifiers and 











Se {ty 


Klixon Protectors Reduce 
Motor Service Problems 
Says Appliance Service Manager 


| ST. LOUIS, MO.: Mr. Robert Johnson, Service Manager 
of one of St. Louis’ largest appliance distributors, the ARA 
Distributing Company, recommends Klixon Protectors 


for motor burnout protection. 


“The use of KLIXON Protectors on motors in our line of 
domestic refrigerators and freezers has greatly reduced our 
service problems. In our experience, motor burnouts have 
never been encountered on equipment using KLIXON 


Protectors. We heartily endorse the use of this device.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 







The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic motor operation. 


LIXON 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2504 FOREST ST., ATTLEBORO, MASS. 
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The South 





By AMASA B. WINDHAM 


Dealers riding boom, looking 
into future . . . Home Freezers 
and Water Heaters join best 
sellers ... TV sales terrific 


W HEN a group of applianc« 


dealers get together these days, 
they sound like a bunch of gossiping 
club women who haven’t seen each 
other for months. There is all kind 
of tongue-clacking, head-shaking and 
finger-wagging going on. The subject 
of these pow-wows always seems to 
be: “Will it last—and for how long?” 

[heir opinions vary. The sales 
manager for a big Memphis distribu 
tor declares, “In the next few months, 
when they can get all the steel and 
stuff they want, manufacturers will 
be flooding the market with every- 
thing. If business slumps, it will be 
bad “ 

On the other hand, one of his col 
leagues in Birmingham said, “Our 
business is not only up 124 percent 
over last year, but it looks like it’s 
going to be even bigger. We are add 
ing to our sales organization.” 


Dealers Stirred Up. The dealers 
have a right to be stirred. With busi 
ness in Birmingham,. generally, up 
about 15 percent; in Charlotte, up 
bout 12 percent; in Atlanta up about 
[5 percent; in New Orleans, around 
10 percent; in Memphis, about § 
percent; and in Miami, around 12 
percent, dealers were making money, 
were pretty happy about the whole 
thing, and didn’t like it when they 
read the “experts” accounts of a pos 
sible recession later on in the year. 

Che dropping of price controls on 
appliances seem due at any minute as 
this goes into the typewriter. Most 
dealers are talking about it but few 
seem to think it will have any far 
reaching effect. A Charlotte dealer, 
wise in the ways of buying, says that 
competition for the buyer's dollar is 
so tough nowadays that this alone will 
protect the buyer against heavy price 
increases. Most of his fellow dealers 
agree. 

Dealers in Atlanta were discussing 


APRIL, 


CONTINUED FROM PAGE 10 





the late February action of the 
Georgia Supreme Court in declaring 
that state’s fair-trade law invalid. It 
is a bit too early to report on any 
tangible effects of the ruling but 
plenty of cut-rate selling is expected, 
and soon 


Big Inventories Recalled. Onc par- 
ticular thing which dealers all over 
the South were talking about and r 
membering was the great inventory 
glut of last year. It appears many of 
them learned a lesson. One Atlanta 
operator confided to this reporter that 
from now on, he was buying only a 


strictly 30-day supply of appliance 

We tried to out-guess the market 
last vear and get stinking rich,” he 
racked All we finally got wa 
I la oe 17¢ he idac he No MOC ] yad- 
ing up for 


On the other hand, business is so 
good at present that there is a def 
nite shortage in many lines such as 
automatic washers, ironers, small re- 
frigerators and freezers. The tempta 
tion is great to grab evervthing in 
sight 

Whatever the “experts” think, you 
can't convince the utilities that 1953 
isn’t going to be another banner year 
Louisiana Power & Light Co., has al- 
lotted more than $100,000 for adver- 
tising and promoting appliances for 
the dealers of its area; Florida Power 
& Light has its sights set on helping 
dealers sell $1,500,000 worth of 
laundry equipment in a 60-day period; 
Nashville Electric Service has set up 
plans for the biggest annual electric 
show in its history; Virginia Electric 
Power Co., has announced its most 
ambitious promotional program, and 
other utilities have scheduled com- 
parable activity. If this year isn’t a 
record breaker, it certainly won't be 
the fault of the utilities 


Home Freezers On Upswing. 
Home freezers got back on the sell- 
ing list last month. New Orleans, 
Charlotte, Miami and Birmingham 
were the big leaders. In the latter 
citv, three dealers actually doubled 
their sale of home freezers through a 
smooth promotion tied in with one of 
the various food plans. Miami dealer 
250 freezer sales 
1 month, according to the most re- 
liable estimates. 

Water heaters are selling particu 
larly well throughout the southeastern 
coastal states. ‘The Carolinas, with the 
exception of certain areas of South 
Carolina, were doing the best business 
in water heaters, in vears. A Charlotte 
distributor predicted increased busi- 
ness right on through May. Sales of 
this item were termed “good” to “ex- 
cellent” in four major 
cities. 

This column undoubtedly begins 
to sound like a broken record, repeat- 
ing month after month that television 
is stil? terrific. Nevertheless, that’s the 
picture. In Florida, for example, the 

Continued on page 14) 
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Packed with all the New Features your customers want - 


FASTEST-SELLING BRAND IN THE LAND 


BROILQUIK 


Infra-Red Broilers and Rotisseries 























J 2 CBROIL-QUIK’ [CHEF 


It Barbecues, Roasts and Toasts, It Broils, Grills and Fries 





SS 















Model ET $64.95 
Model E (without timer) $54.95 


NEW AUTOMATIC INFRA-RED BROIL-QUIK ] ee c 
ROTISSERIE AND BROILER Combination E = 





au & 
The New INFRA-RED AC-DC 


BROIL®-QUIK TRIO The New INFRA-RED $34.95 
BROIL-QUIK® BROILER 19” Overall 





It Broils ... it Barbecues ...it Roasts... 
it Toasts! Same as Chef, except notop grill. It Broils...1t Grills... lt Fries...1t Toasts! 


broiler history 


BROIL=-QUIK €CO., World's Largest Manufacturer of Infra Red Broilers and Rotisseries * 2330 FIFTH AVE. * NEW YORK 37 
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(pilorpust 


Features that quarantee greater 


io,~— - $ALES 


fo bowl over , 
competition: 


@ Two FULL SIZE ovens—Saves 
time—Bake pastry and roast or 
broil at same time 











@ four way selector for automatic 
time operation— Choice of either 
oven, left rear top unit or 
appliance plug 


@ High wattage seven heat Mono- 
tube top units—Faster, better 
distributed heat—Easier to 
keep clean 


@ Top unit pilot signal—A warning 
against unused unit being left 
burning —Fuel saver. 


@ Heavy steel chassis welded into 
one sturdy unit, including base — 
Finished in lifetime porcelain— 
Will not rust. 


MODEL 26384 








An Enterprise Range for every kitchen. Fourteen electric—thirty gas models to choose from. 
For catalogue and full details see your Phillips & Buttorff Distributor, or write: 


PHILLIPS & BUTTORFF MANUFACTURING COMPANY 
NASHVILLE 3, TENNESSEE 
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ile of TV sets increased more than 
LOO percent in 1952 over 1951 and 
the trend continued during the first 
quarter of 1953. From Key West to 
Pensacola, aerials are shooting up like 
roman candles at a county fair. 
Reports from dealers all over the 
South indicate that the ‘TV market is 
still growing by leaps and bounds 
New Orleans claims a 10,000-a-month 
et sale, with Birmingham, Memphis 


ind Atlanta not far behind. Even in 
the hinterland towns of 15,000 and 
20,000 population, scores of miles 


iway from telecasting stations, the 
buyers are grabbing them up steadih 


Washing Machines Steady. Laun 
dry equipment sales are consistently 
steady throughout the South. Some 
ireas, such as Memphis, north Missis- 
sippi and Little Rock, have been 
mildly plagued with a shortage in 
ironers and automatic washers. New 
Orleans, Jackson, Miss., and Shreve 
port, all reported a fine sale of auto- 
matics, which now outsell wringer 
types by a considerable margin. In 
fact, Louisiana and Mississippi seem 
to be fast becoming the new gold field 
for all kinds of laundry equipment. 


The Far West 





By HOWARD J. EMERSON 


New TV stations boost expect- 
ancies in Northwest, but white 
goods re-emerge as TV excite- 


ment abates . . . Power short- 


age curbs utility promotions 


NENERALLY sound business con- 

J ditions are reported by appliance 
and television dealers and distributors 
here in the Pacific Northwest, where 
this review is being written early in 
March. But for dealers in many com- 
munities of Oregon and Washington, 
this is a period of lull between storms. 
Like the low pressure areas that move 
down from the Gulf of Alaska to 
enshroud this section in moisture, so 
does television move in periodically to 
bring first a complete upset in the 

(Continued on page 16 
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eeoeereeeeeeese eee eeee see e eee oe oe ee WALKING TIME: 9 SECONDS ~ «ec eceeeeceeeeeeeeseeseeesed 


Can you entice a passer-by inside in 9 seconds? 


You’ve got just nine seconds to turn a passer-by into 
a customer. That’s how long it takes a person to walk 


past the average storefrontt. So you’d better show 
the walkers everything you can to pull them inside... 
and show them fast. 

Ask your local Libbey*Owens:Ford 
Dealer Visual 


show you how it will make your whole store a “‘display 


Dis- 
He can 


Glass 


tributor or about a Front. 


window”. He can give you estimates on whatever 
design you select for y 
local 


specialize in storefront work. 


w store. He can put you in 


touch with architects and contractors who 
He knows local codes 
and conditions. 
And he has a complete line of storefront materials 
L:O-F Polished Plate Glass, T hermopane* 
luf-flex* 


Golden Plate to reduce fading of materials, Vitrolite* 


insulating 


glass, Doors for unobstructed visibility, 
glass paneling for exterior beauty, mirrors of L:O-l 
Polished Plate Glass to enlarge and brighten your store 

Mail the coupon for your free copy of our booklet 
on Visual Fronts, and for the name of your nearby 
L.-O-F supplier "® 


Y 


1 Accordir L wire Apparel Arts 


For a modern VISUA a) 
F 


RONT see your nearest 


LIBBEY: OWENS- FORD 


GLASS DISTRIBUTOR 
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TUF-FLEX DOORS 


for maximum see-in 


MAIL THIS FOR FREE BOOK ON VISUAL FRONTS 
Libbey-Owens-Ford Glass Co. 
8043 Nicholas Building, Toledo 3, Ohio 


Send me your book on Visual Fronts and the name of the nearest 
L-O-F Distributor. 


Name 
(Please Print Plainly 
Address 


City Zone State 
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ELECTRIC CLOCK 


Cars 
a ae 4 


< 


a 
Gf 
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. A 1" 
4 % 
7 








tial tie-in sales by 
the “Golden Hour 


how many clocks accompany 
TV sets from your store 


JEFFERSON ELECTRIC CO. ° 





© 

( AVERY day in the year someone 
in your neighborhood is searching for 
an unusual gift for a wedding, 
birthday or anniversary. You can turn 
this search into a sale 
by featuring the “Golden Hour” 
America’s most popular gift clock. 
24 karat gold plated 
fully guaranteed 


NEW beautiful gift carton 


list $9 50 
PLUS FED. TAX 


Call your wholesaler 


BELLWOOD, ILLINOIS 
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retail economy and then a period of 
prohts unseen in years 

TV is the news in most of this sec- 
tion of the country, and will continue 
to be for some time. Portland Ore., 
is the first post-freeze UHF city, with 
KPTV on channel 27, may not be 
much different than many other cities 
but here are some of the inter 
Biggest problem 
three months ago was to get receivers 
converted to handle UHF, to get sat 
isfactory UHF antennas and lead-ins 
Shortly the situation will be reversed 
to get the Portland area receivers set 
up to handle VHF. Just last week a 
new station, KTTN went on the air 
in ‘Tacoma, Wash., on channel 11, 
not too far for receivers in most Port- 
land area locations. But the longer 
waves of KI'TN won't play footsie 
with the teensy-weensie antennas de- 
signed for channel 27, so Portland 


} 
DY noV 


esting developments 


doesn’t know what’s on the air in 
I'acoma. Before long, however, this 
will be corrected because right now 


in Washington, D. C., officials of 
Portland’s radio KEX are being heard 
on their application for VHF channel 
§., with intention of getting this sta 
tion on the air before the end of ’53 


White Goods Reappear. As _ the 
tumult and the shouting over TV 
business has coasted to a reasonably 
solid level in Portland and Spokane, 
the white goods business has come out 
of hiding. For the first 90 days in 
these new TV cities, following what 
seems to be a national pattern, white 
goods accumulated dust while both 
dealers and the public centered all at- 
tention on the new entertainment 
medium. Beginning about February 
15, white goods volume began to reach 
normal proportions for the average 
combination dealer. For the non-TV 
dealer and for the department stores 
where white goods are under separate 
management, there had been a little 
drop in major appliance sales during 
the wild rush for TV, but not as 
serious a drop as in the stores where 
ill activity was centered on handling 
television 

General optimism runs higher 
imong dealers and distributors in the 
Northwest than elsewhere in the 11 
western states. Although its prosperity 
depends on first, a meat and wheat 
economy, and second on the lumber 
industry, which ri r falls with the 
latest reports on building starts. deal 
ers and distributors express optimism, 
particularly over the prospects for con 


tinuing prosperitv in drver ind 
freezers. Returns from a survey con 
ducted last month bv one. utility 
howed that dealers expect 1953 to 


be at least 15 percent 
n dollar in volume 


ihe id yf 195 


No Power, No Promotion. The 
yptimism of these dealers 
on expectancy of promotional help 
from their utilities. The major util 
ities tied into the power pool here 
ire conducting no activities that could 
be considered load Until 


is not based 


building 
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such time as there is an indicated 
power surplus, little help other than 
moral support can be expected. One 
utility executive said this week that 
there seems to be little chance that the 
large utilities can sponsor cooperative 
ippliance promotions with their deal- 
ers for at least two years. The bring 
ing in of more power, such as McNary 
Dam this year, will be offset by the 
demands of new industrial develop 
ments. 

Obviously, under this situation, any 
merchandising by the utilities is un- 
likely. However, on the fringe of the 
power pool area of the Northwest, the 
utilities are keeping abreast of new 
load demands and, barring a drought, 
will experience no shortage of power 
in the near future. Already most 
of them are now working with their 
dealers to promote sales, and the vis 
ions of appliance merchandising stalk 
through the sales departments 

While most of these utility execu- 
tives expect to enter merchandising 
only to the extent of selling home 
lighting and possibly electric bedding, 
they have their eyes on ranges, water 
heaters and dryers should those heavy 
loads be needed. Their intentions will 
be to assist the dealers make the sales, 
even to the extent of developing the 
sale and turning it over to a dealer 
who will get paid in full by the utility. 
But the big ticket on white goods to- 
day presents a different situation than 
that during the years when refriger- 
ators went on the “light bill’. To 
what extent the smaller utilities can 
ee fit to invest the large amount of 

ipital necessary to finance appliance 

iles on longer terms will be a decid 
ing factor. 


Food Plans No Gold Strike. ‘The 
Northwest was the third section of 
the country to make a try at food 
freezer merchandising. But every r 


port here now shows that its has 
achieved nowhere near the success 
that was seen in California. Only a 


few specialty food-freezer concerns ar¢ 
till operating. While such depart 
as The BonMarché in 
Seattle have been very successful, and 
such large independent dealers as 
Harold Kelley in Portland have found 
it a venture, there are 
hundreds of small dealers who have 


ments stores 


successful 


not tied in with a food plan. And one 
of the largest department stores in 


the U. S., Meier & Frank Co., Port 
land, has had no food-freezer plan 
The flurry of specialty concerns that 
developed in this area, or moved here 
hen businc began to drop off in 

lifornia, have been meeting the 
problem of financing for their food 
package. By the time the food-freezer 
lea reached the Northwest, the lend 
ing institutions her knew 
what had happened to many of their 
bretheren in California. Recent wave 
of repossessions have tightened the 


ilready 


BE i, A , 
credit market to the point where it 1 
, ] bh] + ter 7 ] 
practically impossible to get a person 
loan to finance a food suppl End 
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JAMES 


..-America’s fastest-growing dishwasher 
even without national advertising...now to get the 
strongest national advertising in the industry in 








2 double page spreads in full color 


plus 


7 single page ads in full color 


(11 Full Color Pages in the rest of 1953 alone) 


+ Powerful “Advertised in LIFE” point of sale promotion. 


Do you know of any other dishwasher that dares 
tell this selling story—and back it up? » ® be 









Even dried egg yolks vanis 


Removes hard, dried egg yolks Removes left-over grease 





Ask a friend who owns 










any other dishwasher 


if hers can match 
what JAMES can do en 





Stubborn-stuck foods vanish with vigorous scrubbing Most powerful washing action ever developed se 
of ever-moving, screw-shaped, solid sheets of water. out tiniest crevices... your sticky skillets gliste 





Removes caked foods - dries spotless 


Removes stuck-on foods 


Ja 


f 





Nothing escapes surging “Walls of Water.” Soft wz 
rinse and follow-up radiant dryit 


Even pots, pans, and baking dishes get individual Your finest glassware is safely washed, rinsed, then 
“scouring” in torrents of 180° water, come out clean, rinsed again in automatically softened hot water. 








iy ieave no pot 





Fi 


Uses 


Yet, r 





", How they did it: 1. Dishes loaded at tableside (loose food You can let JAMES do it. Entirely mobile — keep it any- 
bw a scraped off). 2. James rolled to sink, connected, turned on where. No installation of any kind. No kitchen changes. 
: p ry no pre-rinsing). 3. James did the dishes—ail/ 113 of them No plumbing. No wiring — just plug into outlet. Water 

ta es 1. James is ready to wheel to cupboard for unloading. comes from your faucet. Dishwater drains into sink. 
b A 
*, t4 4 


_ Let JAMES do it!’ Americafla 








sin this JAMES dishwasher 


@.....no hand pre-rinsing 









" * + 
#4 ....no installation 
Forget all you ever heard about Spray-Type dishwashers.... 
only JAMES exclusive WALL OF WATER*“cleans all your messiest jobs 


Dishes hygienically cleaned with 
aril ag final r e. (1 ft water). 


Only Ja ha a ther tat 
ar; 
| Only clean water t 
Fast, radiant heat drying in just Holds more dishes than any other dishwasher 
2r tes f built-in heat over 100 pieces: 16 dinner plates, 8 salad 


nit ry* 
nl 


plates, 8 bread and butter plates, 5S saucers, 
8 cups, 8 glasses, & sherbets, 48 pieces of 


~ i = silverware plus platter. Pots and pans can be 
ae washed with your dishes or separately, 


Yet, James takes up less floor space than other 


This screw-shaped "Wall of Water” outwashes Even delicate crystal is safe—snugly racked in autemntionnonly 17%" wide, 86%" dace 
any other dishwasher action for an amazingly space-saving rows—away from moving parts. re , ’ Av Baty ats te , 
ail : : | ly acti h: No stooping. Loads from top. 
simple reason: it Is the only action that James costs $100 to *200 less than smaller- £ if — ” ee 
“serubs” every surface of every dish in turn capacity, installed dishwashers that it out- vent eo . ouse a — ment, you can 
‘ ie " 2 " y¢ =] L@ Jt +S, a : y r 
with ever-moving solid sheets of water. And washes. Largest on the inside, smallest on rt tn sah j alo I's set , ae 
1 ‘ : : é > you Ja Ss along, Ss m I~ fOrks 
most important, James does this over 494 the outside. Lower cost when you buy it, no iK¢ tom am ulons moodile works 
times with thick walls of water—not with the cost at all to install it, for James is mobile. a, danlhcsncrinn oon eimacete 


common hit-or-miss “spray-type” or “lawn 
sprinkler” action. 


Ask your James dealer to demonstrate “the 
dishwasher that removes even dried egg 
yolks.” Actually watch James do the “impos- 


No wiring. No plumbing. No cabinetwork, no 
re-shuffling your kitchen, Just roll James in, 





i ve ” with the dishes snap hose onto faucet, plug cor ’ <a : 
Other dishwashers only help” wit the dishe 1a} 1ose onto fauce plug cord into outlet sible jobs that your friends have told you 
—while James DOES them. James removes let James do your dishes. (Or load at t} lahendiegs : fail to d ‘ 
> . . . 1? ais as TS i y ao, 
even dried egg yolks and other sticky foods table, if you prefer.) Park it anywhere. pg eiectndhkta ns , pstticas 
° ; ‘ : wi" |. ish? Why not 
without hand pre-rinsing. Jame alone — Extra length hoses and cord store inside cab- aoe evap — ee ms ed ha own 
with walls of steaming soft water, leaving inet—out of the way when not in use. Ready SRD CRAY TUS SENSE See vane earn 
no “water spots” or streaks. Built-in water to wash in just 20 seconds. so much le than space-wasting others of 
softener does it! Stat : wy Bak ts smaller capacity? A new James $969°° 
- pra rey tainless ee — enamelled heavy Premiere is yours for only 
o water essure needed. James Dullds its rauge steel cabinet cnrome trim) stays . 
te ” ‘inch - ” . . és — , 7 James Deluxe, only $199.95 
own pressure, gleaming white for life. rmangriat siete ok 
la For FREE HOME TRIAL, write James Mfg. Co., Inc., Independence, Kansas. America’s only exclusive manufacturers of dishwashers. 


caflargest selling automatic mobile dishwasher 








Only The New JAMES Mobile Automatic Dishwasher 
Offers You All These Powerful Selling Advantages: 


No plumbing... 
top makes 
stops customers In 
James rolls anywhere 

And you can see how 
to turn these 


no valuable display space permanently tied up. Glass 
of exclusive “Wall of Water” 


while the dish 
opening makes it easy to load 


easy 


| EASIEST TO DEMONSTRATE IN THE STORE. 


James does stores 
James’ 


demonstrations into sales. 


OUTWASHES ANY OTHER DISHWASHER 


lation cost — makes it easier 
fact Your will prove it t 


2 customers. James’ exclusive screw-shaped “Wal 


page) is the first dishwasher action that can 
dried egg yolk, and (2) no pre-rinsing needed 
washers have so far failed to solve. 


that’s not 
1 You 
F Water” 


actually guarantee (1) 


just 


Jame distributor can 


MOBILE—SELLS EVEN TO RENTERS. 

extra prospect 

who expect 
no cabinetwork 
adapter to faucet 
electrical outlet 


4 


Jame 


color 


“No 
dwellers, people who rent 
tallation “headache no plumbing 
you do: (1) 
connection onto adapter. (4) 
all there is to it - @asy. 


installation” means 


among apartment home 
to move No in 
To install Jame 
(3) Snap hose 


That’ 


, here’s all 
Plug 
. quick 


Simple . 


BIGGEST NATIONAL AD SEND-OFF IN HISTORY in LIFE, 
powerful force, Starting with the April 13 issue, the big 
pread on the pre two page will kick off thi 
America’s No. 1 di followed by 

. plus 


before 
trongest 


elling 
color ceding 
hwasher in sales . 
double-page spread in 
America’ dishwasher sales story to 
sumers will instantly understand. That’s an ad every month 
Top off all that with powerful point of-sale 
itself 
easy, 


full 
Christmas 
57,900,000 reader 


even 


1 
color 


another 


to customers in what it takes to 


profitable sales 


your 


you like 


tore and you've got 


Sale tart upward fast 


Peak Season Starting Now! 
W hy 


cashes in on th 


not make sure 
tremendou 


right on climbing all thru 
dealer in 
opportunity 


ummer 
community who 
You can be if 


your 


you act now! 


James Mobile Dishwasher sells only through retailers . 
the biggest-selling dishwasher retailed in America. 


WRITE, WIRE, OR PHONE YOUR 


Arizona Indiana 


Phoenix (Electr 1 
Arkansas Lovisiana 
Little Rock (Peer! M € 
California Maine 4 
Los Angeles (Ray Tt as ( 4 
San Diego (Electrica Portland 
San Francisce Maryland 
Baltimore (Higgir 
Colorado 
Denver (Larson [ Massachusetts 
Bost Northe 


} i 


rane ot pag nee Michigan 
Vet t aybdert 
Floride Flint (State Distrit 
Jacksonville (A : 

Miami (Ma 


Tampa (Major A 


Minnesota 
ea; ; 
Mississippi 
Hawaii acks 
Honolu 
nolul Missouri 
Ilinois Kansa t 
hicag tor nt 


JAMES 





s, home 
. no wiring 
Roll it in. (2) 
cord 
. and profitable! 


America’s 
double 
campaign to 


sale 


no wiring... 
demonstration 


store, holds their attention 
anywhere. 
low price — and no instal- 


James top 


a claim, it’s a 
prove it to 
(details on preceding 
to remove 
two daily problems that other dish 


your 


even 


thousands of 
owner 


Attach hose 
Into nearest 


most 
full 
make 
pages in full 

all telling 


page 


in simple terms con 
and that’s just the start 
promotional material to help 
make 


James sell 


the kind of 


in April, keep 


that’re you're the James 


and profit 


NEAREST 


Montana 
New Jersey 
Newark r 


New York 


Ohio 


Oklahoma 
Oklahoma City 


Oregon 
Portla 











EGG YOLK TEST 
Nata: 








BEFORE 

















\aal 











BBR pe aR 


ae See! er 

















ADS REACH 
24,300,000 
57% OF ALL 
U. S. HOUSEHOLDS 





JAMES DISTRIBUTOR: 


nd (Harper-Meggee 


Pennsylvania 
yettysburg (NV 
Philadelphia 

Rhode Island 
Providence (R 


U. Lynch, Inc.) 


..-America’s Largest Selling | 
Mobile Automatic Dishwasher 


Tennessee 


MA 
Mery 


Texas 


Utah 


salt Lake City 


Virginia 


Norfolk (Pr 


Wisconsin 





Milwaukee 



























Du Mont Television 


just what the doctor ordered, .) 
hecause. . . ae 





“ROCKY KING, DETECTIVE” AS SEEN ON 
THE DU MONT TELEVISION NETWORK 


SALES CHAR 





ge 





» Now everyone knows 
they can afford a Du Mont! 


Du Mont Dealer Discounts are 
more competitive than ever! 


Du Mont has the fastest moving 
line on the market! 
anil 


ROBERT ROSENBERG OF 
UNION RADIO AND TELEVISION CO. 





Du Mont MILFORD 


2\1-inch model at lowest price ever! 
Features optional matching base at 


slight added cost. $27985 


“THE PAUL DIXON SHOW” AS SEEN ON 
THE DU MONT TELEVISION NETWORK 


ail SAYS: 
alert 
ed 4 it 
ont £% oye ay Prane 
* ae eee mae 2 ate 
yea 3 een a me ystom 
aiway® pelpe’ ried © ve 
it DAY of S gend® ve 
num novet © 2 ne 





Du Mont BEVERLY 


21-inch model with exclusive DUMONI- 
TOR* for automatic tuning—a feature of 


every Du Mont Teleset*, $3.4995 


WRITE, WIRE OR PHONE YOUR DU MONT DISTRIBUTOR FOR FULL ne OR WRITE TO: Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, New Jersey 


dian Aviotion Electronics, itd., Montreal, Canoda 


( )95~ 
Now your customers can afford ou MOWr see tom LY 
QUALITY TELEVISIO 


First with the Finest in Television 


** Prices include full-year picture tube warranty, Federal Excise Tax. 
Prices slightly higher in South and West, subject to change. "Trade Mark 
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Now-The Queen of Gifts! 





PERCOLATOR 


Se 


Distinguished For Its Grecotel 
Contour And Design... An Ornament 
To The Finest Table Setting..... 


Like each of the other widely popular models in the 
famous EMPIRE Line of Fully Automatic Electric Perco- 
lators, this newest addition to the family makes “just 
wondertul coffee.” ... Every cup the same, every time! 


s Simply plug it in—no 
; ' 
regulating! 


To Retail at 


$9 95 


s Automatically stops 
” near? 
perking’’! 


e Keeps coffee serving hot 
for hours! 


Craftsman fashioned Lustrous With 
aluminum . . . Graceful black plastic Cord Set 
handle. 


(Slightly Higher in West 





EMPIRE “Aristocrat” 


Makes that golden brown toast everyone 
likes! Flat top keeps toast warm. Toast 
turns automatically by flipping doors. Ex 
tra large element. U.L. Listed. Finished in 
chrome and black. 


No. 769—To Retail at 
*$4.50 


Electric Toaster 






EMPIRE Sandwich Toaster & Waffler 


Makes 2 large or 3 small sandwiches 
— fries bacon, eggs, griddle cakes, 
grills steaks and chops—right at the 
table. Watfle grids removable and in 
terchangeable. Cool plastic handles 
smart chrome finish. 


No. 788—Retailing For $15.95 


THE METAL WARE CORPORATION 


NEW YORK TWO RIVERS CHICAGO 
200 Sth Avenue WISCONSIN Room 1411A Merchandise Mart 
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ECONOMIC CURRENTS 





Inventory Glut in Other Fields 


Will Hurt Appliance 


By the McGraw-Hill 


NVENTORY is going to be a big 

problem to all businessmen by the 
end of 1953. This is now clear from 
the very heavy inventory build-up that 
began last fall and is still going strong. 

Businessmen added inventory at the 
annual rate of $8 billion during the 
last three months of 1952, according 
to the Department of Commerce. 
Phe McGraw-Hill Department of Eco 
nomics estimates that inventory will 
continue to increase at an annual rate 
of $10 billion in the first quarter and 
$6 to $8 billion in the second quarter 
[his is an exceedingly 
high rate of inventory accumulation. 
[t is higher than the build-up in the 
late ’20s, in 1948. It is 
exceeded only by the inventory buying 
of early 195] 

‘he increase in goods on hand has 
been voluntary on the part of busi 
But a swing to an 
involuntary inventory pile-up can be 
expected to start withim a matter of 
weeks. ‘The build-up of 


stocks by businessmen was prompted 


of this year. 


o2”7 y 
1937, or in 


nessmen so far 


voluntary 


by an upsurge in consumer buying late 
last summer. The inventory boom has 
since been fed by the competitive 
drive of manufacturers and _ retailers 
to grab a bigger of the market 
I'he inventory pile-up 


hare 
for themselves 
will be 


irders are 


purchase 
rate than 


involuntary as 
filled at a faster 
the increase of sal 


Ole 


WHEREARE THE INVENTORIES GOING? 


lortunateh electrical merchants 
have not vet gone along with the big 
inventory rush to the extent that 


Dealers 


Dept. of Economics 


other businessmen have. ‘The main in 


ventory pile-up 
car inventories, 


eems to be in used 
new cars in the hands 
of dealers, automobile manufacturing, 
ind defense plants. ‘There has been a 
modest increase in inventories among 
the durable consumer goods manufac 
turers, such as the makers of electrical 
1 pliances. 

There are two points 
ibout this lirst, 
those businessmen who pile up the 
biggest inventory will have the tough 
est time later, Secondly, any busines 
man, even if he has the prudence to 
on inventory, will be hit by 


toward the 


important 


inventory boom. 


20 slow 
slowdown In sales 
year-end 

This looks like it least 
automobile will be 
squeezed by slashes in new and used 
car margins, slower sales, and funds 
tied up in a stock of cars. Automobile 
sales will probably move briskly along 
through the 
spring and early summet 
time, the abundance of 
come so clear that buyers 
choosy and expect big trade-in allow 


SOTHIC 


1 vear when 


] Y 
SOTIIE dealers 


seasonal buying period of 
But by that 
cars will be 
will becom«e 
inces. This, of course, cuts margins 
No doubt the more popular make cai 
will fare 


} ? 
well-known and the more poorly styled 


| 


well enough, but the les 
} 1 
cars will have troubl 
Lhe rene wed build-up Tf inventorie 
industri will have I 


on the 


} 
in defense 


direct effects market than the 


uitomobile situation. But still there 
is this influence: ‘The inventory build 
up bv defense industries is largely a 


Continued on pag } 
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COFFEE MAKE 
MFG. CO. INC 





























“AND JUST WHO DO THINK YOU ARE—NOT TAKING A COFFEE BREAK” 
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SUPERIOR PERFORM 


QF SYLVAMIA PICTURE TUBES 
NOW PROVED BEYOND ALL DOUBT 





















































os 
/ HERE'S THE LIFE TEST MAGNETIC TUBES Test No. E-5526 
f United States Testing Company Date 10-11-52 
| FULL REPORT! Hoboken, N_J. Enginver ASM. 
k Mfr. Tubes Tested Tubes Failed Point Quality 
am E 

Wa PORT A 8 3 76 

: STLVANA p B 8 4 79 

J a sara TY c 8 6 62 

¥ Yon, 

D 8 4 74 

E 8 4 67 

F 8 5 42 

G 8 4 52 

H 8 5 30 

SYLVANIA 8 0 93 

are — | 






























Exhaustive tests by United States Testing Company prove Sylvania 
Picture Tubes out-last, out-perform all others tested! 


HERE ARE 
THE 
- CONCLUSIONS! 





@ Hour after hour for over 1,400 consecu- concluded that the averaged overall quali- 
tive hours, Sylvania Picture tubes were _ ties measured on the Sylvania Tubes were 
tested side by side with tubes of 8 other superior to the averages of the other 
manufacturers. The chart at right tells the brands tested.”® 
remarkable performance record. Note that — *United States Testing Company, Inc., Test No, E-5526. = 
only Sylvania Picture tubes showed no 
failures. Here’s the conclusion of the U. S. We'll be glad to send you full details of 
Testing Company Report: “On the basis report. Send your request to Sylvania 
: be eee ‘ : “lectric Products Inc., Department 3K-1104, 
of an ultimate Life Test Evaluation of the 1740 Broadway, New York 19, N. Y. 
eight tubes of each brand tested, it can be 


YIVANIA 


RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT LAMPS, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS: PHOTOLAMPS; TELEVISION SETS 
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Sun-ire 
STREAMLINER 


Automatic Tumble-Action Clothes Dryer 
ELECTRIC PROMOTIONAL MODEL NO. SE-53 














CRACK the DRYER MARKET with 
this NEW PROMOTIONAL MODEL! 


Here it is! A clothes dryer in the price range 
you've been waiting for. Did you know only 
3.6% of the wired homes in this country have 
dryers, while better than 76% have washers? 
Look at your potential! Get your share of this 
BIG business by spearheading your dryer sales 
with this low priced model. The Streamliner 
is sold only in combination with Sun-Aire 
Deluxe models. Write, wire or phone for 
details about the complete Sun-Aire line. 


Economic Currents 


—ees CONTINUED FROM PAGE 22 cecmenmmmmee 


carryover from the stcel strike. It will 
not recur. Defense spending is almost 
to its peak. The goods-in-process in 
defense plants will be worked off from 
now on and delivered to the armed 
forces as finished goods. ‘This means 
that the gain in industrial activity 
ind in income, which was caused by 
stocking up for military production, 
will end. 


THE APPLIANCE DEALER WILL 
FEEL THESE CHANGES 


Happenings in the auto and defens« 
industries may seem remote to the 
ippliance dealer, but actually he will 
be aftected by them. He will be af 
fected first by the slowdown in the 
growth of income in the hands of the 
consumer. Again, he will feel a change 
in customer attitude if consumers be 
gin to expect price decline Thirdly, 
appliance dealer vill be pointedly 
concerned if they also go too heavy on 
inventory 

Consumer income went up sharply 
with the increase m employment, 
hours and wages last fall that accom 
panied the increase in industrial pro 
duction. This spurt in income came 
after eighteen months of doldrums in 
consumer incomes and buving during 
1951 and 1952. Appliance dealers will 
remember this period all too well. 

Industrial production will begin to 
taper off again as inventories are filled 
up. This will again bring a slowdown 
in consumer incomes and buying. The 
result is likely to be slower sales fo 
appliance dealers, as well as other re 
tail business, toward the end of the 
veal 

Consumers are likely to expect price 
cuts in appliances next fall. Already 
prices are dropping in farm product 
ind foods. Automobile dealers will 
soon find it necessary to cut margins 
to get business. ‘Then consumers ma\ 
well feel inclined to wait a bit on all 
kinds of goods to see what happens to 
price. The University of Michigan has 
found that one of the most important 
questions in the minds of consumers 

“Is this a good time to buy?” If 
the answer is “no’’—as it will be if 
competitive price reductions are in the 
lr—consumers can walt. 

Consumer waiting for price redu 
tions is particularly serious in the sell- 
ing of durable goods like cars and ap 
pliances. Consumers are fairly well 
fixed with such equipment, and they 
can wait a few months with no decline 
in their standard of living. While the 
consumer can wait, the dealer often 
cannot. He must move his goods to 
get working capital and profits 

his is why it is especially prudent 
not to be bogged down with big stocks 
of goods. Heavy inventory will re 
double the pressure to move the goods 
in order to free working capital. Such 
pressure is what sparks price slashing. 
If appliance dealers can avoid an in- 
ventory pile-up now, they will fare 
tolerably well during the latter part of 
the vear and be the envy of their busi 
ness brethren End 
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Lau now brings you the 
complete, well-rounded fan line 
for fast profitable sales. 


How to Sell More Fans in 1953 


Get all the facts about the Lau quality line of Combination Fans. 
It’s the complete, well-rounded line that appeals to every customer. 
For example, Model 2052 illustrated at right is without question 
the most outstanding fan in America today, It has 20” blades, 
moves 2500 cfm at hi-speed, is extremely powerful and‘ com- 































pact. This fan comes complete with adjustable metal spacer Model 2052 
»anels for mounting in sash type windows 3014” to 3914” America’s outstanding 20” 
pane ni 5 y] /4 /4 ; g 
wide. It may easily be lifted out and used as a portable fan. Window Fan complete with ad- 


It may be used in either the “TILTA-BREEZ” easel or justable metal side expanders. 
the “PORTA-BREEZ” pedestal. It’s the fan with 
dozens of uses and it will make a big hit with your 




















customers, 
The One Fan Line That Gives You Everything! 
With just 3 models, 3 sizes, you can offer your customers a choice of ANY type fan they want! “TILTA-BREEZ” a 
They can be used in Windows, on the Floor, on a Table, under Tables, on the Wall, as a the easel fan that @ i, 
Circulator or Hassock Fan. In fact, there isn’t a single occasion for which a Lau fan may every customer wants : 
not be used. In addition to the Combination Fans, Lau also offers 24” and 30” 2-speed Choice of 3 sizes for 
electrically reversible Window Fans that will cool several rooms, an apartment or a small 12", 16° or 20° fans. 
home. Why not get all the facts? Call your jobber or distributor today. . 
Ah, 12°, 16° aod 26° and 30°  “PORTA<® *PORTA. - “TERA; ae bro 
1 20"Fansallhave large Window BREEZ” ped- BREEZ”ped- BREEZ” easel et ee a aad 
' carrying han- Fans with 2- estal fan brings estal fan will fan directs air at rope, + sale 
J i <| dles, finger-proof speed electrical- air into a room exhaust air. any angle de- under a te ay 
bea] guards front and ly reversible at any angle de- Completely ad- sired... up or circulate ‘aie 
ge | rear. motors, sired. justable as to down, completely : 
| height or angle “PORTA-BREEZ”’ 
of fan. ’ 
the Revolutionary, 
; : new pedestal fan for a 
Write for fu 
o " Model 205215. ot andes pee 


iene LAU BLOWER COMPANY ” eaeceanal Renectelee the 
A lag 2005 Home Avenue, Dayton Fe Ohio a Lau 
World’s Largest Manufacturers of Warm Air Furnace Blowers 





















FULL POWER 


5 ACCURATE aL PP 
AT ALL SPEEDS 


ate 
SPEEDS 


FINGER-TIP 
BEATER 
RELEASE 


Low, 
| STARTING 
\ SPEED 





STANDS 
ON ITS 
HEEL 





"Beata. Anything, on the market! 


Here’s Universal's newest contribution to household convenience and 
extra sales for you! It’s the mixer women have been waiting for. . . 
lightweight, with 5 accurate,-full-powered speeds including a low 
starting speed to prevent splatter. There’s rugged power to take care 
of any mixing chore. Any pan becomes a mixing bowl—on the stove 


LIGHTWEIGHT 


ONE HAND 
OPERATION 


or on the counter. 
Be sure to ask your Universal distributor today for the mixer that 
“Beats anything on the market.” 


First GIFT choice - ELECTRIC HOUSEWARES 








. = 


a 


Pe, - yy 
roe, VA 






COMBINATION 





a SANDWICH GRILL ( SA 
" HEATING PADS sieetin: a ‘ 
AND CHOPPER DEEP FRYER ELECTRIC BLANKETS 


fe 


F > ~~ 
MIXABLEND 
~~ / TRAVEL IRON 
— be 





AUTOMATIC STROKE-SAV-R 
TOASTER IRON COFFEEMATIC TABLE STOVE 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Kitchen Merchandising 
Revolutionized / 


Mw RRAWY 
HOMEMAKING CENTERS 


Dynamic new idea opens way to 
fast ‘‘\package”’ selling in volume! 





Full distributor and Sensational sales 
dealer profit features at sensational 


oes , prices 
Simplified inventories 


60-second kitchen planning 


Exclusive full-support by customer 


local advertising and 
promotion plan Easier installation 


\ Vi) hy 





“Turn page for theBOMBSH ELL! 4 


— / ~ 








MURRAY BLACTS THE 


MURRAY 
HOMEMAKING CENTERS 


To Replace Work-a-day Kitchens! 


Planned by experts 
for greater beauty, 

60-SECOND utility and value 

aa per foot of space! 


















ONE SIMPLE MEASUREMENT Highly skilled designers—working hand in 
No room for planning errot hand with home economists, time-motion 
no juggling of cabinet sizes — no study engineers and interior decorators— 
anes drawings, t yore bring you the kitchen revolution of our age! 
ye apie ga palit Preplanned beauty, utility and value take 
all! That’s all the planning needed! troublesome planning out of the sales picture 


. make possible incredibly low, competi- 
tively powerful prices . . . offer unmatched 
opportunities for exciting promotion and 
clean, easy sales! 


8’, 7’, 6, and 4'4' centers equipped with fluorescent lamp. 





‘ 
| 














IF 
SaaSRSRILAl i} 
Tee || 
: | oo 
“| — —_ — 1 
SEVEN FEET of wonderful, top-quality SIX FEET long .. . sells for its amazing FOUR - AND - A - HALF - foot Home- 
homemaking features! Dishwashing, low price because it’s produced and sold making Center is as well planned, as high 
clean-up, food-preparation and storage as a single, preplanned unit! All the facil- quality as the biggest. Imagine: 54” cabi- 
facilities. Only $599.95", including Dis- ities of the 7-foot Center except condi- net sink, 30” x 54” wall cabinet, Dish- 
poser, Dishmaster, cutting-board top! ment shelves. Just $499.95* complete! master and Disposer. Only $349.95!" 


*Suggested Retail Price—Slightly higher in the South and West 


FOR DISTRIBUTORS 


Contact today for full details of the Murray profitunity AND DEALERS 

















eh 
bi- 
sh- 


yt? 





MARKET WIDE OPEN! 









































8-FOOT DE LUXE 
MURRAY 
HOMEMAKING CENTER 


564.99°* 



















SMALL KITCHEN? This 3%-foot COOKING CENTER, too, offers profes- 


Homemaking Center offers every basic sionally planned efficiency in small space 
function we could squeeze into such (4%") ... at lowest possible price. Gas 
compact space. Including Dishmaster Range, base cabinet with cutting-board 
and Disposer, it’s a real buy at $289.95!* top, wall cabinet — just $259.95!* 


THE MURRAY CORPORATION OF AMERICA 
Home Appliance Division Sales Offices, Detroit I, Mich. 


MURRAY 





More power to them 








because these millions of families have BUY on their minds! 


HE 3%-million families who are regular readers of 
Better Homes & Gardens use far more electric power 
and appliances than average families. That’s because 
they take a far greater interest in improving their 
homes than do ordinary families. 
For instance, they undertake over 1°4-million home- 
improvement jobs a year. What’s more, 7 out of 10 
families who are building new homes read BH&G. 
No wonder! BH&G screens the nation for only such 
families. BH&G does this by planning every article and 
every illustration to stimulate its readers’ desiring 






__._ Saving 3%-Million familieg — 
, ; * Coreened for the 
“BUY ON THER MINDS! 
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power—by showing them what they need to make their 
homes better homes. 


Naturally, in this BUY-minded atmosphere, any appli- 
ance ad gets more attention, brings more sales! 


BH G BUY 0.0 GICAL BRIEFS 


@ MORE DOLLARS OF ADVERTISING, more lines of adver- 
tising and more pages of advertising were placed in BH&G 
in 1952 than in any other major monthly magazine. 

@ 324,000 BH&G FAMILIES plan to buy a washing machine 
in the next 12 months. 

@ 180,000 BH&G FAMILIES plan to buy food mixers in the 
next 12 months. 


MEREDITH PUBLISHING COMPANY 
Des Moines, lowa 


Bur 
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ANION 
come 9p in 


Model 652 
and Cloth-o -gold 


Jade 











A Ww mn presents 
two new 3-way portables at 
amazingly lower prices! 








Both with Arvin’s exclusive 


MAGNETENNA| 





Brings every station closer 














MATE 
ese in Ruby “ess batteries? 
Moaelve" 


and Cloth-o” -gold 








Same famous chassis as the Arvin Vacationer which sold at 539.95! 





RADIO & TELEVISION DIVISION 


Arvin Industries, Ine. 


Columbus, Indiana 
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®@ Plays anywhere on batteries or AC/DC. 

@ Super-sensitive Magnetenna brings in distance, clear and strong. 
@ Incomparable Arvin Velvet Voice tone. 

® Heavy-duty 4-inch Alnico speaker. 

@ Five tubes plus selenium rectifier. 

@ No warm-up delay switching from batteries to AC/DC or back. 
®@ Handle folds flat when not in use. 

®@ Net weight, loaded, only 6% Ibs. 


Sell the complete Arvin Radio line: 15 models; from $12.95 to $59.95 
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EXCLUSIVE 


TOP-VUE_ 


WS 




















\ 
WS N 
\ \ 
\ Lets ’ II N 
\ ets ’em really \ 
SEE 
\ ~ 
\ what’s \ 
~ cookin’ \ 
| 
\ \N 
. \ 
\ N 
. = \ 
N SEE at a glance Re \ 
\ which burner is turned on! \N 
\ Two big exclusive firsts on the hottest line in the NN 
\ business. Touch a button—see right into illuminated NN 
\ TOP-VUE OVEN—from the top. SIGNA-DIAL NN 
\ weap _— eng which any top eg me \ 
 Vainismentiintin \ 
\ 0 y g 
D MAAERRRNHdIiINBdiBIiIB AW | 


GARLAND, ss. 


DETROIT-MICHIGAN STOVE CO., DETROIT 31, MICHIGAN 
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Sales Come Easier, 


Sales Come Quicker, 








Merchandise the Aluminum Advantages 
Pica Wee in Electric Housewares 








Aluminum features in refrigerators, home freezers, washing machines 
and other major appliances help make your sales story stronger—and, 
you can use many of these same features in selling electric housewares, 
too. Work these aluminum advantages into your selling talks: 


Appearance—Aluminum, with a wide range of finishes, including spark- 
ling anodic colors, won’t rust, or chip—always stays attractive. Talk up 
these important points on items such as percolators, tea kettles, hotplates, 
clocks and other appliances where sight-appeal is a vital sales factor. 


Light Weight—Aluminum appliances weigh much less than those made 
of other metals—a big feature when you're selling housewives a vacuum 
cleaner, floor polisher, portable washer, roaster oven or other appliance 
that women move around the kitchen or lift up and down stairs. 


No Taste-Taint—Aluminum imparts no taste to foods or beverages. Re- 
member this when you sell blenders, broilers, coffee makers, deep fat 
fryers, corn poppers, food mixers, and other food preparation appliances. 


Excellent Heat Conductivity—Aluminum assures fast, even heat transfer— 
important in irons, sandwich grills, waffle irons and other appliances 
where aluminum and electricity work together to make better products. 


Operating Efficiency—For clock parts, radio and TV parts and antennas, 
aluminum assures efficient operation and aids in reducing cost. No 
matter the size of the appliance, from air conditioning units down to the 
smallest fan, aluminum is your assurance of maximum efficiency, quiet 
operation and long, trouble-free service. 


And—remember, too—if it's aluminum, chances are it's a BETTER LOOKING appliance with 
important plus valves in EYE-APPEAL and BUY-APPEAL! 


Be sure to see ‘Mister Peepers’’ every Sunday night, 7:30 EST, NBC-TV; hear 





Remember: 


Manufacturers are using 
more and more aluminum 
in all appliances because 
aluminum makes products 
better ... makes them 
easier to sell . . . reduces 
dealer service problems. 
And, national magazine and 
network TV and radio ad- 
vertising by Reynolds Metals 
ae y is constantly re- 

ing your customers to 
look for for aluminum in ar 
ne they buy. 

support to work for ro 
by talking up aluminum ad- 
vantages right at the point 
of sale where your profits 
are made, 


Fibber McGee and Molly" every Tuesday night, 9:30 EST & PST, NBC. 


REYNOLDS 8& ALUMINUM 


ALUMINUM MAKES THE DIFFERENCE 
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portables for “up at camp” dancing... > 


You'll sell portables for the beach... W 


























The Yachtsman 


Lowest priced 3-way RCA Vicron portable. Gives 
Standard Band reception on AC, DC or batteries 
Attractive cabinet comes in a choice of three 


Wise color combinations. Order model 


series. $34.95 (less batteries) 





“Victrola” 45 automatic phonograph 

Touch a switch and it plays almost 2 hours 
of the new “45” EP (Extended Play) rec- 
ords! And don’t overlook the extra profits of 
the handy carrying case made for this phono- 
graph. Ask your RCA Vicron Distributor 
about Model 45EY2 and its case! Model 
45EY2, $34.95; carrying case, $7.95 


Prices shown are suggested liat prices, subject to change 
without notice. Slightly higher in the far West and South 

f 
Sell RCA Batteries — radio-engineered for FH 
extra listening hours. They're the perfect Scpmciiaklekion 


“performance” teammate for RCA Victor 
portable radios. 
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The Super “Personal” 
I 


Six inches high, weighing less than four pounds, it 
operates on batteries which give up to 
longe I life ! ( omes in any of SIX bright ‘ olors 


2B400 series. $29.95 (less batteries ) 























The “Globe Trotter” 
RCA Vicronr’s finest 3-way portable! On AC, DC, 
or batteries, it gives Standard Band reception—and 
what reception! Features “Golden Throat” tone 
system, built-in antenna and a handsomely styled 


cabinet. Model 2BX63, $49.95 (less batteries ) 


Tmks.® 























“Victrola” 3-speed automatic portable phonograph 
Plays all records automatically——78, 3313 and 45 
wherever there’s an AC outlet. “Golden Throat” tone 
system and 8-inch speaker make a difference your 
customers can hear! Has “slip-on” center spindle for 
“45.” Smart, luggage-type cabinet has comfortable 
carrying handle. Model 2ES38. $99.95 


ICTOR 


Division of Radio Corporation.of America 
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@ portables for the ball games... 







q 


portables for inside the home... > 





Theyte:"The Flak of the Portables!” 


Stock the full RCA Vicror portable 
line and you'll close every portable 
sale and quickly ! 
there’s an RCA Vicror portable to 
meet every customer’s needs and 
| 


budget. And because all these port- 


ables feature famous RCA Victror 


See the Dennis Day Show 
over NBC television, Friday, 
8 P.M., EST. 


That’s because 








quality and styling, you'll find they 
almost sell themselves. Just let your 
customers see these portables to sell 
them! And remember, RCA Victor's 
full line of portables makes it easy for 
you to “step up” your customers for 
extra profits, 








ie 


ff. he vie FEE 


















And they’re being backed by the biggest portable campaign 


in RCA VICTOR history— 


In May, June and July alone we're selling these 
portables with a page in Life and Look, fol- 
lowed by 6 half pages in Look, 2 full pages in 
Coronet ... and with other nationally run ad- 
vertisements your customers will read. That’s 
why it'll really pay you to order RCA Vicror 
portables,“talk them up’ to your customers, and 


support them with advertising of your own! 

And your RCA Vicror Distributor has all 
kinds of point-of-sale material... newspaper 
mats ... TV slides... 
transcriptions . . 


. radio 
. and other good ideas to help 
you help yourself to the big profits of fast- 
moving RCA Vicror portables. 


. Spot films. . 


fl ‘your RCA VicTOR Distributor 
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A portables for “visiting”... 





Myers products help you 
increase store profits 7 ways— 


tie-in items such as pipe and fittings, appliances, 


f Once you sell a Myers product, it’s easy to sell 
® spray chemicals, etc. 














Myers water systems 
and pumps. A complete 
selection of 5 different types of 
water systems with more than 
150 models to choose from: shal- 
low well, deep well, motor 
driven, engine driven. Myers 
water systems are famous for 
quality. 


you broaden your selection of merchandise and 


2 By taking on more products in the Myers line, 


® attract additional customers. 








y 
va & 


New sump pump by Myers. 
Designed as a cellar drainer and 
for draining pits, boiler rooms, 
sub-basements, elevator shafts, 
etc. Quality construction: parts 
are rustproof, and highly cor- 
rosion resistant. 


MYERS 


© + 





Water conditioners. My- 
ers offers a complete line of 
water conditioning equipment 
including softeners, clarifying 
filters, purifiers, neutralizers. 












The complete line of Myers sprayers includes “Pestop” 
brand hand and tank sprayers, knapsack sprayers, bucket 
spray pumps and power sprayers for farms and estates. 
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Get in touch 
with your nearest 
Myers distributor 


If you’d like his name, drop us 
a line. He will help you develop 
a complete promotional pro- 
gram to help you establish your 
store as headquarters for fam- 
ous Myers products. 


THE F. E. MYERS & BRO. CO., 202 Fourth St., Ashland, Ohio 
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cas-nv7mon TRANSISTORS 


CBS-HYTRON 


PT-2A 


Moisture-resistant 


Plug-in or solder-in GERMANIUM / 
CRYSTAL IMPREGNATED 
% RUGGED CASE 


Sturdy triangular basing 


j F | nnections : 
Polarized base conne CATWHISKERS q s WELDED 


CONNECTIONS 

Auto-electronically formed 
TINNED 
COPPER-CLAD NICKEL 


Thoroughly stabilized STEEL LEAD WIRES SILVER PINS (3) 
(.015 DIAM.) 


Operate up to 55 C 








CBS-HYTRON 


PT-2S 














MECHANICAL FEATURES 

« Single-ended construction gives maximum mechanical stability. 

2. Rugged triangular basing design resists shock and vibration 

3. Dual-purpose connections permit use of flexible leads or stiff plug-in base pins. 
4 


A N D YO U Cc A N B UY TH E M N OW ! . — yay of germanium wafer to base support guarantees positive contact, 


Glass-filled plastic cose and high-temperature impregnating wax assure moisture- 
, resistant, trouble-free operation, 


Already a major producer of germanium diodes, CBS-Hytron 
BASING AND SOCKET 


ow offers you prompt delivery of transistors: Point-contact —— 


2 EMITTER COLLECTOR sana apes _ 
2 tT . TP « / MEASURING CIRCUIT FOR 
CBS-Hytron PT-2A (for amplifying) and PT-2S (for switching). alrite ube CBS-HYTRON PT-2S ] 
Both have stable characteristics and are guaranteed moisture- ¥ ) —— / 
F BASE K 4 
| 





resistant. Note flexible leads welded to base pins. You may solder Venshtes tune tieee CBS-Hytron 
flexible leads into circuit. Or snip them to use stiff base pins in Symbol (bottom view) T-2 socket 


CBS-Hytron type T-2 socket. Note similarity of pin layout to that of tran- 
sistor symbol. CBS-Hytron type T-2 tran 
=e sistor socket features groove to guide pins | 
Triangular arrangement of base pins is stronger . . . avoids bent into socket. Also anti-burn-out design to in | 
sure that base connection of transistor will 
pins. Easy-to-remember basing layout simulates basing symbol always be made first. 








, , | 
see diagram). Polarization makes socket connections foolproof. 8 #+.CONSTANT © YOR | EMITTER CHARACTERISTICS =| 
3 somes, ' : mull woes Fae CBS-HYTRON PT-2S } 
You are assured of uniformly optimum characteristics by elec- i er OSS TYPICAL COLLECTOR vours) 
, é HARACTERISTK | - _ ee | 
tronic control of pulse forming. Thorough aging achieves maxi- F 3 RON PT-22 
n stability. You may operate these transistors up to 55°C. MA | 
And you can order both CBS-Hytron PT-2A and PT-2S for ms ati jah 





; 
mediate delivery. 


MANUFACTURERS OF RECEIVING TUBES SINCE 1921 
HYTRON RADIO AND ELECTRONICS CO. 










A Division of Columbia Broadcasting System, Inc. 
Main Office: Danvers, Massachusetts 

WRITE FOR DATA. Complete free data on CBS-Hytron 
PT-2A and PT-2S...and the T-2 socket . . . are yours for 


l 


RECEIVING... TRANSMITTING... SPECIAL-PURPOSE AND TV PICTURE TUBES + GERMANIUM DIODES AND TRANSISTORS 
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No buried treasure, this—but : ing Hel 

profits plus, Here’s the all-out | Absolute), Free skage 
answer to the public’s clamor for bal 
the best in hot weather fan per- WEN ae 
formance . . . here’s your new 

"53 Westinghouse line, biggest 

and best ever by far. 

Here’s the amazing all-new, 4-way, Reversible Riviera Window Fan. 
Also, the ever-popular Mobilaire, the “Fan on wheels”. Plus 16 other top 
performers ... every one super-styled and priced right for mass turnover. 

Last summer’s blistering weather lost many a retailer, many a fan 
sale ,.. when stocks ran out. So get set mow for the months ahead! Line 
up with your distributor on the sales-multiplying Treasure Chest Sales 
Plan... and stock 53 Westinghouse Fans aplenty for the rush coming up! 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division, Springfield 2, Mass. 
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16MA3— 16-inch Mobilaire® 
. 2-Speed, Double-Duty 
Exhaust Fan, 











1O0LA4—10-inch Livelyaire* 10PA2—10-inch Poweraire® 
... | Speed; 12LA3, 2 Speed; ...2 Speed; 12- and 16PA2 
both oscillating. . «+3 Speed; all oscillating. 


°T.M, 








NITE RE OTA LOE 
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Whirlaires™® —16- and 20- 
inch... 2-Speed, Long-Range 
Circulators. 





16RWE—16-inch Riviera... me Re Debonaire 
2-Speed, 4-Way Reversible ess peed, Hassock Type. 
Window Fan. 























Whirlaires—16- and 20-inch 
2-Speed, Long-Range 
Circulators. 





T6WF2— 16-inch De luxe Win- 
dow Fan... 2-Speed, Snap- 
In, Snap-Out Window Fan. 





POPULAR MODELS THAT SELL...SELL... SELL! 





16SD3—16-inch Standard... 10DA2— 10-inch Debonaire 10PWV2— 10-inch Poweraire 1OPHV — 10-inch Poweraire 
Q 3 Speed; oscillating. «+ | Speed, Hassock Type. ... Snap-In, Snap-Out Win- ..- Built-in Home Ventilator. 
dow Ventilator. 
OE 
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Tratiie Soars--Stles julnp 80% 








a eee 
when Egan and Bisbing, Syracuse dealer, invites public to daring 
TV picture comparisons—all brand names covered from sight! 























Proof-minded shoppers welcome opportunity to compare lead- 
ing TV sets—without knowing which brand is which—250 out 
of 265 viewers pick G-E Ultra-Vision. 


FACTORY DESIGNED FOR UHF-VHF 


€B) BLACK-DAYITE 


WITH ULTRA-VISION 





Bean customers jumped at the chance to find out, once 

and for all, which TV offers the best picture. They jammed 
Egan and Bisbing to judge the top TV sets in action, with brand 
names covered from sight. Out of 265 viewers who compared pic- 
tures in Egan and Bisbing, 250 picked G-E Ultra-Vision—over 
15 to 1! During January—the month Egan and Bisbing ran the 
showdown comparisons—traffic doubled, sales skyrocketed 80% 
over the previous January—even surpassed December's “Christmas 
rush” sales figures. This dramatic showdown proves that G-E 


A Model 21C214. Genuine 
mahogany veneered console 
with easy turning swivel 
casters. Big 21-inch picture. 


Ultra-Vision—of all leading makes—sells itself on sight. 

General Electric Company, Receiver Department, Syracuse, New York 4@ Model 21C206. Genuine 
cherry veneered console with 
easy turning swivel casters. 
Big 21-inch picture. 


G-E TV PRICES 
START AT $19995* 


*Includes Federal Excise Tax, one- 


Y 
Ou Can pul Yottr confudlence mn — 
Ses oon poly 


year FactoryWarranty on picture tube 
and 90 days on parts. Prices subject 
to change without notice. 
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ANTIG FAN SALES INCREASE 






OURTH STRAIGHT YEAR 


(Based on figures in ELECTRICAL MERCHANDISING Statistical and Marketing Issue) 


is Tehatelatel | 


ee e's py NAS Advertising 


HUNTER 


| PACKAGE ATTIC FANS 

\ Pie ?- Py -Sae, Write for new catalog 
Hunter HUNTER FAN & VENTILATING CO. 
eee) 398 S. Front St., Memphis 2, Tenn. 


HUNTER ALSO MAKES A COMPLETE LINE OF FANS AND *,-TON ROOM AIR CONDITIONERS 


Window e Casement e Oscillating e Floor e Pedestal e Ceiling e Exhaust e Belt-Uriven e Direct-Drive Industrial 
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Something good is in the air...and it 


SELLS GIBSON 
APPLIANCES! 


; 
er0thai & 





ene) | 


* 
Aor, 














BIBSON Refrigerators New GIBSON Food Freezers \__ _New GIBSON Electric New GIBSON Room Air Conditioners * 
with Swing-out Servers with Tilt-out Bin and ——— with Ups-A-Daisy Deep-Well with “Draft Free" Comfort 
and Automatic Defrosting Stay-Packt Shelves Cooker and 2 Do-All Ovens 
Gibson’s spring promotion is a startling idea that will It’s complete and powerful —a full-page bleed 4-color ad 
draw women into Gibson dealers’ stores to see a demon- in LIFE Magazine, plus big newspaper ads, window 
stration of the new Gibson products! banners, store displays, TV and radio spots—a full 


; ; Age package promotion. 
It’s pre-tested and approved—tried in several cities, 


where thousands of women came in to see—many of And it’s yours—if you’re a Gibson dealer. If by chance 
them bought Gibson Appliances! you haven’t heard the full inside story yet, be sure and 

get it from your Gibson distributor. This unusual and 
It’s different and dramatic— it’s intended to lure women selling Gibson Spring Promotion will make history— 
and it does because it has something any woman loves! and money —for you! 











Gifson 


GIBSON REFRIGERATOR COMPANY + GREENVILLE, MICHIGAN 
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A complete selection of popular household appliances, 
helps make more sales for Mr. Weida. Here, his dem- 


onstration of a popular deep fryer closed the sale. 





YOU GET THE LINES YOUR CUSTOMERS WANT 
when you're served by GRAYBA 


SQYyS: HAROLD H. WEIDA 


Manager 


Joseph |. Haines, Household Appliances 


Emmaus, Pa. 


“You have just so many selling hours in a day, 
and just so many customers coming in. The 
faster you can close a sale, the more profitable 
your store operation will be. 

“That’s why I find it pays to buy from 
Graybar. I get merchandise made by leading 
manufacturers . 
know and want... famous names like Toast- 
master, Sunbeam, Universal, Telechron, and 
many others. 


.. products my customers all 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 
Graybar Building, 420 Lexington Ave., New York 17, N. Y. 
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“Graybar sees to it that I always have these 
nationally-known products in stock. When I 
show them and demonstrate them, I make 
sales. 

“We've been in business for seven years 
now, and our volume has increased steadily. 
The fact that Graybar studies the whole manu- 
facturing situation for me, warehouses for 
me and gives me leaders to sell has been a 
great help in the growth of our store.” 







APRIL, 
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* Harold H. Weida . . . starting as ” 
r a salesman in the Joseph |. Haines M 
store in Cetronia, Pa. in 1946, Mr. 
. Weida helped to establish the com- . 
pany’s second outlet in Emmaus and 
* . 


is now manager of both operations. 
. Under his guidance, annual volume ° 
exceeds $300,000 and the original 
staff of 3 has grown to 14 


IN OVER 100 
PRINCIPAL CITIES 
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SOLD THE MOST 
BECAUSE SEEN THE MOST! 


ve Ne eT BY 36 MILLION VIEWERS IN 
) 7 Sai = 13 MILLION HOMES 
























New UHF stations are highly directionat! 
Channels are changing on many stations 

. this makes ‘stay-put’, single channel 
antennas obsolete! For top gain on all chan- 
nels... UHF and VHF, Alliance Tenna-Rotor 
is the number one TV accessory! 

















"Just set it 
and forget it”’ 


Alliance Tenna-Rotor, properly installed with a good direc- 
tional, all-channel antenna (conical — in-line — colinear — or 
other conventional type) makes for perfect reception. Avoid 
frequent alterations—realignments—replacing of out-moded 
single-channel antennas, by turning your antenna to every station! 


FROM COAST TO COAST 
PRE-SELLING Your Prospect PAYS OFF! New products join the Alliance Profit Parade! The Alliance 


Alliance TV spots demonstrate, convince — SELL! Cascamatic, automatic TV Booster with the famous "California 
They're packed with eye-compelling action! it pays Circuit" is the latest profit maker added to the Alliance line. 
to push the line with the least resistance — the most Pre-tuned to all VHF channels, this 3-tube booster mounts 
acceptance! Sold by Television Dealers everywhere. on back of set. 


ALLIANCE MANUFACTURING COMPANY ° ALLIANCE, OHIO 
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HOW PALMER COOLERS OPERATE 


~ a 
pressors, coils, and othere xpe nsive equipment, UL JAIRE 


Palmer Coolers operate on a simple physical 


YW 
Unlike refrigerated coolers that require com- Yi 


— 


law. Fresh outside air is drawn through filter 
pads w hich are continuously moistened. As 
the moisture in these pads evaporates, the 
temperature of the air drops and a fan or 
blower forces this cool air into the room. Dust 
and dirt are removed and a room cooled by a 
Palmer unit has “the breath of Spring.” 
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ELECTRICAL MERCHANDISING—APRIL, 


1. The idea of cooling the home in summer is 
sweeping the country like a Kansas tornado. In 
1952, four times more home owners purchased 
home air conditioning equipment than in 1949. 
Sales are astronomical! and yet only 1 home in 10 
that has electricity has any form of cooling. This 
is a vast market waiting to be shown and sold 


Palmer Coolers. 


2. There is one drawback to most forms of home 
air conditioning—the cost of such equipment. Home 
owners want their houses cooled but are either 
incapable or unwilling to pay $350 to $450 to cool 
one room—several thousand dollars to coola 


whole house. 


3. There is a profitable answer to this problem for 
you. Sell and install low-cost, efficient Palmer 
Coolers. A unit to cool a single room can be had 
for as lithe as $48. A large capacity unit to cool a 


whole house for as little as $111. 


4. The Palmer Manufacturing Corporation is a 
pioneer in the field of evaporative coolers and is the 
largest manufacturer in this field. The Palmer line 


Palmer Manufacturing Corporation 


— 
Phoenix, Arizona 
SUBSIDIARY OF McCRAY REFRIGERATOR COMPANY, INC, 


St hb bis irssitttViteeey 


shi # 


"933 


is complete and includes coolers of both fan and 
blower types in sizes to cool a single room or to 
meet every home, commercial or industrial need. 
Palmer Coolers are efficient, well built, handsome 
in appearance and are backed by a firm merchan- 
dising policy. 


5. Unquestionably, Palmer is the best-known name 
in evaporative coolers. For many years, hundreds 
of thousands of Palmer Coolers have been giving 
satisfaction; and these coolers have been backed by 
extensive national advertising in leading pub- 
lications. 


For bigger profits sell Palmer Coolers! 


Today, Palmer Coolers are backed by strong 
national advertising, with local advertising in 
newspapers, radio and television available to 
Palmer dealers. A complete merchandising pro- 
gram, including folders, catalogs and point-of-sale 
material—all mean bigger sales—bigger profits. 
Palmer Coolers are maintaining their leadership 
that makes them easier to sell—profitable to sell. 






<So O8 4 Miung o 

< Genratned by > 
Good Housekeeping 
S hoy .) 
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Palmer Manufacturing Corporation 
2200 W. Filmore Street 
Phoenix, Arizona 


Please send me information on Palmer Coolers. | am 
interested in [_] A Distributorship [_] A Dealership 


Ns vin dseksneseaereerabae hire teerhvbaeae sues 
No os b Keke tbe odceweusVeeeEses ere eentee raed 
ROCs 66's cagccesedecvenecessednenesoceees cove 
Gi v0 bo ¥00 bese ie sos celsscseeeinediawees eee 
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3. One knob tuning— VHF and UHF. 
On a Zenith a child can change stations 


tune both picture and sound perlectly 
with one knob. Zenith’s exclusive Auto- 


matic UHF-VHF Station Sele: tor does 
2. Price advantage! Your customer pa the 


actual tuning. No further adjust- 
only for UHF he wants. $30 to $40 


ment needed, 
makes a big diflerence to a lot of pe ople. 


When uu sell Zenith the customer 
pa onl thie mode st cost of the | HI 


trip inst illation he needs now, 






























If other tation yo on the air. strips 


can be added for a small amount 


1, Proved unexcelled UHF Reception by 
Zenith! — Already proved in thousand 
of homes, in all new UHF markets 
Exampl Portland, Oregon where 
98'2% of all new Zeniths installed are 


eiviny remarkable performance up to 
/O miles from the station. (Zenith is a 


top eller in the market.) 


reasons why your 


best answer to UHF 


television is 


Zenith 
Usls 


FOR SELLING QUALITY— 
on VHF or UHF—feature Zenith 





The royalty of radio and TE LEVI S | ON : 


ZenitH Rapio Corporation, Chicago 39, Illinois 


- ans 


a “ le 
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4. Zenith pioneered UHF fo: 
7 years—beginning with an 
experimental UHF transmit 
ter June 6, 1946. Since then 
hundreds of homes in Bridgs 
port, Conn. have enjoyed the 
superior reception of Zenith 
UHF strips. Today, thou- 
sands of Zenith owners in 
new UHF areas can testify to 
the quality of performance 
offered by the new Zenith 

K-53 chassis. 


customer - convincing 


5. UHF Guaranteed! Evers 
Zenith ever sold is UHI 
guaranteed. Your prospect 
has the assurance that 
any Zenith he buys, (as 
well as every one evel 
built and sold to the pub- 
lic), can receive Ultra 
High Frequency channels 


, 
— without a converter: 













Designed 
to Handle 


Home eee 


| Pianos and all “I 
Sil = ppliances 


Here's Escort’s new Model DF-66 Appliance Truck—de- 








signed to eliminate all of the problems of appliance movers 





Gilt into the new who must move everything from oversize home freezer 


ant Medel DF-66 is units to pianos. 
¢ Escort's famous 





Crawler Tread, Consider these 5 features—(1) 2 sets of 6’ wheels, 
which enables even this I-o-n-g 
model to crawl up and down stairs (2) the famous roller-bearing Crawler Tread, (3) 2 web- 


ane over nepEEne, straps for holding appliances firmly in place, (4) extra long 


gout? height—66”, (5) Felt-padded cross-bars and toe plate. 


Just lay Model DF-66 down fiat, for 


moving over level stretches. The HANDLES BULKY OBJECTS EASILY ~ 


extra two large 6’ wheels make it 
easy to roll this truck, with its full Escort’s Model DF-66 is the easiest-handled 


load, quickly and easily anywhere! appliance truck in the world! Makes handling 


easier, reduces manpower and chance for 


S$ damage. Ask for Escort'’s Model DF-66. 
UR To make sharp 


turns, merely step 

down on the skid- WRITE for full information and de- 
handles—this raises the extra set 
of wheels off the ground or floor, 
and Model DF-66 turns on a dime DF-66 and other appliance trucks. 
—without effort! 


scriptive folder about Escort's Model 


.’ STEVENS APPLIANCE TRUCK CO. 


NORTON ROAD P. O. BOX 897 AUGUSTA, GA. 
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Air-Way Sanitizor 

Amana Food Freezers 

Bendix Duomatic Washer-Dryer 
Ben-Hur Freezers 

Chrysler Airtemp 

De Vilbiss Vaporizers 


* 


co or ‘ Rtfunp Or 


Ss 
* Guaranteed by 


Good Housekeeping 
” hop 


“ 
45 apyenristd WS 





Women know — the product 
that has it, earns it 
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caught in the BIG SQUEEZE ? 


What with rising selling costs and lower profit 


margins, that whirring in your ears isn’t “Pennies 


from Heaven.” 


If you want to change your tune fast, promote 
brands with the Good Housekeeping Guaranty 


Seal. A money-back guarantee* is sweet music 


on anybody’s sales program. It means more vol- 


ume at lower selling expense, fewer returns, less 


servicing. 


Don’t let the big squeeze cramp your bit parade. 
Feature products backed by the Guaranty Seal. 


Some of the brands advertised currently in GOOD HOUSEKEEPING 


and carried by America’s leading appliance retailers: 


D-Frost-O-Matic 

Dulane Fryryte 

Eureka Roto-Matic Swivel-Top Cleaner 
Filter Queen Vacuum Cleaner 

Gibson Refrigerators 

Hamilton Electric Clothes Dryer 


Jol =, 


Kelvinator Electric Range 
Kirlin Built-In Lighting 
Mirro-Matic Electric Percolator 
Necchi Sewing Machine 
Paragon de-frost-it 

Pfaff Sewing Machine 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th STREET AT 8th AVENUE, NEW YORK 19,N. Y. 


APRIL, 


Raytheon TV 

Revco Food Freezers 
Tappan Gas Ranges 
Walker Electric Heating Pad 
Whirlpool Automatic Dryer 
White Water-Hotters 


2 GOOD HOUSEREEPING 


10,650,000 
-979F4,000- 


readership 
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NATIONAL PUSH 


R & M covers the nation with 
regular advertising sales mes- 
sages in leading weekly mag- 
azines, home interest monthliies. 


LOCAL PUSH 


Newspaper mats, counter fold- 
ers, TV film spots, radio spots 
and decals are all available for 


your use. 


WEW PRODUCTS! 
BIG SALES PUSH: 





POINT-OF-SALE PUSH 


Counter and floor displays that 
remind, inform and let custom- 
ers sell themselves by test-using 
R & M fans. 








NEW Sales Sizzle 


For a Waiting Market! 


This new R & M Casement Win- 
dow Fan packs real appeal for the 
new home owner! Has all the 
quality features that have made 
standard R & M Window Fans 
steady sellouts. Easily installed 
in standard 3-light si Vou Home 
casement windows. te ER CBN 
(Panel furnished to $a 

fit 4-light.) Two 
speeds, intake and 
exhaust. Electri- 
cally reversible. 12” 
twin fans have 2000 
CFM delivery. Sil- 
ver gray finish. 
Guaranteed 5 years. 
$79.95* retail. 


re 













New Sales 


Catcher! 











Stop Shoppers! 


Eve-catching display sells for 
you on counter, table, or in 
the window. Two sturdy sup 
ports fasten to fan panels. 
Fan operates in display. 72” 
high, 27” wide, 22” deep. Ask 
your distributor or write for 
details about this display. 
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Customers try and buy more 
casement window fans from this 
display! It wins attention, lets 
customer operate fan displayed. 
Fan fastens to sturdy wooden 
stand, colorful signs screw onto 
fan panel. Height approx. 6’ 6”. 
For details, ask your distributor 
or write us, 


Two-way Action 
Socks-up Sales! 
18” and 22” R & M electrically 
reversible Window Fans exhaust 
stale air, drawing in cooling 
breezes... reversed 


—_ a . 
ae electrically, they cir- 
aie” ¢ culate fresh air. Install 


with a screwdriver! 
Two sliding panels 
adjust 22” fan up to 
39”; 18” fan adjusts 
up to 35”. Silver gray 
finish. Guaranteed 5 
years. 18” size 2500 
CFM delivery; 22” 
size, 3400. 18” size 
$64.95* retail, 22” size, 
$84.95* retail. 
Prices and specificat 
to chanws th t 


ions subject 


—APRIL, 
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“Package 
Home Cooling 
Helps Customer 


Save! 


No “extras” to explain < 
when you sell the ° 


R & M “Package” At- 
tic Fan! No trap- 
door, grille, or suction 
box needed. It’s a 
complete home cooling 
system! Ideal for low 
attics and all stand- 
ard hallways. Rub- 
ber-mounted, sound- 
insulated. Changes 
air once every minute 
in average house. 
Baked enamel (off- 
white) on shutter and 
trim. Four sizes with 


air deliveries from 
5000 to 16000 CFM. 
From $139.95* retail, 
including new auto- 
matic shutter. 








Ta | 


Robbins & Myers, Inc., Fan Division 


SALES-BUILDING FILMS FEATURING YOUR 
STORE ARE AVAILABLE ON R & M ATTIC AND 


Ww AT WINDOW FANS. WRITE FOR DETAILS, NOW. 






Sparks a Trial! 


Beams a minimum gross 
sale of $139.95* to yourcus 
tomer’s eye! Lets him sell 
himself! Kiln-dried lum 
ber. Dark green with yel 
low letters. Size 43” x 47". 
Ht. 8’ 5’. Ext. cord incl. 
Ask your distributor or 
write us for details. 


For Homes and Offices! 


This 12’ ““Breeze-All’”’ floor fan gives you 
two good talking points... beauty and 
utility. It lifts cool air from the floor to 
cool the room quickly and quietly. Full 
360° circulation! Three speeds. Delivers 
3500 CFM! Attractively styled in mot- 
tled mahogany with chrome-plated 
guards and grilles. Serves as an extra 
seat or low table. Guaranteed 5 years. 
$49.95" retail. 


Em-43 


387 So. Front St., Memphis 2, Tenn. 
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This 45 second 


see says 
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guarantee and 


omonctrations always pay af 


st, lifetime purner 


tself story: 
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walk out wh 
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TEA-KETTLE 


MR. MORT FARR 


= 
Only 


Highest Profit Margins 







White for Booklet 
or ask your 
Gas Range Manufacturer, 
Distributor, or Gas Utility 
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| GAG ranges’ 


Successful appliance dealer of Upper Darby, 
Pennsylvania, and past President of NARDA. 


ANC ranges ave y™ 


r qures 
‘ ; \ ve Fea : javor 
Nios Exc ust g Flame nn ; nd oft heat 
© Smokelety broilmuarantee - - ‘Much for SO Little 
; purn 






spee 


ty 
SY 









Gas Appliance Manufacturers Association 
60 East 42nd Street, New York 17, New York 


Please send me your FREE booklet, ‘Quickie Demos That Sell More Automatic 
Gas Ranges."’ 


NAME__ 


COMPANY 






PG cscliccticciencinntnns STATE__ 


CITY 
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Sales talk is good, but... 

















Yes, turn on the KitchenAid Food Preparer and let 
“round the bowl” mixing talk for itself. Here’s sales 
appeal that can be visualized quickly! 


Your customers will marvel at this exclusive 
mixing action—the single beater travels completely 
around the inside surface of the bowl, scraping 

as it travels—thoroughly mixing and blending all 
ingredients. It’s easy to see there won’t be 

any dead spots of partial mixing here! 

And KitchenAid has a convenient up-front mixing 
guide...a Pyrex brand mixing bowl...and Hobart 
built-in plus power to operate directly the wide range 
of practical attachments without 

expensive power adapters. 


KitchenAid Electric Housewares Division of 
The Hobart Manufacturing Co., Troy, Ohio 


KitchenAid 


The Finest Made... by | 

















Colander and Sieve 











The World’s Largest 
Manvfacturer of 
Food, Kitchen and 
Dishwashing Machines 








Can Opener 


=% 
~@ 


Vegetable Slicer 
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Captain RAY-O-VAC says: 


Ack your customers 

+o feel the Steel?’ 
They'll know that Ray-OVac 

is their best deal! 


é. ~ & 


Le 





FEEL THE STEEL... 


Only Ray-O-Vac batteries are fully sealed in batteries keep their power longer. They're LEAK 
steel... top, bottom and sides. Ask your cus- PROOF... guaranteed not to corrode your flash- 
tomers to pick up a Ray-O-Vac battery .. . they light. This quality construction makes Ray-O 
can feel the all-important difference. Vac the top performer in the battery industry. 
This all-around steel casing makes Ray-O-Vac Be sure you stock Ray-O-Vacs. 





STEELS THE 4,2) DIFFERENCE! 


Steel top 


Multi-ply insulation gQy 


Steel jacket e 4 
Steel bottom 
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More of what you want in 


CHEVROLET 


Advance-Design Trucks 


—and here are 4 powerful reasons why: 





NEW ENGINE POWER— 

TEAMED WITH LOWER COSTS! 

The improved Loadmaster engine with 
a new high compression ratio of 7.1 to 
1, now delivers even more power. This 
great engine is standard on 5000 and 
6000 Series heavy-duty and forward- 
control models—optional on 4000 
Series heavy-duty models. In light- and 
medium-duty models the Thriftmaster 
engine offers traditional Chevrolet 


ec onomy. 


NEW BRAKING POWER— 

FOR QUICKER, SURER, SAFER STOPS! 
Two types of brakes on 1953 Chevrolet 
advance-design trucks provide greater 
stopping power and greater durability. 
“Torque-Action” brakes are standard 
front and rear on all trucks up to 4000 
Series heavy-duty models. Extra-large 
“Torque-Action” brakes in front, “Twin- 
Action” type in rear are on Series 4000, 


5000 and 6000 heavy-duty models. 


56 


NEW STAYING POWER— 

FOR GREATER DURABILITY! 

Frames are heavier, stronger, more 
durable in all 1953 Chevrolet trucks. 
You'll find greater ruggedness and 
stamina. You'll find these trucks even 
brawnier and sturdier than Chevrolet 
trucks in past years—trucks that have 
long been famous for those very quali- 
ties. And this heavier construction 
brings new comfort and freedom from 


fatigue to drivers, too. 


NEW ECONOMY —LOWERS 

COST OF EVERY TON-MILE HAULED! 
Expect greater economy with Chevrolet 
trucks. New and greater stamina with 
extra gasoline economy cuts operating 
costs, Maintenance costs in heavy-duty 
models with Loadmaster engine. And 
these great trucks list for less than com- 
parable models of any other make! Chev- 
rolet Division of General Motors, 
Detroit 2, Mich. 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES— 
the Loadmaster or the Thriftmaster—to 
give you greater power per gallon, lower 
cost per load, POWER-JET CARBURETOR 
for smooth, quick acceleration response. 
DIAPHRAGM SPRING CLUTCH — for easy- 
action engagement. SYNCHRO-MESH 
TRANSMISSION —for fast, smooth shift- 
ing. HYPOID REAR AXLE—for dependa- 
bility and long life. TORQUE-ACTION 
BRAKES—on light-duty and medium-duty 
models and on front of heavy-duty models. 
TWIN-ACTION REAR BRAKES —on heavy-duty 
models. DUAL-SHOE PARKING BRAKE—for 
greater holding ability on heavy-duty 
models. CAB SEAT—with double deck 
springs for complete riding comfort. 
VENTI-PANES—for improved cab ventila- 
tion. WIDE-BASE WHEELS—for increased 
tire mileage. BALL-GEAR STEERING —for 
easier handling. UNIT-DESIGNED BODIES — 
for greater load protection. ADVANCE- 
DESIGN STYLING—for increased comfort 


and modern appearance. 








a 

| een * . 4 
| in demand *; 
\ in value 
\ | eames cee in sales 
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IT’S THE CUSTOMER-CATCHING 


™ GROSLEY 
“PLAN-YOUR-KITCHEN” CONTEST 


FOR CONTESTANTS... 


people entering this great Crosley Contest must get 
their Entry Kit from a Crosley dealer. This means 
that entrants will come into your store . . . see your 
stock of Crosley appliances and kitchen equipment... 
become your live prospects! And the Entry Kit itself 
will give every prospect the most complete data on 
Crosley products that has ever been made available! 


FOR YOUR SHOW... 


all of this point-of-sale material will be supplied by 
your Crosley distributor. These are the signs that we 
are telling people to look for in your neighborhood 
... the signs that will identify your store as Crosley 
Contest Headquarters. In addition, we'll provide you a PLAN -YOUR-KITCHEN 
with interest-building broadsides and follow-up post- ee: 
cards so that you can stay with your prospects right 
to the final sale! 


TO GET READY... 


here is just a sample of the sort of advertising that is 
telling people about this wonderful Crosley Contest. 
There are full-color spreads and full-color single-page 
ads in 6 leading home and family magazines, full- 
length TV commercials on a nation-wide show, bi 

newspaper ads and full-color outdoor posters... all 


3 working for you! 




















TO Go! This is your contest! Make 
the most of it! Remember! You need not 
award prizes—no entries to judge! 


CROSLEY ~- 
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1329 Arlington Street 
Cincinnati 25, Ohio 
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George J. Eberhardt's Commercial Tire & Supply Co., 46457 W. Madison St., Chicago 


The *1,500,000.00-a-year business 
that began because of a tough break... 


When manufacturers started 


putting spare tires on their cars, 
George Eberhardt’s dealer supply 


business slumped. 


So he started retailing tires and 


appliances. Now it takes 58 


employees to serve his customers. 


EORGE J. EBERHARDT got where he is today 

J because of a tough break. Back in the twenties, 
when new automobiles came equipped with only four 
tires, George was riding high selling spare tires to 
car dealers. More than 150 Chicago car salesmen 
were selling his tires 

Then car manufacturers made spare tires standard 
equipment and George saw the business built by ten 
years of hard work disappear almost overnight, But 
that was the beginning of a new and greater success 
for George. Today, his huge, 10-department retail 
operation at 4657 W. Madison Street, Chicago, does 
more than $1,500,000.00 annually. 

Originally, the only connection George saw be- 
tween tires and appliances was that you could sell 
both at a profit to the same people. “You might say 
I was pushed into retailing,” George says. ““When 
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my dealer trade fizzled out, | had to sell to somebody 
else. So [ started selling tires to commercial users and 
then to consumers. Then I got to thinking that as 
long as | was dealing with consumers, | might as well 
sell them as many different things as I could. So I 
got into appliances 

“At first glance, tires and appliances might not look 
like a good combination because men buy the tires 
and women buy the appliances. I think it clicked for 
us because the really important selling principles 
work just as well on one sex as the other. 


Square deal outsells gimmicks 
“IT mean such principles as honesty. No sales gim- 


mick you can dream up means as much to a customer 
as good old dependability and a square deal. Lay it 


i ade be Me a A ae aa PB. 





George J. Eberhardt 


on the line and they'll love you for it. Try to cram 
something down their throats and you wind up with 
a reputation as a high-pressure outfit. 

“IT tell the salesmen to remember when they’re 
trying to close a sale that we have to live with our 
customers. Any time you try to put something over 
on a customer, you invite him to take his business 
somewhere else. And a satistied customer is the most 
valuable asset you can have.” 


Long on service 


Always long on service, George operated one of Chi- 
cago’s largest TV installation and service organiza- 
tions until December, 1951. His men—35 of them 
using nine trucks—handled TV installations and 
service on contract for several of the city’s large de- 
partment stores and for other dealers. 

He discontinued outside service contracting when 
he found that some salesmen for the firms he servy- 
iced had been giving misleading information about 
service policy coverage to customers in order to close 
sales. Now, with six men working exclusively on his 
own radio and TV service business, George says he 
no longer has to risk losing friends for his store be- 
cause of another firm’s sales tactics. 

“Experience has taught me that nearly anything 
you can do to keep a customer happy pays off even- 
tually,”’ he says. “Even after a service policy has ex- 
pired on a TV set, we sometimes will give a customer 
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a brand new set if he feels that he made a bad buy.” 

Altogether, George’s operation employs a8 people 
and embraces ten departments: appliance sales, 
phonograph records, kitchens, radio and television 
service, lire sales, re-capping, batteries, auto aeces- 
sories, shipping and the office. Among the additional 
items carried by the store to help build traffic are 
luggage, bicycles, golf carts and even tops for con- 
vertibles 

Appliances now account for some 45° of the store’s 
total volume. George devotes three large rooms to 
appliance display alone. White lines and small ap- 
pliances are featured in the main display room. Sep- 
arate rooms are used to display kitchens and tele- 
vision sets 


Four complete kitchens 


Ed Shalek, manager of Eberhardt’s home appliance 
division for all of its 16 years, is particularly enthusi- 
astic about the firm’s success in selling custom-de- 
signed kitchens. “In the ten years we have been do- 
ing custom kitchens,’ Ed says, “we've designed and 
sold approximately 1,000 jobs. The average cost runs 
about $1,000, but jobs range from $300 to $5,000. 

“Our kitchen display room gets a lot of people in- 
terested in buying complete kitchens. We have four 
kitchens set up in the room, each featuring a differ- 
ent brand of appliances and cabinets. Each kitchen 
is connected up, ready to demonstrate People ean 


inspect ll of them and compare the good points of 
the various lines 

*\Todern kitchens like these practically sell them- 
selves. But when a prospect is reluctant to make the 


first move, our custom kilchen service helps to bridge 


the gap. At no obligation, we go into the prospect's 
home, measure her kite hen space and talk over her 
needs. Then we submit a recommendation with 
drawings and an estimate of the cost. If we make the 
sale, we supply working drawings to the contractor 


and follow up on installation details 

The kitchen room provides an ideal setting for 
cooking schools, which are conducted by distributors’ 
home economists during the winter months. Cur 
rently, the store is booked up for months in advance 
with demonstrations scheduled for P.T.A. groups, 
church groups and other women's organizations. 


Cooking schools pack ’em in 


The demonstrations attract up to 65 women at a 
time because, in addition to refreshments and helpful 
information, they get cooked food to take home in 
gift Pyrex dishes, souvenirs such as packages of 
needles and a chance to win the several small ap- 
pliane es given as prizes at each cooking school. 

As another attraction, groups are permitted to sell 
tickets to members and keep the proceeds for the 
club treasury. The same groups often come back a 
second time for laundry equipment demonstrations 
in the tore 

George says that food advertising has been a big 
help in his firm’s progress. His advertising budget 


> 


runs about 2 of gross sales. A sizable share of 
this investment goes into the preparation of an an- 
nual catalog for customers. It lists prices and speci 
fications for most of the merchandise available in the 
store. He also uses mailings to a list of some 35,000 
name he has compiled ove! the years 

“Tve always been a consistent advertiser,’ George 
says. “When business drops off, some dealers cut 
their advertising expenditures to save money. We 
idvertise heavier than ever when sales are hard to 


get—and we get them 


Test reveals best ad medium 


“What counts with me in advertising is how many 
sales you get for a dollar. A few years ago, we con- 
ducted a result test on all of the Chicago newspapers 
and several neighborhood papers to find out where 
we could get the most economical response. We had 
500 electric blankets to sell. So we spent the same 
amount in each paper to advertise them, regardless 
of the size of the ad. 

“Then we put the blankets out of sight in the store 
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George (seated) and Ed Shalek, mgr., appliance div., check the store listing in a Chicago Sunday Tribune Selective Area ad 


so that customers would have to ask for them. When 
they asked, we found out which paper had brought 
them in. And when the test was over, the Chicago 
lribune led the rest by a wide margin 

“Since then, we have been regular users of Tribune 
space. Most of our Tribune ads are placed in cooper 
ation with our suppliers who use the Tribune's Se 
lective Area plan. This plan gives our ads about 
225,000 circulation on Sundays in the western sec 
tion of Chicago and suburbs where most of our busi 


» 
ma 


MANUFACTURERS: 

In a metropolitan market the size of 
Chicago, the average neighborhood ap- 
pliance dealer cannot afford to do an im- 
pressive advertising job individually on 
his limited budget. In order to use his 
best medium, the metropolitan news- 
paper, he ordinarily must buy more cir- 
culation than he needs in his neighbor- 
hood operation. 

Now, thru the Selective Area adver- 
tising plan of the Chicago Tribune, you 
can enable your dealers to buy the kind 
of advertising they want and need at 
costs they can afford. 

Your Selective Area campaign in the 
Tribune gives your dealer big-space ad- 
vertising over his own name. The ads 
reach more people living within easy 
reach of his store than can be reached 


RPO OOOO 
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ness comes from 

“We like having the store name featured in big ads 
and we like to be identified with the leading national 
brands that use the Tribune campaigns. We go in on 
all of them— Admiral, Frigidaire, Easy, General Elec 
tric, RCA’ Victor, Raytheon, Stromberg-Carlson, 
Admiral and Deepfreeze. 

These campaigns give us the best coverage of ou 
trading area we could get at any cost. And yet, they 


give us more fora dollar than any advertising we use,”’ 


Na a a ta Na a te ta a ae ae Nae a ee ee ee Oe eee OO Oe Oe PPMP 


thru any other medium. The unique 
Selective Area circulation arrangement 
gives him the full benefit of the adver- 
tising in his immediate trading area. Yet 
his share of the cost fits his ability to pay. 

When you build your Chicago promo- 
tion around the Tribune’s Selective Area 
plan, you help your dealers help you sell. 
Selective Area does a better job for you 
in this multi-billion dollar market be- 
cause it does a better job for your deal- 
ers in their own neighborhood markets. 

To get the greater sales that result 
when you get your Chicago dealers sol- 
idly behind your line, power your pro- 
motion with Selective Area advertising 
in the Chicago Tribune. For full details, 
get in touch with a Tribune advertising 
representative. 


‘ PD 
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hicugo Tribune 


THE WORLD'S GREATEST NEWSPAPER 
ADVERTISING SALES REPRESENTATIVES 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333. Tribune Tower 220 E. 42nd St. 
SUperior 7-0100 MUrray Hill 2-3033 


Penobscot Bidg. 
W Oodward 2-8422 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 
GArfield 1-7946 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd, 
Michigan 0259 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Portrait of a serviceman 

























This could be JOU... making a name for 


yourself in your own community... 

To you, fixing a television set is a rou- 
tine job... but to your customer, it’s an 
important event...and she expects to get 
her money’s worth. 

Once she’s seen the familiar RCA trade- 
mark on those tube cartons, you have her 
complete confidence. She’s sure now that 
her set is in good hands. 

And it is...because you’ve learned from 
experience, that the superior quality of 
RCA Tubes and Kinescopes is your best 
measure of protection against the costli- 
ness and inconvenience of premature tube 
failures. It’s good to know you can fix a 
receiver and forget about call-backs. 

Helping you to safeguard your reputa- 
tion is a vital, everyday service of RCA 





Tubes. And that protection is yours at no 
extra cost. 


RADIO CORPORA 


ELECTRON TUBES HARRISON NJ 
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YOU 
SELL 
THESE 
WITH 


AUTOMATIC 











CONTROLS 


Why not gas heate 


The convenience of automatic controls has helped sell millions 
of ranges, refrigerators, coffee makers and other appliances. 

But what about gas heaters ? Today most people are ‘‘auto- 
matic heat’ conscious. So think of the potential existing for 
alert dealers who promote models with automatic controls 
like the fine Honeywell Controls shown here. 

Here’s why automatic Honeywell Controls can be a major 
selling feature on your gas heaters! Prospects are easier to sell 
when they learn how Honeywell self-contained thermostats auto- 
matically keep temperatures at the desired setting. And they're 
more satisfied after the sale when they experience the wonderful 
convenience and comfort Honeywell Controls make possible. 

Honeywell-equipped gas heaters also give you an important 
competitive advantage, for Honeywell is the name all prospects 
quickly associate with the finest in temperature controls. See 
for yourself—next time you order gas heaters, ask your manufac- 
turer or distributor to ship heaters equipped with Honeywell 
Controls ! 


i 


Honeywell Controls can also be purchased separately to fit any 
manual gas space heater models you may have in stoc k, Juste call 
your regular supplier or one of Honeywell's 104 offices, located 
in key cities from coast to coast. For descriptive literature, mail 


coupon below. 


Honeywell 
| “Fiat in Controls. 
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V5163 Modulating Thermostatic Gas Valve 


Provides accurate, safe control for any 
gas heater 

The thermostat accurately keeps room 
temperature at desired setting by modu- 
lating the flow of gas from full volume 
to a pre-set minimum flame 

Built-in safety pilot provides 100% 
shut-off in case of pilot failure.Has safe- 
lighting feature, too. Main line valve 
can't open until pilot is on. 

The V5163 is easy and inexpensive to 
install, for it’s compactly designed to fit 
limited places common to heater appli- 
cations. Needs no outside power. 








V5140 Modulating Thermostatic Gas Valve 


Another rugged, compact Honeywell control 
For application on manually controlled heaters 
already equipped with 100% safety shut-off, 


Big Modernization Market 


You probably have many gas heater owners On your customer list 
who do not have automatic controls. Contact them they'll want 


automatic heating furnished by a Honeywell thermostat, too ! 


ore eeeeeeeereeneeeereeeeeeeeeeeeneeeeeeeeeeeneeeeeee 


MINNEAPOLIS-HONEYWELL REGULATOR Co 
Dept. EM-4-69, Minneapolis 8, Minnesota 


Gentlemen : 
Send descriptive literature on your V5163 and V5140 Thermostatic Gas Valves. 
Name 


Address 


City ; Zone State 
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GOOD DEAL | 



































Bee a Bw & Mo 


= 


Every Vornado Air Conditioner and Air Circulator is fully guaranteed. 
Each Vornado product has several exclusive patented features build- 
ing more sales for you. Each unit is made from quality materials, 
precision-built and designed for customer satisfaction 


More than 15 national publications with over 32 million reader 
prospects are scheduled this year. Radio, television, newspaper, 
magazine and direct-mail campaigns will pre-sell your market on 
Vornado products exclusively 


Plus Fur [realinen 
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MODEL 75WAC 
AIR CONDITIONER 


















































MODEL SOWAC 
AIR CONDITIONER 


Only Vornado Air Conditioners offer these exclusives: Vortex 
Control, Twin Air Circulators, Comfort Selector, Quiet Operation, 
and Variable Cooling. These exclusive features are yours in Vornado 
Air Circulators: distinctive beauty and design, patented Twin Cones, 
Deep-Pitched Propeller Blades and Vortex Action. 


Special promotions are “tailor-made’’ for your particular market at 
the peak of the season in your area. District managers and their 
assistants are constantly on the job in your area, helping you 
promote Vornado cooling appliances exclusively 


( 


A aeatect Of THE O. A. SUTTON 


fre Gate (adpooniinl ff fanyfactirer 




















ERS AilOW 
MEANS MORE 



























MODEL 38C 

it a AIR CIRCULATOR 
MODEL 30W — | 

WINDOW FAN 


Every Vornado prospect is pre-sold. Consistent advertising and pro Every Vornado Air Conditioner or Air Circulator you sell carries a 
motion on local, regional and national levels, plus Vornado’s exclu fair margin of profit. There are no money-losing deals. Vornado’s 
sive features keep your customers in a buying mood. There are over exclusive features create more demand—mean more profits—more 
5 million satisfied users of Vornado cooling appliances. satisfied customers. Every sale is profitable. 





Generous advertising, promotion and personal sales help are yours When you sell Vornado Air Conditioners and Air Circulators you get 

when you sell Vornado Air Conditioners and Circulators. Sales your share of the market. The “dealer next door” won't be your 

pulling radio, newspaper and direct-mail co-op advertising is at your competitor. There’s a market for every Vornado dealer and a dealer 

finger tips for immediate action when you want it—where you for every market 

want it. 
Qualiy e CC tad ulise 
; . ; ke t { : i [ ( s x ! é ! 


CORPORATION e | ee ee ee 
SPecwlizug wu Cocting fae Cearices. 
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RAYTHEON TV 
PROVES THE 


POINT IN 
PORTLAND! 


In these pictures you see a lot of happy people. 
Picture No. 1: eight happy men, the one in the cen- 
ter Jim Sprague, Sales Manager, State-Wide Tele- 
vision Sales & Service, Portland; the other seven, 
his Raytheon salesmen. 


And in picture No. 2 you see what Jim Sprague 
calls “‘normal evening store traffic.”’ Now look at 
picture No. 3 and you'll see the reason for the eight 
happy men and that store traffic—the exclusive 
Raytheon TV built-in continuous all-channel VHF- 
UHF tuner. Why all the happiness? As you know, 
Portland was a testing ground for UHF and natu- 


There's a Raytheon TV 
in both “Continental 
and “Suburban” models 
to fit your customer's 
every home style and in 
terior to retail from 
$199.95 to $750, Federal 
Excise Tax and One Year 


Warranty included 











¢ Raytheon TV 


ALL-CHANNEL VHF-UNF GUARANTEE 








rally there was confusion between methods of receiv- 
ing UHF. Into this came Raytheon TV. Result? 


Raytheon stole the show! When the first sets ar- 
rived, they were just unpacked, plugged in, per- 
formed beautifully. Says Jim Sprague, ““We are 
certainly pleased with the operation of these Ray- 
theon sets. This Raytheon continuous tuner method 
of receiving UHF is without a doubt the answer to 
the problem.”’ If you, too, would like the answer to 
UHF—in a TV set that brings in all channels beau- 
tifully—get in touch with your Raytheon distribu- 
tor! And do it now—time (and money) is a-wastin’! 


the answer to UHF is 


Raytheon gy 


World’s Largest Producers of UHF Television Receivers 










1 O08, tr, 
eae ote we 7 
* Guaranteed by ~ 
Good Housekeeping 
“4 * 





*or ‘> 
45 aoveanisto 





Raytheon Television & Radio Corp., 5921 W. Dickens Ave., Chicago 39, Ill. 
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GET THE FACTS... see why more 





and more appliance makers choose / 


PACKARD 
ELECTRIC 
MOTORS 










The makers of motor-powered products 
gain in three ways when they choose Packard 
' ! i Pye 
Electric motors specially adapted for use 
with their products. 

FOR: 


First: Manufacturers get the right motors 


for their products . . . motors that fit DISPOSAL UNITS - DRYERS + IRONERS » WASHERS - STOKERS > LAWN MOWERS 


} 


Third: Manufacturers get these specially = —* VENTILATING UNITS + MILKING MACHINES + CREAM SEPARATORS 


engineered motors at low cost... due to 


Packard Electric’s tremendous facilities 
for volume production. 

So, if you have any motor problem, call 
on Packard Electric. Let Packard’s 
engineers show you how you can gain 
with Packard Electric motors. 


BLOWERS - OIL BURNERS »- COMPRESSORS » WATER PUMPS + BENCH TOOLS 


the space, provide correct starting 

and operating torques, and have the proper 
construction for long service. 

Second: Packard Electric motors are\so 
dependable they help keep customers Satis- 


fied, help reduce complaints and servicinx, 





and actually help increase product sales. 





DEPENDABLE APPLIANCE MOTORS FOR THIRTY-SIX YEARS 





Packard Electric Division 






General Motors Corporation 










Warren, Ohio 
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AMESSAGE TO AMERICAN 


in evs RY « 


ONE OF A SERIES 


PROSPERITY IN THE USA: 
How Deeply in Debt Are We? 


How prosperous are the people of the United 
States? Previous messages in this special se- 
ries have answered this question in part by 
recording the progress — relatively slow prog- 
ress—we have made in increasing both the 
income and the wealth per person in the USA. 

This fourth and concluding piece of the 
special series deals with the extent to which 
our prosperity should be discounted because 
it has been accompanied by an increasing vol- 
ume of debt. Many correspondents have sug- 
gested to us that an individual or a nation can 
temporarily increase prosperity by borrowing, 
but in so doing lives on both borrowed goods 
and borrowed time. Our purpose here is solely 
to throw light on the question of whether or 
not we are now in that unenviable position. 

On January 1, 1953, the total debt of the 
United States government and of its citizens 
was $627 billion, as shown in the table below. 
On its face, a debt of this magnitude, which 
represents about $3,900 of debt for each per- 
son, suggests that we are heavily debt-ridden. 


TOTAL DEBT — PUBLIC AND PRIVATE 





Federal government debt. . . .$267 billion 


EES ey ee 30 =C«® 
Private debt 
EE rT oe re isicdpins SME as 
eC Shins OTOL eo 45 elas. eee ® 


$627 billion 





The burden of our debts, however, does not 
depend simply on their size. It depends in 
much more decisive degree on our capacity to 
carry the load successfully. This capacity, in 
turn, is partly a matter of attitude, and atti- 
tudes defy objective measurement. A commu- 
nity that gets very jittery about its debts has 
less capacity to carry its burden successfully 
than one that does not. But the accurate 
measurement of jitters, present or prospec- 
tive, still remains to be mastered. 


Capacity to Carry the Debt Load 


Nonetheless, it is possible to throw some 
light on our capacity to carry the debt burden 
by studying key economic elements that can 
be measured with some degree of accuracy. 
The following paragraphs indicate how some 
of these key economic elements stand. 

Compared with our national income, the 
total volume of our debts, public and private, 
is still well below the level of 1929, when it 
proved to be too big for the good of the coun- 
try. Our total debt is now 113% greater than 
the national income whereas in 1929 it was 
146% greater. 

There are several other cheering facts about 
our debts. One is a sharp decline in interest 
rates which makes the cost of carrying our 
debts relatively much less than it was in 1929. 
It took 8% of our total national income to 
carry our debts in 1929; it takes only about 


¢ 


5% of the income today. 
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More Cheering Facts 


We also have much more ready cash now 
than in 1929. Today individuals and corpora- 
tions hold a total of $269 billion in cash or 
its equivalent which is almost twice as much 
as the portion of private short-term debt 
(about $140 billion) that is subject to sudden 
demand for payment. 

Many students of the subject cite the rela- 
tively low cost of carrying our debts and the 
large volume of cash on hand, and reach the 
comfortable conclusion that our debt burden 
is nothing to worry about. In further support 
of this view they emphasize the fact that no 
important part of our debt is owed abroad. 
Hence, they reason there is not the danger, so 
conspicuous in Britain since the end of World 
War II, that our economy will be upset by the 
necessity of making heavy debt payments to 
other countries. 


Some Dangers of Present Debt 


However, the nature of our debts presents 
dangers that it would be foolish to ignore. 
This is true of both the debt of $267 billion 
owed by the federal government to its citizens 
and the $330 billion in private debts owed by 
some citizens and corporations to others. 

Public debt can be a dangerous kind of debt 
because government has the power to print 
money or to create its equivalent by expand- 
ing bank credit. Of the $215 billion that the 
federal government borrowed during World 
Wary II, over $90 billion was borrowed from 
banks. This was the largest single contributor 
to the inflation of prices that since the war 
has robbed the dollar of about half of its pur- 
chasing power, and thereby robbed the buyers 
of government bonds of about half the pur- 
chasing power these bonds were supposed to 
represent, 

If, as is quite possible, a new emergency 
should again require the federal government 
to borrow heavily while its debt remains so 
high, it is doubtful that the public would be 
avid to buy its bonds. Hence, the government 
might again be forced to resort to the infla- 
tionary process of relying on bank credit. 

Private debts can be dangerous if the people 





take on new debts more rapidly than is 
justified by the growth of business or by their 
ability to repay. Last year bank loans were 
increased by the imposing sum of about $6'% 
billion, which represents an increase of about 
11% in total loans outstanding. This is almost 
twice as much as the increase in the volume 
of business over the same period. Installment 
credit for consumers increased by $3 billion 
last year, again an increase in debt about 
twice as great as the increase in business 
volume in the fields where the credit was 
used. It is also the fastest rate of such growth 
in our history. 


Constructive Use of Credit 


So long as the expansion of credit does no 
more than keep pace with expansion in the 
volume of business, the expansion is construc- 
tive. Also, when credit is expanded to acquire 
resources and equipment that will enlarge the 
volume of business a little later, that use is 
clearly constructive. But when private credit 
expansion begins to run ahead of business 
growth, it is time for us to be heads up. Such 
credit expansion courts price inflation. It also 
creates a forced draft under business so that, 
if credit is cut off, there may be a painful 
drop. 

To give a summary answer to the question: 
Is the level of debt in the United States a 
danger to our prosperity? —the answer seems 
to be, “Not at the moment.” We owe nothing 
abroad. The interest burden on present debt 
is relatively small, and we appear to have the 
resources to handle the short-term debt. Yet 
both the total amount of debt and the recent 
rapid increase in total private debt, especially 
the latter, are enough to signal for caution. 
We need restraint on the part of business and 
consumers to avoid expanding private borrow- 
ing at an excessive rate. The federal debt needs 
to be reduced and put in more manageable 
form. If these things are done, we can proceed 
to build a sound prosperity. 


McGraw-Hill Publishing Company, Inc. 
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“Retail appliance dealers in same position today as 
car dealers in old days... cannot finance their own 


paper as many formerly did” 


Says \Ir. N. S, SHOBE, President 
of Shobe, Inc., prominent Phileo distribu 
tor in Memphis, Tenn., shown with Mrs. 
Louise M. Rogers, Treasurer. 


H™ s now this successful Memphis 
distributor, a CommerciaL Crepir PLAN 
user for the past 3 years, explains the real 


need today for a new approach to financing 


“The retail appliance dealers have reached 
the point now where they are comparable to the 
automobile dealers in the old days . . . cannot 
finance their own paper as lots of them formerly 
did. You will find television sets now for almost 
as much as the cheaper price automobiles used 


to retail for.” 


In Mr. Shobe’s opinion, the retailer just 
can’t afford to operate without a good finance 
plan. One like the Commerciat Crepit PLAN 
that assures him adequate wholesale and 
retail financing day after day, year after year 
Gives him complete control of his stock. 
Eliminates dealing with more than one 
financing source. Why not find out for your 
self why thousands of distributors (like Mr. 








; 


Pan, | Shobe) and dealers prefer the Commerctat 
. / Crepit PLAN? 


For a copy of our message, “Buy and Sell 
SS with Sound Financing,” ask your distributor 


j 
} 
| 


| 
| 
| or call your nearest COMMERCIAL CREDIT office. 





COMMERCIAL 
CREDIT 


CORPORATION 


A subsidiary of Commercial Credit Company, 
Baltimore . .. Capital and Surplus over $125,000,000 
. offices in principal cities of the United States 


and Canada 
Vore appliance dealers use 
Commercial Credit financing 


than any other national plan 
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BUILD and Maintain Effective Distribution 
CUT Selling Costs 


Sell YOUR Product Best in FFs) 


> Because Electrical Merchandising 


® Has the Industry's standout Research Department 
® Sells SELLING best with the latest and most effective publishing techniques 
® Is bought by more dealers... it sells dealers best 
® Has more circulation among wholesalers ...more Distributor Executives buy it...and say 
it is the most useful trade publication for sales-making ideas...It sells Distributor Executives best 
® Has a BALANCED national circulation 
§ Eliminates waste circulation... carefully selects its readers 
.. it is the Best Seller ONLY among people who count 
§ Is focused like a searchlight on a moving parade ...the rapidly changing appliance-radio-TV Industry 
® Sells more advertising pages and has for years 
® Gets more advertising dollars 
| ® It sells the Pro's best 





PURE Y FR Ve 


MA DIAN. DASING 


Mesnomiie a 





is the Industry's Best Seller 




















WEBCOR “HOLIDAY” Model 124 


Webcor “Holiday” model 124... an automatic 
3-speed portable fonograf. Plays 7, 10, 12-inch rec- 
ords with high fidelity. Beautiful scuff-proof leather- 
ette type case of forest green or burgundy. UL 
approved. $87.50 





WEBCOR “MAESTRO” Model 134 


Webcor “Maestro” model 134 manual 3-speed port- 
able fonograf in attractive, sturdy base reflex case. 
Available in two-tone green-gray or two-tone bur- 
gundy-gray. UL approved. $54.50 





WEBCOR “LARK” Model 135 


Webcor ‘Lark’ model 135 .. . a manual 3-speed 
portable fonograf at moderate cost. Housed in com- 
pact carrying case. Light. Sturdy. Available in 
forést green or burgundy. "JL approved. $39.95 





WEBCOR “MIDGE” Model 136 


Webcor “‘Midge”’ model 136 is a low-cost manual, 
3-speed portable fonograf in light-weight, compact 
carrying case. Sturdy construction. Only 8'% Ibs. 
In forest green-cream or tan-cream. UL approved. 
$29.95. 





WEBCOR “AUTHENTIC” Model 129 


Webcor ‘Authentic’? model 129 is an automatic 

3-speed “‘push-off”’ fonograf for high-fidelity music 

in the home. Beautiful furniture piece. Available in 

Kyaya Mahogany $168.50, or antique fruitwood 
$178.50. UL approved. 





WEBCOR “JUBILEE” Model 123 


Webcor “‘Jubilee’’ model 123 is an automatic 3-speed 
fonograf for any room. Fine amplifier and 5-inch pm 
speaker. Plays up to four hours without stopping. 
Available in forest green or burgundy. UL approved. 
$63.50 

















and now, a *1,000,000 


worth of national 
advertising and promotion 


renine Ylebcor™. 


SAT. EVE. POST 


COLLIERS 


ATLANTIC MONTHLY 


CORONET 


EBONY 


ESQUIRE 


HOLIDAY 


HOLLAND’S 


HOUSE & GARDEN 


NEW YORKER 


SEVENTEEN 


SUNSET 


Omorieas Hottnt Lino! 


Nothing can beat the combination of the best 
quality product and sound, consistent national promotion. 
That’s what Webcor offers in 1953. 


Product-wise, the new styling and color combinations give Webcor 
eye-appeal that not only creates store traffic but sales as well. 
Engineering-wise, Webcor fonografs, diskchangers and tape and 
wire recorders put Webcor years ahead in performance. 

Now add to this a completely integrated national 

advertising and sales promotion program costing $1,000,000 

and you have a story that can’t be beat. 


Full color ads in Saturday Evening Post and Colliers, every month, 
supported by a series of black and white ads in Atlantic 

Monthly, Coronet, Ebony, Esquire, Holiday, Holland’s, House 
and Garden, New Yorker, Seventeen and Sunset. 


This means more than 175,000,000 impressions to prospects in 
every hamlet, town and city in the United States! 


To make this tremendous promotion pay off for you, Webcor has 
prepared a complete series of full color displays, an entirely 

new series of effective newspaper ad mats, full-color product 
literature, full-color dealer direct mail campaigns 

all designed to sell more Webcor products. 


Call or write your nearest Webcor distributor today. He can 
tell you how easy it is to make more money with less inventory 
investment with the complete new Webcor line. 


JOIN THE THOUSANDS AND THOUSANDS OF WEBCOR DEALERS WHO KNOW THAT 


Weber means mow than oor Sefore 





Webcor products by Webster-Chicago, Chicago 39, Illinois 


© wc iesa a-at72 











WEBCOR ‘'210” TAPE RECORDER 


Webcor 210” Tape Recorder records up to two 
hours on one reel without reel turnover. Offers two 
speeds in both directions. Automatic stops. Bur- 
gundy luggage type case. UL approved. $197.50 


WEBCOR 288” WIRE RECORDER 


Webcor ‘‘288’’ Wire Recorder has a high-fidelity 
recording head. Console response. Automatic stops. 
Includes removable take-up drum that allows over 


one hour of recording. Burgundy leatherette case. 
$157.50 





Qo 


only the 
new 


“J 


‘ebcor 


line gives you new color 
new styling and new products 


thats why Webeov means mot thar, wor defor! 








WEBCOR ‘'181"’ WIRE RECORDER 


Webcor "“181"’ Wire Recorder includes a high-fidelity 
recording head. Offers console response and auto- 
matic stops. Semiportable. Ideal for studio, in-plant 
and classroom use. Attractive case. UL approved. 
$104,50 ie 


LJ 





WEBCOR "228" BUSINESS MACHINE 


Webcor “228"" Business Machine takes dictation 
and transcribes. Easy to operate. Automatic stops, 
speaker and push-button controls. $140.00. Stop- 
start microphone, foot control’ and full line of 
Accessories, extra. 


Slightly higher west. Prices subject to change without notice. 
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WEBCOR “121” 


Webcor “121” automatic 3-speed diskchanger for 
modernizing out-dated combinations. Includes new 
Balanced ‘Tone Arm and electrostatically flocked 
turntable. Available in forest green-gray or bur- 
gundy. $49.50 





WEBCOR “’DECORATOR” Model 122 


Webcor ‘Decorator’? model 122 is an automatic 
3-speed plug-in fonograf. Light and sturdy. Plugs 
into radio, television or amplifier. Available in 
forest green and gray or all burgundy. UL approved. 
$53.75 





WEBCOR “121-270” 


Webcor 121-270". diskchanger includes General 
Electric triple-play cartridge. Plays 3 speeds, 3 size 
records automatically. Includes new Balanced Tone 
Arm. Available in forest green-gray or burgundy. 
$51.75 : 





WEBCOR “CATALINA” Model 127 


Webcor ‘Catalina’? model 127 . . . a high-fidelity 
automatic 3-speed plug-in fonograf. Has the new, 
gentle push-off changing mechanism. Plugs into 
radio, television or amplifier. Russet and cream or 
burgundy. $61.50 





WEBCOR “CATALINA” Models 127-27 and 
127-270 HF 

Webcor “‘Catalina”’ Plug-in Fonograf . .. for high- 
fidelity installations. Model 127-27 equipped for 
plug-in of magnetic cartridges $56.75. Model 
127-270 equipped with G. E. cartridge $62.50 





WEBCOR ‘126 HF”’ 


Webcor ‘126"’ High Fidelity Diskchanger is auto- 
matic. Has 3 speeds. For replacement or high-fidelity 
installations. $55.50. Model 126-27 is’ equipped for 
plug-in. of magnetic cartridgé. In russet-cream or 
loltta‘atete hain .1510a10) 





S6WY),y should you give blood 
Ask me | ought to know. I fought in 
Korea. But since then I’ve been through 


| i odmobiie make reg 









r } Has your management « 
















the biggest battle of all the battle for life itself ——_ dexsed the local B 
And it was blood—and blood alone that saved bed ‘ " Donor Program? 
me. Don’t know when [ll be in a position to start — 

a f | Have you lor é 
repaying my debt by giving some blood of my r | loves fy , : 
own. But I will—some day. You can count on it! Pe plan of co-operation ? 

i | W t! infor 
t | given t } | 


leti 
Al kinds of people give blood—for all kinds of reason 


But every reason for giving blood is a special reason ust Have you conducted a 
, Donor Pledge Campaier 
as every American life that can be saved at any time and at SORES tly 


any place is special. So whatever your reason for giving 
! a l f 
blood, this you can be sure of: Whether it goes to a combat : [ —_ stcthayctg Arcragee 
. ; : volunteers so that effi- 
area, a local hospital, or for Civil Defense need this priceless, i ( t a 
é plar ca t 
painte eilt will some day ive an American life! for heduling don rs 
I em! long as a single 
‘% pint of bl 1 may mean the dif- 


* * ference between life and death ¥ 
CALL YOUR RED CROSS TODAY! A 
NATIONAL BLOOD PROGRAM | ; 
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230 volts 


optional 


Wheel it Outdoors! Enjoy cold 


drinks and snacks on patios or 


porch. Great 





A Real Step-Saver! Saves count 


b 


Keep 


Ice-Maker Refrigerators 


ELECTRICAL 


fun near barbecues. 


Home Freezers 


MERCHANDISING 


freezing system 





“Electric | 


Wonderbar’ 


PORTABLE, SILENT REFRIGERETTE STYLED AS SMART FURNITURE 


Bases and 


ae’ 









APRIL, 


Highly Styled! Mahogany, blond 
or white. 5-year warranty on silent 


AC or DC, 12 to 


accessories 


4% 


Holds a Party-Full! Freezes ice 
cubes. Chills sodas 


food. Ideal for 


mixers, beer and 


rumpus room 


Room Air Conditioners 


1953 


aoe 


Tay 


Sales of the Servel Electric Wonderbar have skyrocketed every 
month since its introduction last fall! Now, with a scorching summer 
coming up...and an explosive ad campaign in full swing, Wonder- 
bar will smash all existing records! Everyone who likes a refreshing 
drink in summer’s heat will want one! Wonderbar will be the life 
of the party everywhere! Summer homes, cottages, boats, patios, 
porches will all sport Wonderbars this year! Servel’s dynamic ad 
campaign ...and Wonderbar’s wide appeal are creating the biggest 
appliance market since TV! Call your Servel distributor now and 
cut yourself in on these Wonderbar profits! 


The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


zy — 
2» othe GAS or ELECTRIC 
a Servel Inc., Evansville 20, Ind. 





* In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ont. 


All-Year Air Conditioning Systems “Electric Wonderbar™ [ ; Water Heaters 
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MILLIONS RUSH TO 


$*6,000.000 


nly SERVEL 


hoe fee Cubes Without Trays 
AUTOMATICALLY £ 


ee ee \ V aes 


spr neanaarrar aa rgapannsnarawamas 





COLT ETT TT rr teense, 


Poise es Creer se 





SS clase Saladin. Sn ae 
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HOUSANDS of radio-TV spots... 


national magazine ads .. . fac 
tory-paid newspaper ads... . bill- 
boards from coast-to-coast ... are 


telling the sensational Servel story 
to the American people. They want 
to see the dramatic Ice-Maker dem- 
onstration. So, deck your store with 
Servel’s sell-packed displays...make 
sure your salesmen know the excit- 





ing Servel story! Get your Servel 
line onto the center of the stage, 
where prospects can see the Ice- 
Maker in action. Remember, the im- 
pressive Ice-Maker demonstration 
turns prospects into customers... 
quick! Once they’ve seen it they'll 
never be satisfied with any other 
refrigerator. Get in on this huge new 
market...see your Servel distributor! 
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The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


GAS or ELECTRIC 


c., Evansville 20, Ind. © In Canada, Serve! (Canada! ltd., 548 King Street W., Toronto, Ont. 
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SEE NEW 


ad drive breaks ! 


SERVEL 
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sellll 


2 Silents Gas Models! 





qa 
94s or electri, i 


Maker Or Standard 
Odels Make Serve] the 


World’; Most complete 





refrigerato, Hee! 


power ... gas or electric. . 


nomical for their homes. 26 outstanding 
Servel refrigerators are packed with 
features like the completely carefree auto- 
matic defrost, super-sized freezer com- 
partment, and the amazing new Automatic 
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Ko J Room Air Conditioners Ll 
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\emees’ Refrigerators ret) Home Freezers 


ELECTRICAL 1953 


Now, your customers can choose the 


. most eco- 


_ 2 All-Year Air Conditioning Systems 
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Ice-Maker! Cash-in on Servel’s powerful 
ad drive! Take advantage of the new mar- 
ket opened by the Ice-Maker! Give your 
customers their choice of gas or electric 
Servels, and watch your refrigerator sales 


multiply! Contact your Servel distributor 
now! 


ale 


eet 


ee, 
ee 
"Electric Wonderbor'’ 


Lu =Water Heaters 
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FREE trip for two 
toPARIS 


A glorious vacation or honeymoon 
with all expenses paid—even the 
salaries of winners who are working. 
An opportunity that is generally avail- 
to a select few. 


$1000°%° 
in Groceries at 
any IGA store 


Over 10 months of good eating. No 
strings attached—choice of any foods 
sold in the I.G.A. store most con- 
venient to the winner. 





100 NEW DULANE COFFYRYTE 
AUTOMATIC DRIP COFFEE MAKERS 


The sensational New Dulane Corryryte—automatic electric 

prip coffee maker. Prizes that will start your customers talk- 

ing about this beautiful new appliance that answers a long 

felt need for brewing a perfect cup of prip coffee every time 
automatically 


MANY OTHER WORTHWHILE PRIZES 


1218 inall—including $50 government savings bonds— Dainty 
French handkerchiefs—French Milled soap scented with 
lovely Midnight fragrance by Tussy—Prizes to make it worth- 
while for anyone—just for writing why they like the New 
1953 Dulane rryryte. The original with the exclusive per- 
formance features that make it the universal sales leader. 


TWO NEW EXCLUSIVE 
FRYRYTE MODELS 


New from top to bottom—New 
streamlined design—New Color 
Range Dial thot indicates Deep L 
frying, roasting, baking and sim © | 
mering temperature range. New 
exclusive Drain-Lok—faster act- 
ing, super safe—cannot open 
accidentally. 
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DULANE Fryryte STARTS BIG 
TRAFFIC DRIVE CONTEST APRIL 19 












gee Se RIVER GROVE. ILLINOIS 








Get Set for a rush of 


customers asking to 
see the New 1953 


Dillane Fryryte 


AUTOMATIC ELECTRIC 


They'll be after the | 
TERRIFIC TRAFFIC cx 
BUILDER YOU OFFER / 


FREE PERFUME BY Tussy 


See 
The most appealing traffic builder you've ever had the chance to offer. 
r 







It’s securely affixed to the entry form for the BIG—ON TO PARIS CONTEST. 
All your customer has to do is come in to your store and ask to see the 
new Dulane Fryryte. And therein lies your opportunity to turn these 


prospects into customers for FRYRYTE and everythin se you Carry. 


Merchandising Helps and Mats Tie Your 
Store into a Tremendous National 
Advertising Program in Magazines— 
Radio—Newspapers and Television 


Everything you need—display material, mats, mailers are all available 
to help you make your store FRYRYTE CONTEST HEADQUARTERS. And 
Dulane is backing you up with the biggest appliance advertising cam- 
paign concentrated in your market through Sunday supplements, news- 
papers, radio and television. Don’t miss this opportunity to cash in on 
this gigantic promotion that has been designed especially to create 


traffic and sales for you! 


ASK YOUR DISTRIBUTOR FOR FULL FACTS ABOUT 
HOW YOU CAN WIN CASH AND PRIZES, TOO! 
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NO FOOD PLAN 
HEADACHES ! 


ire 7 WITH SERVELS NEW 


NATIONALLY ADVERTISED 
FOOD FREEZER PLAN: 


























You Make Full Profit! 
Your Customers Save 25% 





3 Chest-Type Models 


9,15, 22 cu. ft 


at Their Favorite Market 
2 Upright Models 


10, 15 cu. ft Now, a food-freezer plan with no food-financing...no com- 


—— plicated deals...no food-business headaches! Your cus- 





Model VF-113 } 
11 cu.ft x 


tomers save 25% right at their favorite markets, stocking 

SERVEL’S ( their Servel freezers with their favorite brands of meat, 

tee NDS SE (ly CONSTRUCTION poultry, fish, — ai vegetables. fet you make full i 

EXCLUSIVE ! oy ¢ \ on every sale! Servel’s new idea is being told to millions, 

Se a Sy month after month...in an explosive ad campaign sparked 

by 26 ads in LIFE, Saturday Evening Post, McCall’s and a 

Air-tight! Cold-tight! No seepage loss! No sweating! host of other national magazines! Meet this ad-created de- 
mand with full Servel stocks and Servel displays flying 


A i i & L &  « T aM i  « ell re] D oa L &, ‘ dressed-up windows and fired-up sales people! Contact your 


Servel distributor today! 


* aw SERVEL POWERCOLD UNIT! @ THICK 4-INCH “COLD —e_ s j 
Hermetical ealed! No oiling! Insulation compressed for super-se 
@ COLD-ROLLED STEEL CABINET! Lif: @®FOOD happiest BY reeeee 
time Bonde ed enamel finish! COILS! / 4 wal 
@ LOCK-SEAM INTERIORS! Rust-; t! @ PNEUMATIC AIR-LOCK GASKET! 
Leak-proof! Balloon type! No cold leak 
@ BIG FAST- FREEZE painsttandasader tami @ FULL 5-YEAR WARRANTY! Plus 3 ve 
Quick freeze 3 1 r Food Spoilage Warranty Plan! 
c I f | ( c ( Lt Kk Onta The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


GAS or ELECTRIC 


Refrigerators Home Freezers Room Air Conditioners All-Year Air Conditioning Systems ~ “Electric Wonderbar Water Heoters 
; 1 
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ertondidViman «Ringe 


in 4 Easy Steps 








More than 4,300,000 Companion-reading women will feast their eyes on this 
double-page, full-color electrical broiling feature in the big April issue. 





Many of them will then cast their 
eyes upon their old-fashioned 
ranges. Those once-bright 

and starry eyes will turn cloudy 
...even fishy. 








In a twinkling, these modern-minded 
home-makers will head for stores like 
yours to look over the up-to-date 
electric ranges and other appliances 
they’ve suddenly started craving. 


) MPANIO 


CURRENT CIRCULATION MORE THAN 4,300,000 


Insure your success 

with this latest 
in the long list of suc- 
cessful COMPANION home 
appliance promotions. Get 
copies of the COMPANION as 
soon as it hits the stands. 
Read the article care- 
fully. Pick up all its new 
sales slants. Feature the 
article in your windows... 
on your sales floor. 
Count on it with confidence. 
As most any electrical 
appliance manufacturer will 
be delighted to tell you: 
what the COMPANION 
says goes for more than 
4,300,000 women! 


THE CROWELL-COLLIER PUBLISHING COMPANY— 640 FIFTH AVENUE, NEW YORK 19, N. Y.—PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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ONLY SERVEL ROOM AIR CONDITIONER GIVES 









90% MORE 
COOLING POWER 


> 410 et 


44+ AIR CONDITIONER 


FOR THE PRICE OF 1/ 4.P. MODEL 





1,2 AIR CONDITIONER 


FOR THE PRICE OF 3/4 4.p. MODEL 











Model RAC-93 






Because Servel sells for $50 less than ordinary air conditioners 
you get more volume...you get full profit too! Servel’s high 
2owered campaign...spearheaded by 23 ads in LIFE, Saturda 
Secntan tual kas aaah Roig , 4 NEW! EXCLUSIVE 1-DIAL 
vening Post, Time and a raft of other national magazines... is ; 
’ : ane i CONTROL! At last —an air condi- 
directing America’s pent-up air conditioning demand to Servel , : : 
2 “4 : tried tioner that’s really simple to oper- 
-- because of Servel’s extra cooling power... lower prices...and ate! No tricky double dials — it’s 
Servel’s ability to keep ’em cool when undersize units fail! Spot- automatic! Just set dial to 1) full- 
light those eye-catching Servel displays! Stock plenty of these power cooling, 2) night cooling, 
handsome Servel air conditioners and plant ’em in the choicest 3) outdoor air mixed with cool, 
locations! You'll get fast turnover...and that full mark-up! Call 4) fresh air circulation, 5) stale 
your Servel distributor today or write Servel Inc., Evansville 20, air exhaust. 
Indiana. In Canada, Servel (Canada) Ltd., 548 King Street W., 
Toronto, Ontario. 











@ Today’s Most Handsome Styling! Blond or mahogany finish, ivory grilles, 


anodized gold trim. 
@ Special Night-Turn-Down! Keeps bedroom cool without chilling sleeper. 
No-draft grilles. 
@ Automatic Temperature Regulator! Keeps room temperature even. 
Standard with 1 h.p. model, optional in 3% h.p. model. 


@ Easy Plug-in Operation! Just plug into AC socket. No pipes, no drains, 


The name to watch for great advances in no special wiring. 


REFRIGERATION and AIR CONDITIONING 





@ 5-year Warranty on Servel’s hermetically sealed electric cooling system. 
CAS er ELECTRIC . 
Servel inc., Evansville 20, ind. © in Canada, Serve! (Canoda) ltd., 548 K ng St. W., Toronto, Ont 
if ie inn | 
a | ¢ = . r f —} iil 
| ‘7 = | | | i \ | | 
Refrigerators a\8 Home Freezers } Room Air Conditioners Lt 1) All-Year Air Conditioning Systems mh “Electric Wonderbar” v8) Water Hesters 
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MERCHANDISING POLICIES 
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Here j isi 
Ss teleyj i 
eaten SION so Superior that it sells i 
d : | | 
and they’]| / ners can actually se, the diff, oe 
-- slic ‘ A Ay the differen, ec Here ir aoe is 
20% an se features — the Streamlined Ch aoe 
jt cient, the Three §t dzeR my 
cigs , “Se Kange ( ; 
ms &entle heat Voltage Shock ‘A tee 
"es se and tubes. ey ery set era 
0 erat a Y Set carries the 
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I L YEAR 7 “i agers 
IN WRITING BY HALLIC “eo ae 
TERS! 


The Trend is to Hallicrafters! 
THE SUPERIOR LINE AT SENSIBLE PRICES 


21” PICTURE—In gleaming! vy toned 

Modern design at mod price ere 

finest picture in tele on! i imou 

ra ee ' @ is 8-BAND Portable — Another 
) ¥ : leader! No other portable has 

” sO many so much 


plastic 
is the 
- Stage 


bands 


power the ease of tuning 
or the unbeatable record of 
achievement in short-wave 


World- 


as 
the Hallicratters 
Wide! 


non-glare tilted glass front 


21” PICTURE 
Black Control Panel 


Hallicrafters Smokey 
gold trim. In hand-rubbed mahogany finish 
smart contemporary styling — just look ! 
Model 1085 PRA TENE 
ae 
World's Leading, Exclusive Manufacturer of Communications, a | Ci e a i by 


High-l ‘idelity, Radio and Television 








Electrical 


Merchandising 





ee 


B* 50 when the National Elect i) Mam 
D Assn. organized its first electric hous« 
\ iles for l¢ nall ipphian es, accord 
ing to ELECTRICAL MERCHANDISING #$ssta 
tisti tot 1 $644,359,200—a long w from the 
ent il of a billion dollar market. By 1952 dollar 
lume for those same items had reached $705,348 
0. I ounted for were many items like bottle 
rn 1 poppers, egg cookers, coffee grinders, 
which together would have 


knife peners, etc., 
idded ral million dollars to the total 
\nother big step toward the billion-dollar market 





like this vear. Many new items, such as steam 
irons, deep fat frvers and open face broilers, have 
caught the fancy of both the public and the industry 


Consumer incomes are maintaining a level so high 


is to en rage an imcrease mn dur ible goods expendi 
tu \ NEMA’s fourth campaign may well 
enlist tl ipport of 50,000 retailers (as compared 


with last vear and 5,000 in 1950 

An in ise in overall dollar volume is not only 
likely, t probable. Dollar volume, however, does 
not tell the whole story. As the table on this page 
show only eight, exactly half, of the 16 small 


One Step Closer to *1-Billic 


Sales of 16 small appliances totaled over $700-million in 1952 (and 
will probably go higher this year), but only eight of them made 
gains in units—indicating the need for better selling which the six 
housewares articles in this issue are designed to encourage 


P| | i h | | | ( TRAC Al 
DISING compiles statistics, show: 
Some ot the decline 


i stabilization of the 


MERCHAN 


1 unit gains in 1952 


ipplia ror whl 
over 1950 s, Of course, represent 
market after several post-war 
vears of heavy replacement and panic buying. Others 
just indicate a slowdown in selling activity 
Obviously, if the industry is to realize its bilhon 
dollar goal, all housewares will requir 
idequat effort 


of room for 


electric 
yomotional and merchandising 


Equally obviously, there is still plenty 
improvement 

In this issue ELECTRICAL MERCHANDISING 
examines some sales ideas and methods which either 
ire being used or could be used by dealers and 
distributors to step up their own electric houseware 
sales. The articles about these ideas and techniques 


uggestions for tying in with the NEMA 


campaign, information on how a department store 


includ« 


sets up unusual promotions, a detailed study of the 


way a distributor has built housewares into a multi 
] 


million dollar operation, a dealer’s successful svstem 


: ar 
for selling clock radios in volume, 


1 free trial promo 
tion for fryers, that dealer 
] 


can demonstrate houseware Iend 


} 9 . 
ind eight pages on ways 


ch ELECTRIC HOUSEWARES UNIT SALES, 1952 vs. 1950 


1952 1950 

1. Bed coverings 830,000 800,000 
Blenders 425,000 225,000 
Broilers 434,700 295,000 
Clocks 6,700,000 8,100,000 
Coffee Makers 3,000,000 2,975,000 
Fans 2,926,800 3,220,000 
Fryers, Deep Fat 1,250,000 500,000 
Heaters, Electric 1,202,000 1,115,000 
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1952 1950 
Heating Pads 1,500,000 1,725,000 
Hotplates 905,000 1,166,000 
lrons 6,135,000 7,475,000 
Mixers 1,730,000 1,845,000 
Roasters 460,000 400,000 
Shavers 2,550,000 2,150,000 
Toasters 2,991,700 4,525,000 
Wafflers-Grills 1,570,000 2,535,000 


1953 





y fF 





SEE PAGE 82 





SEE PAGE 108 





SEE PAGE 110 














0 More Seasonal Cycles 


for HOUSEWARES 


NEMA’‘s Electric Housewares Campaigns are spreading 


sales more evenly through the year by increasing traffic, 


widening the market, adding to store prestige, acceler- 


ating, turnover, and selling a greater variety. 


By STANLEY G. FISHER 


Chairman, Electric Housewares Section, NEMA; 
Director of Sales, Electric Housewares Division, 


Landers, Frary & Clark 


MA's 


1953 Electric Hou 

N wares Gift Campaign is both 
an industry-wide promotion 
and the key to increased aE volume 
throughout the 12 months of the year 
It can produce more profits for you 

If you use the free selling tools and 
yxromotional materials offered by the 
‘lectric Housewares Section of 
NEMA through your own distribu 
tors, local electrical leagues or area 
committees; 

If you have fact-packed selling signs 
on all your electric housewares displays 
to attract customers’ attention and 
stimulate them to buy the specifi 
items; 

If you merchandise all your electri 
housewares displays for specific gift 





PERMANENT DECAL, symbo! of NEMA’s 
1953 campaign is being offered to dealers 


for mounting on their doors or windows 
to identify them as participants 
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like Mother’s Day, 
lather’s Day, June brides—to get the 
most sales mileage out of your store 
trafhic; 

If you offer your customers a gift 
wrapping service to add the appeal of 
pretty packaging to every 
housewares item; 

If you promote gift certificates to 
uncertain sales, to minimize ex 
change and return problems; 

If you set up a permanent electric 
housewares gift display right inside 
your front door for customers to see as 
soon as they enter and if you change 
the items frequently to arouse fresh 
interest; 

If you spotlight electric housewares 
items in ads, in windows, on counters; 
if you give them the promotional im- 
portance they deserve, your customers 
will give them the gift 
they deserve. 

If you use sales training to help 
your 


fiving OocCdsion 


electric 


{ lose 


unportance 


salespeople sell more electric 
housewares at every gift opportunity 
and enlist their enthusiastic 
tion in the campaign, their whole 
hearted support for the promotional 
program, their intensive use of all the 
selling helps you get 

I'his year, consumers will have more 
spendable income than ever before, 
but current statistics clearly 
there is a considerable trend to saving 


coopera 


show 


instead of buying. This development 
demands sounder, stronger selling ef 
forts by every electric housewares 

ind the 1953 Electric House 
Gift Campaign is the tested 
sclling tool that can help you over 


dealer 
wares 


come the most firmly entrenched cus- 


tomer resistance 


Here is what the Electric House 



























Gilt 
| ke 

1. It can increase trafic by drawing 
new customers into your store, espe 
cially during spring's _ traditionally 
slower months, and create new selling 
opportunities for all the items you 
stock. 
2. It can widen your market by at 
tracting a larger share of the gargan- 
tuan gift market to small appliances 

the items all women need and want, 
buy for themselves, and give to others 

3. It can add to your prestige by es 
tablishing your store as gift headquar- 
ters for all electrical appliances—a 
business benefit that pays off in im 
mediate sales and continues to pay 
off far into the future 

4. It can accelerate turnover by 
moving more merchandise more often. 
The fluid inventories, faster “‘turns” 
and more frequent yields build up 
profits more swiftly and surely. 

> greater variety by ex 
panding your merchandising range to 
include every one of the 28 basic 
electric housewares items (bed cov 
erings, blenders, bottle warmers, broil- 
clocks, coffee makers, coffee 
grinders, corn poppers, deep fat fry 
Crs, Cez cookers, fans, food mixers, 
hair dryers, heating pads, heaters, hot 
plates, irons, ice cream freezers, juice 
extractors, knife sharpeners, massagers, 
roasters, sandwich grills, shavers, toast- 
ers, vaporizers, vibrators and waffle 
irons) plus all the other appliances 
in your store 

Good evidence of the power of the 
Electric Housewares Gift Campaign is 
in the record of what happened in 
1952. Without the stimalus of scare 
buying, electric sales at 


wares Campaign can do 


n 


sells 


ers, 


housewares 
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tained record-breaking figure Many 
dealers, distributors and manufacturers 
have asserted their belief that 1952's 
high volume level could not have been 
achieved without the aid of the Elec- 
tric Housewares Gift Campaign 
Proof of sales success is the face that 
the Electric Housewares Gift Cam 
paign has grown from 5,000 dealers 
participating in 1950 to 35,000 deal 
ers taking part in 1952. More than 
50,000 dealers are expected to partici 
pate in 1953, 


Seasonal Change 

Before the advent of the industry 
wide program, over 60 percent of the 
retail volume in electric housewares 
was attained in the last quarter of the 
year. Apphi inces were not ac tively pro 
moted during the other nine months. 
This lack of promotion resulted in a 
lack of sales. The gift campaign has 
started the promotional pendulum 
swinging the other way—setting a 
sound twelve-month sales tempo for 
electric housewares 


It has been estimated that over a 


billion individual gifts are bought 
every year in addition to Christmas 


presents. ‘That’s why retailers can 
ring up extra sales and extra profits 
on every gift-giving occasion. Even 
before the inception of the gift cam 
paign it was found that more than 
one-third of all electric houseware: 
sold were purchased for gifts and the 
persistent promotion of the campaign 
has vastly expanded this market 

In 1953, you can put real pay-off 
power into the Electric Houseware: 
Gift Campaign by participating in tne 
greatest promotional program the in- 
dustry has ever seen End 
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URING the three years’ exist- 
ID ence of the Electric House 

wares Gift Campaign, thou- 
sands of electrical merchandisers have 
been able to cultivate a whole crop 
of new customers because the cam 
paign works nationally to encourage 
the spending of more money by more 


consumers for more electric house- 


wares in more months of the year. 
Here are the sales tools the industry 
program provides to raise retail volume 
during traditionally slow April, May 
and June 

1. A $5,000,000 national advertis 
ing tie-in to multiply the promotional 
impact of the campaign on the con 
sumer. The new tie-in theme, “First 
Gift Choice—Electric Housewares’’, 
will be featured all through 1953 in 
individual manufacturers’ national ad- 
vertising and publicity reaching more 
than 60,000,000 shoppers every 
month. Dealers will tie-in by starring 
the same gift theme in local advertis- 
ing and display 

2. A permanent 3-color decal em- 
bodying the campaign theme to ap 
pear on dealers’ doors and windows to 
establish stores as gift headquarters for 
electric housewares. A constant r 
minder to customers of the beauty 
and utility of electric housewares as 
first choice for gifts, this distinctive 
display device creates complete cam 
paign continuity at the community 
level and enables dealers to share in 
the traffic-building benefits of the 
$5,000,000 exploitation expenditure 
by the manufacturers who are mem 
bers of the Electric Housewares Sec- 
tion of the National Electrical Manu- 
facturers Association 

3. A streamlined “Spring Sales 


Planner” to make it easier for dealers 
to participate in the electric house- 
wares promotion program by follow 
ing a tested step-by-step technique 
that outlines every phase of the gift 
campaign. Designed for use by all 
stores, large or small, the “Spring 
Sales Planner’ is packed with practical 
ideas for advertising, window and in- 
terior display and point-of-sale pres 
entation plus traffic pullers, a detailed 
timetable for promotion action and a 
check-list to facilitate the follow- 
through that means extra sales, extra 
profits. 

4. A simplified ad mat package, with 
actual item illustrations, special sea 
sonal headings and gift theme 
drop-ins, to implement the “Spring 
Sales Planner’ in local dealer adver- 
tising. This has been distributed to 
more than 800 newspapers from coast 
to coast. Dealers prefer this direct 
method of making mats available be- 
cause it places them within reach of 
all at the very point where they are 
put to use. 

5. Eye-catching 3-color streamers, 
dramatizing such important gift-sell 
ing seasons as Mother’s Day and June 
brides, to help dealers create better 
window and interior displays. 

6. A 1953 display contest to stimu 
late increased electric housewares win 
dows by offering national recognition 
to retailers who enter the competition 
Photographs—snapshots will do—ol 
electric housewares displays must be 
sent to Contest Editor, Electric 
Housewares Section, National Ele 
trical Manufacturers Association, 155 
East 44th Street, New York 17, N. Y. 
not later than July 15th. 

7. The delivery in bulk of the gift 
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How to Use 


The GIFT CAMPAIGN 





Here are 15 steps to take in tying-in with NEMA’s 
$5,000,000 advertising campaign and to realize the 
greatest potential from the 60,000,000 shoppers it will 


reach every month 


By G. Ww. ORR Chairman, Sales Promotion Committee, 


Electric Housewares Section, NEMA; 
Sales Manager, John Oster Manufacturing Co. 


campaign promotion material to local 
area committees and electrical leagues 
in cities across the country to speed 
the distribution of the decals, “Spring 
Sales Planner” and display streamers 


to the distributors for their dealers. 
As all realistic retailers know, elec- 
tric housewares selling is no hot- 
house flower fenced-off from the daily 
(Continued on page 120) 
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SAMPLE PAGE from the campaign's Spring Sales Planner shows that this 
booklet offers the dealer much information on ways to tie-in with and 


profit from the promotion 
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McCALL’S Anno s. Fisher, associate editor household equipment, uses WOMAN’S HOME COMPANION’S :::i::c: 


these appliances to show easy ways to barbecue deep fry and make good coffee equipment editor Carol O'Connor, uses + aster, portable mixer, blender, broi 


Make Your Uwn Housewares Demonstrations 


We asked the experts at McCall's and the Woman's 












Home Companion to work out some housewares 
demonstrations that would be impressive but easy 
enough for the average busy dealer to stage himself. 
Their suggestions, requiring chiefly canned and fro- 
zen foods and prepared mixes, are in the pictures 
on these eight pages 


BY ANNA A. NOONE 





Pictures by Bob Isear i] Insert glass filter rod in vacuum coffeemaker 








84 APRIL, 1953—ELECTRICAL MERCHANDISING 











McCALL’S ANNA FISHER MAKES GOOD COFFEE IN PERCOLATOR OR VACUUM POT 





- 
* “ 
ot ee 


] Measure | 2 cups water to each 2 cups coffee ? ] level measure for each cup, percolator grind. 3 Dial strength desired, mild to very strong 








4 Remove basket when coffee is brewed A Coffee stays fresh at serving temperature till used 6 A clean pot insures good coffee, says Miss Fisher 


VV ae 





x Use drip grind coffee—same measurement g Release upper bow! when brewed 10 Serve piping hot, even hours later 
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Make This Barbecue Sauce 
WHAT’S NEEDED 





3 ths. (tablespoons) 8 ounce can tomato 
melted fat sauce 

2 ths. vinegar 1 tsp. (teaspoon) sugar 

1 ths. prepared mustard Wy tsp. salt 

1 clove garlic Vg tsp. pepper 

1 cup diced onion Y> tsp. chili powder 

YV, cup chili sauce 1 ths. Kitchen Bouquet 


WHAT TO DO WITH IT 


Cook the fat, garlic and onion in a frying 
pan for five minutes over moderate heat. 
Then put them in the blender with the other 
ingredients, cover and blend until smooth 
(should take about one minute). Makes two 
cups of sauce. 


Make Your Own 
Housewares 


Demonstrations 
(continued ) 











| Thread spareribs on spit; insert in rotisserie 2 Recipe for barbecue sauce 





BARBECUE A ROLLED 





“s 
ry AN 


1 Explain plugs—— small for motor, large for element 2 Thread rolled roast on spit. 














1 Melt 3 Ibs. shortening in the deep fat fryer 2 Set Thermostat at 375°. (explain indicator light) 3 Dip chicken parts in crumbs, beaten egg, recrumb 
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WITH BARBECUE SAUCE 





3 Blend sauce ingredients thoroughly in blender. 4 Pour blended sauce into a bowl. 5 Brush sauce on ribs every 15 minutes. Cook | hr 





ROAST AND CHICKENS 


aie 









a 





4 Lower into rotisserie, cook | hr. for 4 Ibs. 5 Remove from rotisserie, pull out spit 6 Chickens show capacity. Wedge together and fasten 


RINGS, FRENCH FRIES, DOUGHNUTS 


% - 





4 Place several pieces in fryer basket 5 Drain on paper towel 6 Pepper rings and potatoes are prepared in advance 
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Housewares 


Demonstrations 
(continued ) 





Companion’s Series 
Begins Here => 


] Explain reversible hi-low plug 2 Split franks and cut cheese in strips 3 Insert cheese strips into split franks 





BROILED COCOANUT BARS 


1 Line broiler tray with aluminum foil 2 Cut plain pound cake into finger strips 3 Brush cake strips with butter, then add honey 
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RINGS, FRENCH FRIES, DOUGHNUTS (Continued) 


bait 









~s 





§ Arrange in serving basket lined with paper napkins 10 Ballard Biscuits, shortcut for doughnuts, turn in fat. 11 Drain and dip in sugar and cinnamon 





FRANKFURTERS STUFFED WITH CHEESE 











5 Broil on fourth level at low heat for 5 minutes. 6 Serve finished cocoanut bars hot 





4 Sprinkle generously with cocoanut 
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Make Your Own 
Housewares 


Demonstrations 
(continued) 





1 Blend soup (tomato juice, celery, bouillon cubes, onion, water) ? Pour blended soup mixture into roaster casserole 








] Blend | box vanilla wafer into fine crumbs ? Line pan with crumbs, butter, bake 10 min. 375 3 Pour in chocolate pudding (packaged mix 
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ROASTER MEAL—SOUP, STEW AND APPLE CRISPS 





] Cover apples with cinnamon sugar mixture. § Cook entire roaster meal for 30 minutes at 400 


IN THE ROASTER 








4 Whip cream with portable mixer 5 Remove beaters, scrape off excess cream 6 Decorate pie with whipped cream END 
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"i 
weg Eee ee 


a 
as 


{ | 


in kitchens 
including electrici W 


alone, says 


plumbers 


se 


carpenter 


is that ‘‘we 


painter and plasterers, who do 


& 


THE REASON WHY the John G. Webster Co. of Washington, D. C., makes a profit on an annual volume of $400,000 


president Robert Webster have our own mechanics in every necessary trade,’ 


work swiftly and economically 


For the John G. Webster 
Co., Washington, D. C. a 


complete, one-stop kitchen 
service operates so ef- 
ficiently and economically 


that it brings in a volume 


of $400,000 a year 


Their Answer to Volume in Kitchens: 


Do The Whole Job 


SOR som ipp! dealer ell 
4 ing and = installin mmplet 
kitchens means too much work, 


mtractors and not 
enough profits. But for the John G 
Webster Co. of Washington, D. ¢ 

complete custom kitchens have be 
of $400.000-a-vear vol 


too many ub 


come a source 


ume with a reasonable profit. How? 

“Simply by having our own mechan 
ics im every necessary trade,” an 
swers Robert G. Webster, president 


‘Everv man connected with the job is 
in our organization, from the 
salesman to the plumber, electrician 
and carpenter. Formica tops are cut 
in our own shop. Our painters do 
the painting and wallpapering 

“The set-up has three advantages. 
First, it strengthens our advertising 
and sales approach. Second, it enables 
us to do a better job. Finally, it elim 
of the difficulties, errors 


own 


inates many 
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ind delay vhich are nl natural 
he with 

This 40-year-old plumbing, heating 
and gone in for 
It has 
who specialize in 
only, a color consultant 
draftsman whose full-time job is 
kitchen design, attractive 
plays and an aggressive merchandising 
program. At a rate of 150 kitchens a 
vear, this department contributes a 
healthy share to the firm’s $1,750,000 
annual volume. 

“The best parts of our sales pro 
gram are based on the fact that ow 
company does the whole job,” 
Donald FE. Murray, sales manager of 
the kitchen department. “The basic 
theme in our kitchen advertising and 
in our sales talk is this 

“Because the men who do the job 
ire all specialists and all employed by 


, 
n you deal ubcontracto 


firm has 
custom kitchens in 
four salesmen 
kitchens 


} 
ppliar 
ip] LATICe 


1 big way. 


store dis 


Says 





, ’ y t } 
tl Vi in tT¢ nore tor the cu 


t better finished 


LOMICT money ind i 
job. John G. Webster has seventeen 
crews of plumbers. Three of those 
crews do kitchen work only. Our car 
penters do kitchens only. We hav 
our own plasterer. You deal only with 
us. ‘There’s responsibility and 
one firm to guarantee everything.” 


$12,000 for Ads 


one 


Primarily that’s the central idea of 
the sales talk, but it is used also in the 
idvertising. Webster spends $12,000 
a year advertising its custom kitchens, 
but gets $20,000 worth of space by 
taking advantage of co-op ad offers. 
Large ads are run on Sundays. Most 
of the 500-line space is devoted to the 
manufacturer's cut and copy ideas. 
“No Money Down,” “3 Years to Pay,” 
“Dial STerling 6100 Now” and “Free 
Custom Kitchen Plan designed exclu 
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IVC ly [ 


, 
pita es 


iré the eve-cat hin 
mall print, fo 1 
interested, says, “Al 
installations by John G. Webster, | 
censed plumbers and electricians 
etc 

Ihe same general ideas are used in 
100-line ads which are used on wee} 
days, about § or 10 times a month 
An ad in the classified "phone book 
emphasizes that Webster offers a job 
by “kitchen specialists.” Direct-mail, 
utilizing a manufacturer’s oversize 
postcard, goes out occasionally to sec 
tions of the firm’s 12,000-name listing 
The custom kitchen work also comes 
in for its share of commercials on 
Webster's morning disc jockey pro 
gram. Advertising provides many of 
the prospects, and many also come in 
on recommendation. 

The salesmen in the kitchen de- 

(Continued on page 124 


But the 


who are really 
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WEBSTER OFFERS A COMPLETE SERVICE 





SALESMAN’S FIRST JOB with a new prospect is to find PRODUCT SELLING is an important part of the total “CUSTOM,” a Webster feature, means the kitchen 
ut what present equipment she will keep, how much she sale. The full, detailed product story must be told with is designed for beauty and utility. The customer 


plans t pend and then to sell her on the Webster Co each item that will finally go into the lady’s kitchen picks her wallpaper right at the Webster Co 





A ROUGH PLAN of the kitchen is submitted to Webster DECORATING PROBLEMS, originally discussed with the COMPLETE SERVICE which Webster renders its 
( r consultant-draftswoman who draw the detailed plan salesman, are finally resolved by the customer in consul customers, and which is important part of sale: 
h will be used on job by the company mechanics tation with the color expert employed by the store tory, includes fabrication of Formica work area tops 





DAILY CHECK-UPS of the work’s progress by the salesman are another part of TOP LEVEL supervision by store’s president Robert G. Webster insures that the 
the Webster service which guarantees customer satisfaction—and more jobs. whole kitchen sales and construction operation operates smoothly and profitably 
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Prospects are drawn by ads 
Moore in his Charlotte, N. C 


BOUT two years ago, people in 
A ciate N. C., began to sec 

small newspaper ads _ which 
chanted 


l'o save more, 
l'o sew more, see Moore 


sew more, 


After a moment or two of figuring 
it out, the ad began to make pretty 


good sense. That magic word “save 

did it; somehow it seemed people bi 
gan to sew more and in turn, to see 
Moor 


“That's one of the few promotion i 


ideas I ever used,” say V. M. Moor 
owner and operator of Moore’s Sew 
ing Machines & Appliances. “In fact, 


it’s about the only promotional idea 
I've ever needed.” 

Moore sells Necchi sewing ma 
chines $75,000 worth of them ever 
year. His trade area consists only of 
Mecklenburg County, of which Char 
lotte is the county seat, but he is 
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billboards, direct mail and radio to see V. M 


store and to inquire about sewing machines 


one ot Necchi’s 


the nation 


top retail dealers in 


Free Home Demonstration 


home demonstration 
them,” says the Charlotte 
“Most of our preliminary 
selling efforts are aimed at getting the 
machine into the home for a demon 
tration. This we do by various meth 


“It’s the free 
that 


go-getter 


sells 


ods—through newspaper and radio 
advertising billboard ind = direct 
mailing.” 

One radio program which Moor 


ponsored last year, made many people 
call up or came by his shop to ask for 
demonstrations. Some had difficulty 
pronouncing the name Necchi. Their 
requests would frequently be to “show 
us that sewing machine they were 
talking about on your radio program.” 


Sales Through Demonstration 


But it is Moore’s own dynamic 





? Store demonstrations enable Moore to arouse the prospect's interest 









show 
off various models, but he tries to make them lead to home demonstrations 


$75,000 in 


| Sewing Machines 


V. M. Moore’s little advertising rhyme, “To sew more, 


see Moore,” started prospects coming to his Charlotte, 


N. C., store and his home demonstrations and free 


trials keep turning them into sewing machine owners 


methods of selling which make his 
demonstrations successful and 
account for actual sales in 
more than 75 percent of these dem 
onstrations. A sewing machine sales- 
man himself for 23 years, Moore can 
do elaborate stitching, shirring, hem 
darning jobs which, as he 
“makes it look as easy 


home 
which 


ming o1 
describes it, 
is 1t 1 
When Moore or one of his sales 
men find a prospect, they call her up 
and ask if they can bring a machine 
out to demonstrate it [hey also ask 
if she will call in a few of her neigh 
bors, offering to pay for any refresh- 
ments. This method of rounding up 
prospects for a demonstration is still 
one of the most profitable and popular 
ways to get the best results from a 
demonstration, Moore declares. 
Moore says: “One of our best dem- 
onstration tricks is to get the husband 
interested in the machine. The hus- 
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band’s attitude usually is to tell his 


wife to go ahead and buy whatever 
ewing machine she wants. It pays 
us, then, to get him interested in 


to do it 


our machine. The best wat 


is to show him he can sew a button 


on with the greatest of ease, since 
husbands always seem to be having 
trouble with lost buttons. It is an 
eye-opener for him to find out that 
he can turn the trick in a moment 
without any bother or fuss.” 
Machine Runs Constantly 
A Moore demonstration is a com- 


plete demonstration. At a gathering 
of housewives he keeps the machine 
going constantly, making anything 
from zig-zag stitches of various designs 
to hems both wide and narrow, each 
effort being calculated to demonstrate 
the versatility of the sewing machine. 
rhe ultimate goal is to get the hostess 
and her friends to sit down at the 
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pointment 


3 Moore goes out to customer’s homes to make demonstrations whenever he gets 
In oF 


He brings 


+} 


machin en the demonstration 
er, and operate it for themselves 
Th f the hostes desires, we 
the machine with her for 
I trial, ind we 1] end 
t j te free trial to the 
n r the present, ex 
plait \i When the machine 
final hased, we make abso 
te tain that the buver in do 
invthin th it which the machin 
ipa f doing. The customer is 
reed t ill on us at anv time she 
ncount inv difficulty. We believe 
t t} of thorough selling 
vhich | rought us nearly 4,000 
itishes tomers in Mecklenburg 

County 

he most popular seller in sewing 
machine iccording to the dealer, is 
the small cabinet model which retails 
for $289. Cabinet styling is a sales 
factor with him and he frequently 
shows a customer how a sewing ma 


ELECTRICAL 
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along a machine and all the necessary paraphernalia 


well or har 
furnishing 
Ile sells a large number of portabl 
machines also, usually to people who 
round a lot. To these 
he emphasizes the Necchi 


cabinet can fit in 
monize with other 


Hine 


hom 


OvVe 


buyer 
national 


rvice policy, that they may obtain 
ervice almost anywhere. 
Future Customers Assured 
Moore also has found a way to in 


ure himself of plenty of future custo 
mers He has pl 1Cc¢ d sewing mac hines 


in three of Charlotte’s high school 
home economics department 
Another method by which we in 


ure wide demonstration and usage 
of our sewing machines is our practice 
of inviting all of the county home 
demonstration agents in frequently 
for a sewing clinic,” the dealer says. 
‘In addition to showing these agents 
new techniques and tricks in sewing, 


we give them a free book on modern 
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4 Prospect and her neighbors, invited in advance, watch Moore’s demonstration 
He makes complicated jobs look easy, persuades women to try it themselves 
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At the end of group demonstration Moore, if he is lucky, writes an order then 
and there, more often arranges for a week’s free trial for one or more prospects 


home sewing, packed with ideas and 
useful information.” 

A large ad, recently run by Moore, 
iid: “lo my country friends—hogs 
chickens or calves can also be used 


on purchase He explains that such 
farm animals can readily be converted 
and that any iction 
ilong this line would help him spread 


his story to outlying and 


into cash tran 


rural di 


tricts via word-ofanouth advertising 
The new attachments themselve 
ire a selling point,” ivs Moore 


In all my years of selling, | have not 
found the lady who knows how to use 
all the attachments which go with her 
machine 
truction. 


before she gets special in 
With two exceptions, we 
in offer the buyer every attachment 
he will ever need for perfect sewing, 
ill included in the purchase price. It 
is a strong selling point.” 

Moore occasionally rents out ma- 
chines, allowing rental payments to 


ipply on the cost should the user 
eventually decide to buy, but he does 
not push the rental business to any 
extent Most of his cash 
sales, with trade-ins involved in about 
60 percent of the transactions. Used 
rebuilt and resold 
through a special display in the shop 


sales are 


machine ire 


Moore backs up his sales with a 
one-yeal guarantec on every cwing 
machine sold. His service department 


is well equipped, carries a large stock 
of parts and is manned by expert 
workmen. He carries a complete line 
of sewing accessories in the store, and 
uch items as buttons, scissors, thread 
ind needles are best sellers at all times. 

“The future of sewing machine 
sales is unlimited,” Moore sums up. 
“So many improvements have been 
made in the machine, that the proven 
savings feature of it is recognized 
everywhere. We expect to sell $100,- 
000 worth of them this year.” End 
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. 10 Reasons Why You Should 
Keep a Year-Round Inventory Control 


Without an accurate, day-to-day knowledge of : 
inventory a dealer can’t be sure he’s doing the 


right things about overhead, working capital, 


turnover, taxes, and, of course, his profits 


OST electrical dealers think of 
M their inventory only when 

they value it, at the end of 
the year. But because of its influence 
on vital phases of business manage 
ment, inventory now must be watched 
carefully throughout the year if the 
dealer expects to earn maximum profit 


tock balanced to local demands 
and loses few sales because of “‘outs’’. 
Moreover, he can advertise with assur 
ance that he will get 


maximum re 


sponse to his promotions. Some dealers 
keep a “Want Book” to record “outs”. 
recently checked 
Book” of a 


TAKING INVENTORY often 
Just for curiosity, we them with minimum loss. 
the “Want moderately 

vrite off $750 or more in “lame 


ducks’’—an inventory loss they might 








TOO MUCH INVENTORY means 


can not be used a eed money.’ 


Here are the reasons why 
should now be considered 
round operating problem 
1:—Valuation is simplified. Dealers 
who wait until year’s end to take a 
physical count usually inventory all 
items at the latest cost prices, which in 
flates the total valuation and net profit 
(also the income tax), when merchan 
dise has gone up in value and later put 
chases have been added to stocks 
bought at lower prices. If the price 
trend is downward, the reverse is truc 
If the dealer takes the count mor 
often he this danger. He 
records an accurate profit and pays the 
correct tax 


inventory 
in all-year 


MmMInMwniZes 


2:—Better control of buying. The 
dealer who watches his inventory 
month-to-month knows what to buy 


and when to buy it so that he always 
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have salvaged, had they kept a better 
check throughout the year. Taking in 
ventory oftener will spot such items 
quickly and get rid of them with mini 
mum loss. This type of price-cutting 
is not a business sin. It is respectable 
merchandising and used by the most 
cefhcient retailers. Holding on to slow 
moving merchandise too long d 
creases profits. 

4:—The accuracy of the net profit de- 
pends upon the accuracy of the inven- 
tory. The stock valuation entered on 
the profit and loss statement is the dc 
ciding factor in determining the net 
profit earned during the accounting 


period. If the dealer figures his inven 
tory too high, the net will be inflated 
if too low, the net will be less on 
that working capital is all tied up and papel than he actually earned. Yet, a 


ized dealer and found that he had lost 
$1,870 in sales in six months’ time be 
cause he paid too little attention to his 
inventory throughout the year. In lieu 
of a physical count monthly, a stock 
control system, using a card numeri 
cally graphing the stock movement of 
each item, provides essential informa 
tion for good buying control 


3:—Better control of “lame ducks”. 
Shopworn or obsolete items, and 
“snails”, should be disposed of 
promptly. Some dealers carry such 


items for years at original prices, in- 
flating the net profit on paper, and 
thus over-paying on income tax. If un 
saleable, these items should be written 
off. If they have deteriorated in value, 
they should be written down to sala- 


spots lame 








ducks quickly, helps get rid of 


test-check in this field discloses that 
more than half the dealers take inven 
tory so carelessly that the value the 
for stock on hand is miscalcu 
lated from one to ten percent; the 
variance at times enough to inflate the 
net profit to twice its size or transform 
a satisfactory profit into a 
paper. 

Because the 
maximum 


show 


loss ~On 


dealer cannot attain 
business control without 
monthly statements and bi 
cause statements require an 
inventory figure, the only way to estab- 
lish an accurate net is to take the count 
monthly. Where stocks are limited, 

Where stocks are large, 
difficult, in which case, 
the dealer can ippri ount 
by deducting the ave 


income 
mMmcome 


this is feasible 
this may be 
ximate the 
rage margin from 
it the cost of goods sold 


les to arrive 


> 
~ 


Continued on page 


ble value to make room for more profit 
able goods. We have known dealers to 


EXCESSIVE INVENTORY jumps the overhead expense, threatens loss through 
bigger labor and insurance costs 
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A trained corps of specialist salesmen working... 





in a separate electric housewares division with its own manager has built... 


Multi-Million Dollar Volume 
IN SMALL APPLIANCES 


for the Leo J. Meyberg Co., San Francisco and Los Angeles distributor 


+ ( 1 RIC i} IScwait ium Was “ynsig 
wv nificant” for the Leo J. Meyberg ¢ ompany, 


San | i o and Lo Angeles, before 
i In tl ore than 35U yea that this whol 
" | ) 
had then 1 in busin mall appliance 
} . wealas en | . 
een a sideline for the regulat ipphance cd 
tment, managed and sold by the same pe 
, , b] ] 
nel who were making an enviable national 


eputation with Bendix laundry, RCA radio and 
rds, and the Norge line 
And it was obvious that the full potential in 
mall appliances could not be obtained while they 
were handled by salesmen used to thinking in 
terms of big ti 
dent Al Meyer 


It was 


ket merchandise, Meyberg presi 
told E_tecrricAL MERCHANDISING 


indicated that the company’s share in the 
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By HOWARD J. EMERSON 


oftered in 
ipidly expanding Calif., Ariz., and Nev., would 


electric housewares 


pote ntial 


e to come through salesmen conditioned 


think in terms of thousands of units from 
a 


hundreds of dealei men who have the train 


ing, knowledge and guidance 


to produce such 
i volum ind whose income would depend on 
etting and keeping up that volum« 

eventh year that electric house- 
Meyberg’s 


a separate division, with management, 


Today, in the 
wares have been merchandised by 
through 
purchasing, promotion and field sales completely 
independent of white goods and radio-tv, this 
company ranks well near the top nationally in the 
volume distribution of small appliances, with 
billing well into the millions of dollars yearly. 


1953 


three- 
tate territory through about 20 field salesmen 


This volume is being produced in its 


vho have been hired and trained specifically to 
levelop the 40 lines of small appliances handled 
by Meyberg’s. Overseeing the operation is a vice 
Harris Newmark. In southern Cali- 
fornia, Arizona, an electric housewares division is 
managed by A. C. Nernecs. In northern Cali- 
fornia, western Nevada, a similar division is under 
manager James C. Brown. On the following four 
pages ELECTRICAI 


preside nt 


MERCHANDISING presents a 


photostudy of the Leo J. Meyberg Co.’s north- 
erm California electric housewares division and 
how its speciahzation contributes to this whole- 


dollar 


iler’s multi-million 


business in small 


ippli mces. 
I 
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Meyberg Salesmen Always Have 
A Story to Tell, Help to Offer 





AS SALESMAN Bob Erickson arrives at Wisnom Hardware Co., San Mateo, Calif., he 


knows he is one of a dozen salesmen with housewares lines calling on this account 


Salesmen Are the Sparkplugs of 


SeeHN RAHI) 








| 


MEYBERG SALESMEN keep their dealers alerted to 
promotion possibilities for small appliances. Truman 
Ball, left, brings a promotion idea of Bert Lau, Jr., 
appliance manager at W&J Sloan, San Francisco 
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DEALER Jack Dreyfus knew he was coming and knows when he'll be back. Sched- 
uling calls is a competitive weapon, gets dealers to save orders for Erickson 





MEY BERG-SPONSORED promotions are carried out at 
dealer level through field salesmen like Ball, who is 
arranging a defroster as a suggested tie-in display 
at Sloan‘’s during Meyberg’s promotion of this item 


APRIL, 


HE ALWAYS has a “program” like this Schick “‘silent salesman’’ which interests 
the dealer as a means of moving goods, and gets Erickson a nice package order 


Meyberg Promotions 





MANUFACTURERS’ facilities are made available to 
Meyberg dealers to help small appliance sales. Ball 
helps Toastmaster’s Wally Smith set up for demonstra- 
tion of new model in appliance department of Sloan’s. 
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is 
{ 


HE TRIES to be the first with new products. Meyberg’s knows its salesmen can sell 





HE HAS something special to offer on every call, ‘something to let him get the 
about 2000 units of any new product or new model- 


promotion on Vernado heater-fans 


Here it.is a package 


rder ¢t hk we.” 








ERICKSON HELPS his dealers meet local market problems. When Dreyfus points 


ut competitor's ad, Erickson may be able to develop a sales-saving promotion 


PROMOTIONS by the dealers are developed and en- ALL MEYBERG salesmen are trained demonstrators, 

couraged by Meyberg salesmen. Ball gets enthusiastic but for a big deal at Hale’s, San Francisco, Ball has 

comment from manager Lau on display that puts gift- services of Meyberg’s Domestic Sewing Machine 
Specialist Leo G. Curtin 


wrapped box under most-chosen gift appliances 
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if they are first. 





AS >» : . ? 
2° eT Ba. 

GUIDANCE in selecting lines and models to meet needs of local market, seasonal 
and promotional needs, makes Erickson profitably helpful to dealers 


GETTING EVERY possible drop of business fromm na- 
tional promotions for their dealers is the aim of 
Meyberg salesmen like Ball, who personally delivers 
and places Hoover pusters at Hale’s display 
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ar 
pay) vA 


Facilities and Attention 3 






Meyberg's Offers Dealers Special 


49 


aaa 7 


RESPONSIBILITY for developing housewares volume in San 
Francisco area for Meyberg’s has been placed by President 
Al Meyer (left) on shoulders of James Brown 


DISPLAYS of small appliances are self-contained CENTRALIZED inventory records in stock con 
for visiting dealers to view, pick up literature, trol division are aid to rapid turnover providem 
make comparisons and plan their stocks Brown with a ready check on stock 


errr ete 


— 
(Ol a a 


TELEPHONE ORDER and “‘will-call’’ service, separate from major appliance SEPARATE shipping department gets small appliances out same day ordered for 
services, gives dealers individual attention to their electric housewares needs. overnight delivery, keeps Meyberg strong with majority of smaller dealers 
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Meyberg’s Specialist Salesmen 
Get Special Training 





SALES TOOLS, like the housewares catalog, are important, so Gilligan learns how 
by Meyberg but also is required to practice most important sales techniques to use them and will try out his new knowledge on the ‘‘will-call’’ desk 





HELPING DEALERS will be part of Gilligan’s job, so ad manager Phil Wickstrom WEEKLY sales meetings keep Gilligan and salesmen up on market conditions, are 
) 9 P 9 
t ment tT advertising copy so that he can adv deciers used to outline promotional plans for dealers and to introduce new products 


POE SIR yee ere, 





, mS 
s M. BROWN 


alt 


SUPERVISION and training is continuous. Brown tells each of his nine men where DISCIPLINED sales force is the result of training and supervision. When soles 
to go, what to sell, and he maintains performance records slip ur errors are made, Meyberg salesmen hear about it quickly 
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ROLLMAN SALESMEN LEAD PROSPECTS TO 
—————— 


Rollman & Sons Depart- 
ment Store sells 1200 a 
year to Cincinnati con- 
sumers with a merchan- 
dising program built on 


mass displays, live dem- 


onstrations and specialist 


salemen 


By Frank A. Muth 


ye 


MASS DISPLAY mokes it easy for Rollman salesman Bob Gallo to show a prospect the $40 table model in which she is 
interested and then to switch her attention to a $57.50 clock radio which is prominently displayed on the same ract 


Clock Radios Are Their 





OW clock radios can be sold ialist salesmen. Result: 1200 clock men, we use only TV salesmen who introduced, Loeb holds a special sal 
in volume by a simple pro radios sold during 1952, triple the ire more familiar with electronic ap meeting with the electronic ilesmet 
gram of merchandising is dem 1951 volume pliances. ‘The salesmen for radios and and the distributor salesmat Loel 

onstrated by Rollman & Sons Depart Mass displays of table and clock clock radios get an extra one percent feels that very few custom in be 

ment Store in Cincinnati, Ohio idios (Ambassador, Crosley, RCA- commission, so they don’t take their sold a clock radio if they came in f 
Mose Loeb, appliance buyer, gets Victor, Philco and Zenith) is a major prospects lightly. If we let the white white goods; so Rollman tries t 

the prospect to go out with a clock factor in Rollman’s policy goods ilesmen sell radios, they centrate radio displays in t eal 

radio when he came in just to look, or Selling clock radios is a special wouldn't try as hard because of the — the appliance section and 1 to tel 

to buy a table radio by using mass _ project with us,’ Loeb points out lower unit of sale.” vision. Never are special 

displays, live demonstrations, and sp« Instead of using white goods sak When new cl idio models ar up near the white goods the 
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LIVE DEMONSTRATION of the radio’s features, in this instance showing how the 
timer will turn a lamp on or off, is first step in arousing customer's interest 





| 

| 

} 
r 


USE WITH APPLIANCES in the kitchen, such aos starting the morning 


demonstration 


coffee, is graphic 


ally illustrated in store's 


ie 


kitchen is 


story 


to narrow her 


choice 


“Special Project” 


evat | to vant people to That why,” says Lou | etschan, 
valk back to th dio department. nother salesman, “we emphasize the 
Emoh Feat featur f the clock radio, For in 

m asis on eatures 
P tance, we'll set up a whole table of 
The averag customer doesn’t different models for comparison. A 
realize,” Bob Gallo, salesman, point new display always draws attention 
ut, “how many things a clock-radi from our trafic. There may be a big 
can do. They have heard about one ign telling some of the things a clock 
or two features, true, but are reall radio do¢ \ live display, like a lamp 
t can do so many jobs.” hooked up to a clock radio to-shov 


amazed that it 


ELECTRICAL 
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how the radio turns it off and on 
helps to draw attention. We also 
devote a more-than-average amount 
of in our general store ads to 


spact 
clock radios 
of our national brand televi 


This averages about ¢ the 


pace 1On 
i 


advertising.’ 


October through December are th: 
months when most clock radios ar 
old. In that period, Rollman doc 


TOP OF THE LINE models have a phono-jack, which Gallo uses to enhance sales 
He may then work down to models she feels are more in her price range 


the biggest share of their adverti 








WITH THE CUSTOMER SOLD on the idea of a clock radio, final step in Gallo’s sales effort 


Here, again, mass display and big stock helps close the sale 


iY 


But they do a consistent job in other 


feels it 
ind 


months Rollman’ 


plenty of good promoting 


have about four promotions a year 


Use Values Close Sales 


Our promotions draw the pro 


ind we are abl 


takes 


the 


pe a 


to sell them in about 


(Continued on Following Page) 
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WHEN NEW MODELS come out salesman Jim Tygrett of Modern Distributing Co 


visits Rollman buyer Mose Loeb to plan product education meeting for staff 





AT MEETING with electronics salesmen, Tygrett compares new low-priced Crosley 


models with the antiquated 


high-priced model 


held by salesman Lou Fetschan 


Clock Radios Are Their ‘Special Project” (continued) 


fifteen minutes of explaining the fea 
tures,”’ salesman Fetschan say You 


first explain how the clock radio turn 


the bedlamp and radio off after so 
long a_ time Most people already 
know that it will wake them up to 
music, but don't realiz ul can set 
it for a definite length of time a 


ind drift otf to leep bre 
quently, they are unaware that it will 


you listen 


turn on applhianec ind start your 
breakfast. One feature that often helps 
doubtful prospect is th 
phono-jack for a record player.” 
“Promoting will sell 


but we want 


us with a 
clock radios 
1 high volume for num 
ber of units sold,”’ Loeb states. ““We 
customarily start off with the higher 
priced unit and go down the line 
until the prospect finds a model in 
his price range catch 
the middle income group and a few 
people in the lower and higher brack 
ets. As a rule, our on the 
$39.95 models 7 

Rollman salesmen have found that 
it is easy to sell the higher 
models. Most people, after the 


In our store we 


sales are 


price 
i 


PAGE 


104 


1 comparison of the multi-features in 
in expensive set with the minimum 
features of a cheaper model, find it 
is hard to settle for the cheaper radio 
Salesmen budget 
program offered by the store and pr 
pects don't balk at $44.95 or m 
“With the Crosley pin-up 


explain 1 the good 


rack It 18 easy t quickh LOW | 

various models,” salesman Gallo de 
lare [ like to point out quickly a 
few models on the rack as I sell the 
different features of the different 
brands. After I’ve warmed her up, it 
is easy to put them side-by-side and 
ell 


Never Convert TV Prospects 


Our clock 
ire people who originally came for 
radio,” Gallo points out. “It is possi 
ble to convert a radio prospect, but 
vou can’t sell a TV prospect a clock 


radio customers often 


Iherefore, we try to get mor 
clock radio prospects from our pro 
motions and live displavs. We've been 
doing a pretty good job of that this 
last vear 


radio 


DISTRIBUTOR SUPPORT KEEPS ROLLMAN PROGRAM MOVING 


STOCK ROOM CHECK is made by Tygrett on each store visit. Store keeps 


four set f each model in the stock 
One thing that has helped is the 

increased exposure of the public to 

clock radio More stores have en 


tered the clock radio business. Conse 
quently, more stores have advertised, 
that. It has in 
interest of the consumer 
About 40 percent of 


for a record 


ind we benefit from 


reased th 


] 


. : 
in ClOCK radio 


the peopl who come in 


player, preferably a cheap model, go 
yut with a clock radio after they hear 
yur pitch.’ 

Our best sale period is the pl 


Christmas season, but we try to mak 
greater effort in the spring and sum 
“People buy ra 
ind all we need is a radio 
Throughout the 
erage about 24 radio prospects and 
27 clock radio prospects a day. Th 
radio prospect is quickly sold a clock 
radio when he hears about the 2-in-] 
feature.” 


mer,” Savs Loeb 
dios then. 


prospect year, we 


Women Are Best Customers 


“Most of our sales are made to 
women, and they are a little hard to 
explain the automatic timer to,” Gallo 
says. “Men usually grasp it imme 
diately, and can be sold in almost 
nothing flat. We wish we had more 


APRIL, 


room 
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at least 


three or four on display at all time 


male prospects because we could cet 
tainly sell more 
When the prospect sees Rollman’s 
large stock of clock radios on hand, 
Loeb finds, the sale is quicker. Most 
clock 


customers preter the 
dio. Chartreuse and ivory follow in 


white 


preference, but pi ype want to s¢ 
the other lor 

“There is nsiderable interest 
tvling, color, and size of clock 
dios,” says Gallo. “The more deluxe 
the features, the faster the prospect 


likes it. Of course, they are interested 
in the tone of the radio, but they 
favor the styling and automatic fea 
tures above the tone.” 

“When the prospect comes in, we 
want to be prepared,” Loeb con 
cludes. “It is though 
lake the ‘pitch,’ it isn’t a long onc 
In fact, the prospect leads us along 
We start off with a few of the Tel 
chron timer benefits, then they'll ask 
other questions. Through experience 
we've found that it isn’t necessary to 
give the same pitch to everyone. In 
fact, clock radios almost sell them- 
selves. All we have to do is give them 
some display, advertising and promo 
tional effort.” End 


really simple x 
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PRESS the Switch! 
HEAR iow Quiet! 
FEEL $ How Powerful ! 
NO DUST BAG TO EMPTY / 
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“Try-It-Yourself”’ display in 
traffic-stopping Day-Glo colors! 


Now! This display in- 
Pa ~ vites everyone who 
4 EWYT N walks through your 
door to give themselves 

te a Lewyt Junior Demo! 

” aE Vv Place this amazing 
self-service display on 
; your Lewyt Market 
“ Place or at your door 
where it catches every 
eye! Perfect when 
salesmen are busy! 
Terrific opener for a 
Lewyt sales-pitch! 
On heavyboard stock 
in 5 brilliant colors! 


eae 














2 big eye-catching window 
streamers to pull in street traffic! 


Bold, hard-hitting streamer announces Lewyt’s 
NIRC endorsement, says “COME IN FORA 
10-SECOND DEMONSTRATION!” Sec- 
ond shouts “ASK ABOUT OUR SPECIAL 
SPRING HOUSECLEANING OFFER!” 
2 colors; 14 x 3414". 


Cleaning OFf ba 









com 


OFFICIALLY ENDORSED 


National institute of Rug Cleaning 


today! 














Plaque of endorse- 
ment by National 
Institute of Rug 
Cleaning, Inc. ! 


Use at Market Place or 
Lewyt display as a sales- 
builder, sales-clincher! It’s 
a reprint of one of Lewyt’s 
Spring ads, plasticized on 
tough Masonite! 11 x 14’; 
bright red and black! 







NIRC endorsement tag 
for Lewyt used in 
your floor display! 


Colorful red tag tells prospects about 
Lewyt’s endorsement by America’s 
professional rug cleaners! Explains 
why it’s important to customer! 4!4x 514". 


‘Baby Billboard’ to tie you in with 
Lewyt’s 10,000 outdoor posters! 


11 x 28” miniature of Lewyt’s 24-sheet poster har 
nesses appliance industry’s biggest outdoor program 
for your store! Place in window, on wall, on counter! 
5 striking colors! 





Lf 
WIS STORE 1s aw AUTHORIZED Lewy DEALER 


Ss 
oe 
ordi Dist" BO IT with 


WORLD’S MOST WANTED VACUUM CLEANER 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-4, 60 Broadway, Brooklyn 11, New York 
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“Spent *40 on ads. 
Got *15,000 results!” 





“Phone calls started imme- 
a »wer oar 


AIR CONDITIONER diately after the first Fedders 





dealer newspaper ad ran,” 
says Lou Nachman, Nach 
man & Co., St. Louis, Mo 
Ninety per cent of the 
people wecontacted bought 
Fedders units. We sold 50 
units from 3 ads which cost 
us exactly $40. You bet I’m 
tying in for the whole 1953 


program.” 











“We couldn't have afforded 
to run ads like these!” 


“The Fedders dealer news- 
paper ads with our store 
name in them brought ex- 
cellent sales results, Says 
Leonard J. Fleck, Fleck’s 
Appliance Center, St. Louis 
We couldn't have attorded 
to run any ads like these 
dealer ads even inour neigh- 
borhood papers Fedders 
knows the secrets of retail 


advertising, all right 





“Ads did a selling job for us 
at a very nominal cost!” 





; ; 1 } 
| u@ | 
7 Even though we do our 
| own big space advertising, 
we feel that the Fedders 
dealer newspaper advertis 
ing program was a sound 
business promotion for us, 
| says I W. Mcé loskey, Wart 
| and Shand, Lancaster, Pa 
| The ads dida bang UP S¢ lI 


ing job for us ata very nom 
inal cost We’ re going to use 
the program for the com 


ple te 1953 selling season 





“Couldn't afford to advertise 
any other way!” 


“We sold six Fedders Room 
Air Conditioners from one 
ad,’ says Bob Heimer, Bob's 
Cabinet Shop, St. Louis 
“Sorry I didn’t go along in 
the very beginning, but I 
suream going co tie in LOOY 
in 1953. We couldn't attord 
to advertise in any other 
way. Even if we could, I'd 
stick to Fedders dealer ad 


vertising program.” 
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“Sold 40 to 50 units 
from 3 newspaper ads!” 


195? v 


> 


as our first year in 
the room air conditioner 
business,”’ says F. W. Greis- 
singerand C. E. Greissinger, 
Variety Vacuum, Harrisburg, 
Pa. “We got into it because 
Ort Distributors had the 
Fedders dealer newspaper 
advertising program. We 


felt it would help us sell 
We sold 40 to 50 Fedders 
units from 3 ads. Just think 
what we'll do next year now 


that we know how! 








“Results from this dealer news- 
paper program were ferrific!” 





“Our consumer acceptance 


A GREAT WAME IN COMP of Fedders Room Air Con 


OM AIR CONDIT! 


R 
| 
i 
| 


ditioners was 1000% better 
in 1952 because of the 
Fedders dealer newspaper 
advertising, says Russell 
Zeuschel, ocruggs Vander 
voort Barney, St. Louts 
Sales results from the cam 


paign were terrific! 


APRIL, 1953—ELECTRICAL MERCHANDISING 








“Sold 25 units as a direct result 
of Fedders dealer ads!” 


“We sold 25 Fedders Room 
Air Conditioners as a direct 
Fe dde rs dealer 


says Will 


Carson [ 


result of 
new spape r ads, 
Emanuel, 
May 
The 


nion 
Sterns Co.. St. Louis. 
newspaper program 


was so successful, and cus 


tomer acceptance of the 
Fedders line was so strong 
that we put Fedders on our 
three radio programs, with 


12 spots a day 











“Sold 20 units. Dealer ads paid 
out better than our own ads!” 


We sold 20 Fe 


dders Room 


Air Conditioners directly 
from the ads,’’ says Vince 
Velcri, W H. Block co... 
In lianapolis, Ind All cus 


tomers looking for 


room 
| for Fedders. We 


cCOuIdN t advertise 


units aske 
sO 1nex 
when 


} Cnsi\ ely espe ( ially 


you consider that the dealer 


bettet 





& 
y 
& 


“We attribute 90% of our 
sales to dealer campaign!” 


We sold 


units Out Of this st 


more F¢ {ders 
than 
ill the competition in 


town, Cliftord 


~ 


nis son, 
vision & 
Hanover, Pa 


We had 30 Inquiries from 


Ap} liances 





he first ad and made 15 
sales. We attribute 90% of 
our Fedders sales to the 


Fedders dealer new Spaper 


program! 
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How did we 
sell so many 
Fedders 
Room Air 
Conditioners? 


H' IW did these Fedders dealers clean up? It’s simple. They 
helped Fedders test a dealer newspaper advertising plan 
in three markets last year. The way those ads brought customers 
in and relieved them of thousands of dollars, you'd think there 
was some kind of hypnotism involved. But let’s be modest and 
just say that Fedders knows the secret of retail advertising. 


Here’s what this dealer newspaper program gives you: 


1. The biggest, most concentrated barrage of 


newspaper ads ever run during the selling season. 


a] 


. Lower cost per ad 


Ww 


; Split second timing...on the hottest days in the 


heart of the selling season 


— 


. Your name in BiG PRINT in your own market. 


nn 


. Better tie-in with national advertising 


2) 


. Greater Fedders dealer identification 


You'll sell more and profit more if you tie in. See your Fedders 


distributor right away about the terrific 1953 Fedders Dealer 


Newspaper advertising program. Or write to Fedders-Quigan 


Corp., Dept. EM-4, Buffalo 7, N. Y. 



























UNITED WE SELL 


FEDDERS 


( 
































MAJOR DEPARTMENT status given to electric housewares by Loveman CAREFUL PLANNING by store manager Joseph Catalano (seated at left) and 
Department Store is partially responsible for an annual business which runs into his assistants before every promotion covers demonstration of appliances, other 
six figures. The department is conveniently located near store elevators merchandising techniques, and such details as advertising in local paper 


1 Their Housewares Promotions Are Ditteren 


Cakes for Gl’s, a consumer consultant and a bride’s package 
deal are three ways in which Loveman’s Department Store in 


Birmingham, Ala., has built electric housewares sales to six figures 


By A. B. Windham 


i ep electric housewar ection old home-baked cakes? ‘They would hort space of a week, more than 100) =ment. Special decorations and trim 
i 


i major department at Love Well, would the Army fly them in to cakes of all sizes and designs were mings, of course, a1 placed on ever 
man’s, the big Birmingham the boys if Loveman’s produced th being devoured by hungry members ounter and the electric housewares 
Alabama, department store which doe cakes? hey would, of cours« So of the 31st Division: wives, mothers, ction takes on a carni\ 
in annual business m small appliances Catalano went to work weethearts and well-wishers who pat FI Dien! Uni 
vhich runs into six figure With the cooperation of the manu ticipated in the competition wert — ee ee 


\ series of first rate promotions facturer who upplied WXCl glowing with the sense of a deed well In our advertisements for thes 
taged by Joseph J. Catalano, house toasters and percolatot is prizes, done, and Loveman’s was selling « sions, price goods are featured in 
wares manager, has been a contribut Catalano broke his ads in the Bu muxers, toaster ind percolators as the layouts, as a means of bringing 
ing factor towards Loveman’s selling mingham new paper Hie pomted never befor trathe im. On the floor of th tore, 
uCCeSS hese promotions are not out to Birmingham and Alabama \s another example of the timeli we spot at various pla ich eye 
only timely and to the point, but ar housewives that here was an oppor ness of Loveman promotions in elec- itcher is tricky disp] featuring 
in some Ways uniquc mM department tunity to provid the bovs in camp tric housewar there is the semi nant mixer Or OVCT-S1 roaster 
tore merchandising with home cooking and at the same imnual “housewares carnival” which Prizes, such as mixers « al 

l'ake the “Operation Cakes” pro time a fine chance to win useful prizes the department stages once in spring — given away to lucky shopp vho reg 
motion, for example. When the 31st _ for their effort ind once in the fall. ‘The event runs — ister at the housewar« unt nd 
Division of the Army, composed ; for two weeks and features special from this list of registrants we com 
largely of Alabama and Mi is ipp! Home Cooking Rolls In merchandise at sper ial prices pil a fine prospect list to follow up by 
men, went into training at Fort Jack Cakes began to pour into the stor¢ “On these occasions, we add about — telephon Lhese ‘housewat carn 
son, S. C., Catalano saw a good op \s Army planes roared off with each five extra demonstrators to the sales vals’ usually boost business around 
portunity to combine public service fresh batch of cakes, the newspapers force,” says Catalano “They are 25 percent over the normal level 
with good salesmanship played it up as news on page |, and = dressed in white smocks to harmonize Probably the most effective idea 

How would the boys like some good the public loved the idea In the with the atmosphere of the depart- which Catalano has come up with is 
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To Housewares Sales 





A CONSUMER CONSULTANT, Mrs. Ninette 
Griffith (left), makes personal interview surveys made for mixers 
before any promotion to determine housewives need All types of appliances 





5 REPAIR STATION which receive: 


hes them to authorized factory 


ti tained for the nvenience 
th ( 1 ynsultant’ Acting 
in thi t Mrs. Ninette Grif 
fith, a voung Bi mingham matron who 
tiliz ier past training in speaking 
ymat nd public contacts as an 
nterin dge in determining the 
ustom needs, likes and dislikes. 
Mu f Mr Grifhth’s work is 
imilar to that of a standard hom« 
onomist She goes to high school 
home onomi classes, college 
classe lub gatherings and other 
oups to demonstrate electric house 
wart t hold clinics or just to dis 


ELECTRICAL 





small appliances 
service 
»f customer 


MERCHANDISING—APRIL, 


sta talks as the 


cuss the use of small appliances with 
members present But in 
Mrs. Griffith does many other 
to promote the 
ances 


iddition, 
thin 


sale of small appli 


Catalans and 
to stage 


before 
his assistants decide 
tion on any appliance, Mrs. Griffith 
into the field and interview 
housewives and buyers. She learns the 
actual need for the appliance in ques 
tion and the potentialities for selling 
it. When her research is done, Cata 
lano and the store heads know exactly 


lor example, 
a promo 


FOCS 


1933 





LIVE DEMONSTRATIONS, with 
blenders 


are 


CONTINUOUS TRAINING | 
one being given above 


be given the advantage of the latest ideas in the 


foods, 


real are 


fryers, other appliances 


connected up for use to a 


SME Biscoar 


way of demonstration 


the status of the market for the appli 
they 
ibout what 


ince Or apphances are going to 
just the 1 
ults of the promotion should be 

\ promotional idea 
Grifhth has worked out and which 
Catalano is instituting immediately 
in the electric housewares department 
is the “bride’s package deal”. ‘The 
idea behind this, according to Mrs. 
Griffith, is to improve and make easier 
the matter of bridal showers. 

“Under our ‘bride’s package deal’, 
we offer a plan whereby several people 


promote and 


which M1 


wedding 





SPECIAL PROMOTIONS, such as bride's package 
deal developed by Mr: 


Griffith and explained here 
gift 


shopper, are big les builders 


carried on for the benefit of the sales staff, and often includes such informal pep 
by manager Catalano who believes that all members of the group should 


and selling technique 


may chip in together to buy the brid 
in electric mft, which 
would certainly be more acceptable 
than several handkerchiefs, bits of lin- 


geric, et 


housewares 


, and go a long way toward 
climinating duplication of gifts,” ex 
plains Mrs. Griffith 
\s usual, Mr. Griffith has scouted 
the field and finds that such an idea 
will be well received by the majority 
of women who are constantly worried 
ibout what to give prospective young 
brides at innumerable showers 
(Continued on page 140) 
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} Vimar POTATOLS 





deep fat fryers was Litt Jewelry. After 


till using the promotion 





Tbe eteon WME Chonn ! € 


9° 


3” Plendag lifiewnons 
Gore FROMEM CHUCKLES 


2 MNTS SALAD OF. 





week of participation Litt was at thi 


Free Trial 


ONE OF THE FIRST Chicago retailers to tie-in with Hyland Electric Co.’s promotion of 


Clicks for Fryers 


Direct mailings and TV demonstrations make the 


most of a free-food-with-every-free-trial promotion 


staged for the dealers of Hyland Electric Co., Chicago 


N the reasonable assumption 
that a good appliance dealet 
will always welcome a proposi 

tion that both makes sales and creates 

new accounts, the Hyland Electric Co 


of Chicago early last year inaugurated 


a promotion that at this writing was 


still selling Dormeyer deep fat fryers 
for both Hyland and its dealers 
Hyland chose the fryer because, as 
Hilliard 
(“Hilly”) Graham explains, “it is new 
and it produces foods fried in deep fat 
which, according to the U.S. Bureau 
ot Home | COnOTIIC 


sales promotion manager 


;, are favorites with 
lower income groups.’ 

Che promotion’s basic hook was a 
free trial offer of the fryer, but Gra 
ham felt that this alone was not 
enough. The offer should, he told hi 
Hyland Electric bosses, include som« 
sort of a free gift as a reward for using 
the fryer. The obvious free gift to a 
company a fryer was food. “Food,” 


he says, “is the thing that people find 
hardest to resist. The mouth waterins 






of fried chicken and French- 
fried potatoes have the widest appeal 
and an offer of enough for a full meal 
impresses prospects as gencrous.”’ 


qualities 


ood processors, in return for some 
free advertising, fell over themselves 
to supply the food give-aways. The 
Pictsweet Co. offered frozen sliced 
potatoes; Keeshin Poultry, Inc., came 
through with frozen chickens; and 
Kraft volunteered to supply three 
pints of cooking oil for each of the 
tree-trial fryers. Together, the dona 
tions amounted to a food packag 
vorth $2.55 at retail. 

lo publicize his promotion, Gra 
ham picked two media, direct mail 
ind television demonstrations, Thre 
times a week Miss Bernice Berube ap 
peared on Chicago video screens to 
show consumers the benefits of deep 
fat frver cooking and to offer the free 
trial. As the possibilities of each audi 
ence were exploited, the program 
changed its hours, but in 30 weeks of 

Continued on page 112 


writing 















DIRECT MAIL pieces, here being checked by Hyland ‘Hilly 
were mailed out for dealers by the distributor. One mailing of 10,000 
resulted in 133 sales 


Graham 



































TV DEMONSTRATIONS, staged three times a week, were the second big medium 
used to get prospects for dealers. Programs were broadcast over two stations 





t : . lie ALM / 
j a . = - 





BIG PROBLEDA, after promotion got rolling, was to maintain dealer tocks of 
the give-away foods. One distributor representative was kept busy on tt ne jot 
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HARRISON IS AQUQI/iTtYy LINE 


mporary design...superior construction and finish demanded for luxury kitchens! 


@ One-third heavier weight steel 
Radius edges Nylon roller drawers 
g 
@ Spring hinges Sound insulation 


HARRISON IS ACOMplete LINE 


all the cabinets...cil the accessories...all the gadgets needed for any kitchen job! 







@ Colors and wood grain finishes 
@ Standard cabinet sizes 12" to 72” 
@ Custom units made to measure 


HARRISON IS A COMpetitive LINE 


the deluxe custom—type features required for modern interiors...of sto 





ndord prices! 


SEND THIS COUPON NOW 





@ Priced for middle-income bracket 
@ Special— purpose units standard priced 
@ STANDARD cabinets in COLORS 


— 








= 


Harrison Steel Cabinet Co. 
4718 West Fifth Ave. 





| 
| 
| 
| 
sunrise pink natural oak | Chicago 44, iil. 
The HARRISON spring yellow umber oak | 
“Lazy Corner” Unit off green inten Viti l Please send more information on 
F t ‘ t bonnie blue knotty pine | HARRISON steel kitchens to 
mist grey colonial maple | Name 
favorite white grey oak Company 
| STEEL CABINET COMPANY Street 
Cit 
4718 W. FIFTH AVENUE e CHICAGO 44, ILLINOIS ! ~"Y 
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ree Trial for Fryers 


CONTINUED FROM PAGE 110 


telecasting only three cripts 
ised. ‘The most remunerative 
Hyland Electric discovered, 
2:30 p.m., between 


motion picture 


I p! 


Stumbling Block 


Selling the promotion to dealer 
was, says Graham, the toughest part of 
the job. They objected, first, to the 
required outlay of $75 for postage for 
the direct mail pieces, which Hyland 
would prepare and mail, and, second 
to the risk of the venture. “Deale: 
reaction,” says Graham, “was, ‘Shucks, 
we'll get a lot of people in here for 
1 free load and then we'll be up 
the well-known creek when it come 
to collecting the payments for the 
ia #0 


Oh tt tn tn tn tn 


An appliance dealer who tries to 
keep his books in his head these 
days—usually goes out of it soon. 


PRARAAAL a RRAAAKAAAAAAAABAAMAS 


l’o this objection Graham had an 
answer—a previously conducted test 
mailing. Out of a mailing of 10,001 
140 people had accepted the free frial 
and the food. Seven of these 140 at 
the food and returned the frver 
133 both ate the food and bought th 
Irvel 


mg 


Program Maintenance Simple 


Once the program got underway at 
the dealer level its maintenance was 
relatively simple. The biggest problem 
seemed to be keeping participating 
dealers stocked with enough of th 
frozen foods to meet the demands of 
people who wanted to make the trial 
['o accomplish this, one distributor 
salesman was assigned the job of main 
ae, these tocks. Dealers them- 


s had to assume the 


n browme adverti 


Bart 


oO «I in 

to prevent the inroads of hungry 

plovec . 
Quality-checks are a full-time job with Rauland—all the way [he promotion appealed primarilh 
down the line. From spectographic analysis of tube components to to those firms which do a high pro 
ionization test for vacuum—1,314 tests are your assurance that portion of time payment business, but 
Rauland meets the highest engineering standards. Test-proved in enough appliance dealers of all types 
our factories and laboratories, performance-proved in countless got on board to practically clean out 
homes...it's plain to see why Rauland is the proved profit-getter, Hvland’s stocks of frvers. End 
too. The Rauland Corporation, 4245 N. Knox Avenue 
Chicago 41, Illinois—Mulberry 5-500¢ 


JEE™ Subsidiary 


FRAN LAWN LY 


regia vr &. ; 


“WHO LEFT THE REFRIGERATOR DOOR OPEN” 
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IN WATER HEATERS 


ce R POR ATA OR 


Here’s why this fact is 
important to you... 








MORE THAN 2 MILLION A. 0. SMITH GLASS-LINED 
WATER HEATERS IN AMERICAN HOMES PROVE THAT 











PERMAGLAS-HEATING PRODUCTS 


Sales: Ationta « Chicago 4 © Dallas 2 « Denver 2 © Detroit 21 © Houston 2 « Los Angeles 22 
Midland 5, Texas « Milwoukee 8 © Minneapolis « New York 17 ¢ Philadeliphio 3 « Pittsburgh 19 
San Francisco 4 ¢ Seattle | © Springfield, Mass. ¢ Tulsa 3 © Washington 6, D. C 


Service: Chicago 17 « Dallas | «© Ockland 21 © Union, N. J 


International Division: Milwoukee | — Licensee in Canada: John Inglis Co., ltd 


Two half-page ads on facing 
pages of the June 8 issue of LIFE 
will put a tremendous extra wallop 
into A. O. Smith Permaglas-Heat- 
ing Products sales promotion at 
the height of the selling season... 











ELECTRIC 


hele apes Th Ba nAy! 


' , : . ‘ 4 Ye aes a ; : 
* Py = Permaglas Portable 


) Permaglas 50-Gallon Permaglas 30-Gallon Permaglas Table-Top 30- and 40-Gallon Models 15-Gallon Model 


Permaglas 80-Gallon 


Automatic Water Heater 


to fit your customer’s needs 


- BURKAY 
---and gas-fired - Commercial Water 


Heaters for any 
volume water heat- 


Ld ing requirement 
eating en. 


Conditioners 


the only warm-air 
furnaces that are 


Products 2: 
flame modulation 
with MAGIC HEET 

for the Home control 


and Industry 


Gas Conversion Burners 
with and without MAGIC HEET 
control for flame modulation 


PERMAGLAS-HEATING PRODUCTS 





The World’s Most Modern Kitchens 











Planned and Built by one of the World’s Largest Stee! Companies 


You can’t miss with this high profit, big volume, no trade- 

Look in line! Newest on the market... with new styling, new 

at the lined features, new everything. All backed by a new dynamic 

Look sales program that’s worthy of the big name it bears. Get 

at the name! all the facts... now...from your distributor, or write 

Look Berger Manufacturing Division, Republic Steel Corpora- 
at the backing! tion, 1012 Belden Ave., Canton 5, Ohio. 


Look IT’S THE NEW BIG NAME IN STEEL KITCHENS 


oe | REPUBLIC STEEL 


v a] oe if * 
Kk { AX J } y # ; 
« A few selected distributor opportunities still available. Write us. » & a AVOTL oy we 
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Since the New Line has been introduced, 


— 











—— APPA NCES ah 





NEW forthe Middle Market... 


NEW 10-STAR SPECIAL 
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sales are higher than ever... 





Pa td 
~ span 


IT’S TOUGHER THAN - 


#* ~ EVER TO SELL AGAINST 


Whirlpool CORPORATION St Joseph Michigan 


Clyde, Ohio @ LaPorte, Indiana 
WORLD'S LARGEST MANUFACTURER OF WASHERS, DRYERS and IRONERS 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 
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“Never has WHIRLPOOL superiority been so great . . . or so ob- 
vious!” That’s the enthusiastic conclusion by dealers everywhere who 
have seen the terrific, new, wonderful WHIRLPOOLS. 

Now, for the first time, WHIRLPOOL gives you what you've always 
wanted ... an automatic for every segment of the market. Every family 
in your community can own a wonderful WHIRLPOOL because there’s 
a model for every purse, every purpose ... mo sale need ever be lost! 

Each of these new models proudly bears the famous WHIRLPOOL 
name and quality. Each is strikingly beautiful and has the greatest 
features in its price range. Each is a leader and performs like a leader. 
You must see them to appreciate what they can do for you. Ask your 
WHIRLPOOL distributor for the complete story. If you’re not a 
WHIRLPOOL dealer, then join up! Remember .. . it’s tougher than 
ever to sell against wonderful WHIRLPOOL. 


a iy esas 
MAILTHIS | wuiRLPooL corpop oe ee 
COUPON ; St. Joseph, Michigan _— 
I'm intere t d ‘ : 
TODAY with shee tan in knowing how oy sales . 
i W, color film... MOTHER can be increased 
Name TAKES A HOLIDAY 
Firm : 
j 
j Address 
i City 
L 
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ADDEMBLY 


Means - More Power - Simplified 
Servicing « Positive Quality Control 


21” and 27" VW 


 § 





S 199% 


Ready Now for U.H.F. 





Unit Assembled 


M9300 


Chassis 


Unit Assembly — Stewart-Warner’s advanced new UNIT ASSEMBLY 
CIRCUIT DESIGN means positive Quality Control all along the pro- 


duction line. . 


Simplified Servicing 


minimizes possibility of faulty sets reaching the field 
Exhaustive research has proved that 89.3% of 


TV trouble results from tube failure. Stewart-Warner’s new “X-9300" 
Chassis, with unit assembled circuits, and increased stability of com- 


ponents 


Most Powerful Chassis in TV! Stewart-Warner’s 
FORMS them all in absolute picture stability 


. reduces servicing time to the minimum. 


“X-9300" OUTPER- 
. in amazingly lifelike 


clarity and sharpness of detail, even in “fringe” and weak signal areas 
STEWART- WARNER ELECTRIC * Division of Stewart-Warner Corp. STEWART 
1300 N. Kostner Avenve * Chicago 51, Illinois 
tn Canada * Belleville, Ontario 
Leading Electronic Producers for the Armed Forces WARKER 


120 














! How to Use The Gift Campaign 





rough-and-tumble battle for 
More ales can be 1 
through more effort 
merchandisers that multi 
billion som-out in 
1953, they must take these very 
but very important steps 

STEP 1—Ask distributo 


Dusin¢ 
shed only 


ind if electrica 


ymphi 
i 


want to sec 
dollar market blo 


simple 


salesmen 


to provide the official 1953 Electric 
Housewares Gift € ampaign material 
plus all available additional merchan 
dising aids—mats, direct mail piec« 
display material—and help install ele 
tric housewares displays 

STEP 2—Educat« espeopl to 
the importance and sales-potential of 
electric housewares as gifts and enlist 
their enthusiastic selling support. 

STEP 3—Display the free decal on 
store door or window at once to es 
tablish immediate identification as gift 

| headquarters for electric housewares 


STEP 4—Give window and inte 
rior displays more telling power and 
selling power with the free gift-occa 
sion streamers. 

STEP 5—Make ll 
move more merchandise by using the 
free ad mats of actual electric hous« 
wares items and the special headings 

STEP 6—Turn into buyers 
with real selling signs on every electric 
housewares display. 

STEP 7—Offer gift 
wrapping service to add package ap 
peal to every electric housewares item 

STEP 8—Multiply traffic and sales 
by offering electric housewares gift cer 
tificates; you see the person who gives 
plus the person who gets 


advertising 


“eyers”’ 


customers a 


STEP 9—Install a front door di 
play to stop more traffic and _ start 
more sales 

STEP 10—Set-up a self-service sec- 
tion to stimulate mor impulse buy 
ing and reduce selling cost 

STEP 11—Check electric hous 
wares stocks constantly to make cer 
tain that every sale can be closed, to 
issure complete customer satisfaction 

STEP 12—Use the “Spring Sales 


Planner” as a practical promotional 
blueprint for advertising, display, tim 
ing. 

STEP 13—Merchandis« 


every gift 


CONTINUED FROM PAGE 83 









elling opportunity all through spring 


Mother's Day, l'ather’s Day, June 
brides, birthdays, anniversaries, show- 
ers, graduations. 

STEP 14—Cooperate in city-wide 


electric housewares promotions for 
wider, deeper penetration of the multi 
billion dollar gift market. 

STEP 15—Ente: 


electric housewares 
1953 display 


photographs of 
windows in the 
contest for national rec- 


gnition and award 


Tying in with Mother's Day 


With Mother’s Day next on the 
gift-giving calendar, let’s take this 
important gift-selling occasion as a 


prime promotional example. .. . 
Have you arranged an attractive 
Mother's Day gift display right at the 


point-or sale? 

Have you prepared Mother's Day 
selling sign 
housewares display? 
Have you 


copy for every electric 
created a window with 
electric housewares gifts for mother 
to tempt more traffic into your store? 

Have you ordered, received and put 
up the industry-furnished display ma- 
terial for complete and compelling co- 
ordination? 

Have 
newspapet 


you scheduled Mother’s Day 
advertising featuring elec 
tric housewares gifts as first choice of 
modern mothers? 

Have you checked your electric 
housewares stocks to make certain 
all possible sales can be closed quickly 
and easily? 

Have you 
on all phases of 


promotion to 


oached your sales staff 
your Mother’s Day 


generate selling enthu 


siasm and efficiency? 

Have you provided gift wrapping 
paper and gift certificates to attract 
more gift buyers to your store? 

If you can check off as having done 
the things on this list, you are ready 


to go on to a more productive, more 
profitable Mother’s Day selling season. 
And, as each promotional event comes 
up, do the thing—prepare 
a specific check-list for every store ac- 
tivity and follow through for sales suc- 
cess all vear End 


very Sammic 


"round 

















|MAN-SIZE 
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Display need not be Elaborate 


The prize winners won't necessarily be the biggest displays, 
but rather the most ingenious, the most original. 


1. The Electric Fan window display contest is open to all 
retailers who sell Electric Fans. 


2. The window must feature Electric Fans exclusively, and 
the display must remain for at least a period of one week. 


3. The contest will begin May Ist and end June Ist for all 
retailers. Any Electric Fan display installed during this period 
is eligible. All entries must be postmarked not later 
than midnight, June 15, 1953. 


4. Photograph or snapshot of your window must be sent to 
FAN WINDOW DISPLAY CONTEST 
ELECTRIC FAN SECTION 
National Electrical Manutacturers Association 
155 East 44th Street, New York 17, N. Y. 


Send in as many entries as you wish."All prize winners will be 
announced as soon as possible after the close of the contest 


5. On the back of each photograph or snapshot, please print 
the following information 


a. Name of person installing the display 


2nd Prize °500 


DEFENSE BOND 





| 

[ 
! 
i 





_ Read the Simple Rules 


b. Name and address of the store 

c. Date and length of time the display was in window 

d. Type of store-——department, general, hardware, or ap- 
pliance 

e. Name of distributor and distributor salesman serving you 


6. Awards will be based on originality and interest 
—noft on size of store or window. All retailers have 
equal opportunity to win. 


7. All retailers who enter contest must display the window 
streamer provided by the Electric Fan Section to qualify for 
award. 


8. The individual whose name accompanies the winning 
entry will receive the prize. If prize money is to be divided 
among two or more people in any store, the store’s own 
management will determine division of such prizes 


9. Judges will include 


Laurence Wray, Editor 
Electrical Merchandising 


Willard Johannsen, Editor 
Electrical Dealer 


Charles G. Pyle, Executive Director 
National Association of Electrical Distributors 


10, The decisions of the judges will be final. Photograph 


submitted cannot be returned. In case of ties, duplicate 


awards will be made. 





ELECTRIC FAN SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N. Y. 


AIRMASTER CORP. . 
THE EMERSON ELECTRIC MFG. CO. + 
FASCO INDUSTRIES, INC. . 
KNAPP-MONARCH Co. . 
SIGNAL ELECTRIC MFG. CO. . 
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CHICAGO ELECTRIC MANUFACTURING CO. . 


DIEHL MANUFACTURING CO. 


THE FRESH"ND-AIRE CO., DIV. OF CORY CORP. 
GENERAL ELECTRIC CO. . 
REYNOLDS ELECTRIC CO. . 

W. W. WELCH CO. . 


HUNTER FAN & WENTILATING CO. 
ROBBINS & MYERS, INC. 
WESTINGHOUSE ELECTRIC CORP 


1953 





Ist Prize 3] 00 0 Defense Bon 


10 HONORABLE MENTION PRIZES 


EACH $100 














ll ate 


HOW EVERY DEALER 
CANWIN 


y 
A 









Regardless of the contest prizes, you'// win 
when you start to sell Electric Fans in 


May. Here’s how: 


DEFENSE 
BOND 


Don’t depend on weather for a good fan 
season, 

Train salesmen early to sell proper fans 
while there’s still a good selection. 
Pre-season direct mail campaigns will 
make customers plan for fan needs before 
the heat begins. 


Contest open to 
all dealers who 
sell Electric Fans! 


You can win a valuable 


Establish your store as fan headquarters, 
get the jump on competition. 

Start making your fan plans now—cash 
in on sales as well as contest prizes! 








prize by featuring Electric 





Fans in your show win- 
dow this Spring. See your 


distributor for manufac- 





turers’ display materials, 
and use them in conjunc- 
the 


streamer described here 


FREE—Industry Window Streamer—size 84" 
x 39"—to highlight your Electric Fan window 
display and bring passersby into your store. 
Tells your customers to plan now for summer 
comfort and buy now for complete selection. 


tion with window 
— provided by the Electric 
Fan Section of NEMA 


FREE—“Facts About Fans’’—new retail sales 
training booklet. Use coupon below! 








eaten a eae Sigh a 8 Sg oe a a Ne a a S 
| CLIP AND MAIL TODAY! | 
| | 
| ELECTRIC FAN SECTION 
| National Electrical Manufacturers Association | 
| 155 East 44th St., Dept. ED-4, New York 17, N. Y. | 
Please send me, absolutely FREE, Electric Fan Section Window Streamer, 
| Window Display Contest instructions, and “Facts About Fans’’ booklet. | 
| | 
| RE Re eT Se ar RE TES Em AEN Met Emel Noelia anil’ Yew aleve ip % | 
| | 
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Typical example of “back-to-the-kitchen"” movement... one of the “Young America’ Home Kitchens designed by G-E Home Bureau. 
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back-to-the-kitchen’ 
| Can mean TO you 


For years and years, the kitchen has been the Plain 
Jane of too many homes. Too often, it has been clut- 
tered up, under-styled, under-applianced and mainly 
a place where Mother did the chores the hard way. 
But, today, things are different. 


The kitchen has had its face lifted! 


Now, it’s often an integral part of the home’s living 
area, and filled with gleaming, worksaving, smartly 
styled appliances. 


No wonder there’s a “‘back-to-the-kitchen’’ move- 


ment going on. Today, the kitchen’s a place to live. 


Look around you 


All over the nation you'll see new homes built around 
an all-electric kitchen. Outstanding examples, coast- 
to-coast, are the General Electric ‘Young America’”’ 
homes. In these new designs, the kitchen is “‘King.”’ 


And, look in the women’s service magazines to see 
how they’re remodeling old homes. The heart of many 


a remodeling job is a fine, modern kitchen. 


Yes, the All-Electric Kitchen idea has caught on, 
and many G-E retailers have profited from the trend. 
General Electric started the trend long ago by styling 
companion pieces of kitchen appliances—to be sold in 
sets! And General Electric pioneered the advertising 
and promotion of the new kitchen concept. Now, the 
business is really rolling, and here’s why it’ll be bigger 
than ever... 


The people can buy 


In the last 20 years, there has been created a larger, 
more prosperous middle-income group with money in 
the pocket and in the bank to “hire’”’ the “‘electrical 
servants” of the modern kitchen. In most cases, these 
people can buy a new, G-E All-Electric Kitchen for 
less than the many monthly payments on a car 

about $47.20 a month, after a small down payment. 


If the payments are included in the mortgage on a 





new house, the monthly charge for the All-Electric 
Kitchen comes to less than a monthly telephone bill! 


New business in old houses 


Take a look at those old houses. Many a remodeling 
job got passed by in'the recent building rush. People 
who live in old houses are “making do’’ with old- 
fashioned, ugly-duckling kitchens. These people are 
live prospects for beautiful, new G-E Kitchens that 
will make their lives so much easier. 


We help you sell 
We don’t just stand on the sidelines cheering you on. 
We try to give you more than a fine line of matched 
appliances crowded with unusual selling features: 
ranges, refrigerators, dishwashers, Disposalls," food 
freezers, water heaters, home laundry equipment, 
cabinets and room air conditioners. 

Your G-E distributor will train your salesmen to 
sell electric kitchens and will draw up new, All-Electric 
Kitchen designs for any customer of yours who wants 
to ‘“‘see’’ in advance what she’s buying. 


Here’s what you do 
‘Today calls for a new frame of mind when it comes to 
selling appliances. 

Not one appliance at a time. But a whole G-E 
Kitchen at a time! When a customer walks into your 
store and asks for one appliance, find out whether 
she’s a prospect for more. Many families, in every 
neighborhood, are prospects for whole new kitchens. 

Today, we know of many dealers who are cashing 
in beautifully on the General Electric Kitchen idea. 
They took a good look at the opportunities in neigh- 
borhoods and then found out how to go after, and 
get, the business! 

Call your distributor or write to the General Electric 
Home Bureau, 310 West Liberty Street, Louisville 2, 
Kentucky, for the help you can get from us. Let’s 


both of us start nou 


Major Appliance Division 
Louisville 2, Kentucky 
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TD. |. the right cookware 
for a new range 


















FLAVO-SEAL 
the 
TRIPLE-THICK 


@ 


ALUMINUM 


GOOD INSURANCE 
FOR THE BEST 
RANGE RESULTS 





WATERLESS COOKWARE 


Neat apparel goes with the successful businessman . . . good tires 


are essential to sate driving — and just as important ts the 
Why not 


assortments of 
with basic sets of West Bend Flavo-Seal 


right kind of cookware to go with a new range. 
replace your customers’ old and inefficient 
“pots and pans 
waterless cookware. They'll be glad you can supply them with this 
triple-thick aluminum cookware that is specially tailored for 
today's beautiful ranges. You'll profit, too — with a 


special dividend in good will and future business. 
WRITE DEPT. 184 ABOUT A SET TO FIT YOUR PROMOTION 


WEST BEND ALUMINUM CO, 


WEST BEND, WISCONSIN 
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Their Answer To Kitchen Volume 





==CONTINUED FROM PAGE 93 


partment do not have backgrounds 
primarily in selling. Murray, who is 
an Air Force vet, describes the three 
others this way: “One is a West Point 
man, a fine engineer who came to the 
company when he left the service. An- 
other is a graduate engineer from the 
University of Maryland. He worked 
two years as an $80-a-week engineer 
before joining us. The third had 
experience selling appliances and 
kitchens before he came here, but 
his background includes 2 years of 
ollege engineering and more in the 


Marines, 
Thorough Training 


Our training program is simple, 
yet thorough,” Murray goes on. “A 
spends his first month 
working a few days, as a helper and 


new salesman 


observer, in every department—the of 
fice, the shops, out on trucks with 
plumbers or electricians, in homes, 


and on the 
out with a 


sales floor. Then he goes 
kitchen salesman. For a 
while he watches the experienced man, 
learns how to design kitchens and how 
to sell them. Then he starts selling, 
it first accompanied by another sales 


man and finally on his own. Knowl 
edge of the product is more impor 
tant than sales know-how, and a man 


with a certain amount of mechanical 
ibility will learn his products 
fast.” 

When a customer 


kitchen comes to the 


pretty 


interested in a 
Webster store, 
primarily to get 


than to sell. He 


the salesman’s job i 
information rather 
shows the customer around the dis 
plays of kitchens, and flnds out what 
ort of kitchen she has in mind. He 
finds out what appliances are new 
enough to remain, which ones have 
to be replaced, what new appliances 
are needed and which brands the cus 
tomer favors. He roughly how 
much the customer expects to spend. 

The displays do most of the selling. 
All the appliances are hooked up and 
operating. The salesman can show a 
dishwasher, a garbage disposer or an 
electric range in action. Color 
schemes come in for discussion at this 
point, and the customer can look 
through books of full-color pictures, 
samples of Formica and a book of 
kitchen wallpapers and cloths 


guesses 


Sales Made in the Home 


With this information on what th« 
ustomer wants, the salesman goes to 


the home, takes measurements, plans 
the kitchen, makes a good sketch on 

iph paper, draw up the proposal 
sheet which serves as a contract, and i 
eady to sell. He may design th 
itchen with the aid of the wife onh 
but he arrang in appointment with 
the hus band 2 cad wife together to clos« 


the deal. This may be at the home or 
at the store. The customers are usually 
pleased with the prospective design 
The chief questions in their minds 
are: Am I getting my money’s worth? 
Will I be satisfied with the job? 
The fact that all the mechanics on 
the job will be Webster employees 
helps back up the salesman’s assur 
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both Price is 
rarely an important question. The a 
erage job totals $2,000 to $2,500, 
with some lower and some much 
higher. Generally, only the top appli 
ances are requested with custom 
kitchens—‘‘deluxe double-door refrig 
erators, electric ranges with all thi 
gadgets, and the best of everything,’ 
Murray says. What the customer 
needs most is the assurance that the 
job will be done perfectly. 


inces on questions. 


Follow-Through Selling 


[he salesman’s job doesn’t end 
when the contract is signed. He 
schedules the start of work with the 
customer, then checks at the 
every day while it is in progress 

[he actual blueprints from which 
the job is from a drawing 
made by the Webster color consultant 
draftsman. This woman works at a 
board right out on the 
kitchen department's sales floor. She 
transforms the salesmen’s sketches into 
finished plans and is always available 
to customers who want her advice in 
making final choice of decorating 
scheme. Any of the 
is capable of 
himself. 

ebster doesn’t mi 1 trick in 
doing the whole job. The plumbers 
ire expert in relocating sinh ind radi 
itor EF.lectricians do the necessary 
rewiring, and ac ] 


1O ids 
by altering fuse running 


home 


done come 


drawing 


kitchen salesmen 


drawing these final plan 


ommodate new 


panel ind 


cables from  higher-amperage fuse 
boxes. Carpenters install cabinets, re- 
locate doors, windows, _ partitions 
Painte ind an expert plasterer do a 


good job on the walls. Formica tops 
are measured and cut exactly in the 
Webster shop, then fitted perfectly to 
the work area in the kitchen 


No Sublet Headaches 


“You can sublet parts of the job 
and still do a good kitchen,” Murray 
says, “but it’s an awful lot of work. 
Then there’s always the service to be 
considered. If you’ve sublet contracts 
and a woman calls to say her dish- 
washer isn’t working, what happens? 
Do you send an appliance repair man 
or call the plumber or electrician? We 
don’t have that problem—if we can’t 
find out on the phone what's wrong 
we send the service manager.” 

Webster can also do the job faster, 

ordinate the eftorts 
of its mechanics. Ever 


because it can 


goes in 
m schedule, so the job from start to 
finish take ibout fi la rather 
than the usual two to three weeks 
‘Most important thing about ha 
ing your own mechani is that ther 
lo the job carefull 1d well,”” Robert 
Webster savs. “In this kitchen busi 
ness, people won’t pay vou unl 
they're satisfied, If some linoleum 
torn, a cabinet is scratched or an ap 


pliance is dented, they'll hold up th 
check until you fix it up and make it 
perfect. There’s a lot of volume in 
this field and it’s worth going after 


But you have to do the whole job if 
you want to 
while.” 


worth 


End 


make it really 
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Yes —There’s PROFIT for YOU in Every 
One of These EXCLUSIVE Kitchen-Aire Features: 


EASIEST TO INSTALL — 


requires only 6*s” hole in wall or ceiling instead of 
about 14” x 24” for other fans—/ess drilling, saw- 


ing, patching, plastering—about 4 hours /ess instal- } 
X x &SS a 
lation time. a= a 
ee 


SO _ =". 





WALL OR CEILING — 


Only attractive grille visible in kitchen. Complete 
fan mechanism in modern, weatherproof housing 
OUTSIDE home. Standard 6” duct runs up to 30 


feet are practical. 


Selina 
° 









SAFEST — QUIETEST — 





No “grease Asinnatel motor as fire hazard in wall 


or ceiling yr and blade noise 1s outside house. Pi mn 


A POSITIVE AIR PULL—LONGEST LIFE— 


; of X— Kitchen-Aire pulls moisture, grease, odors from 
——a 






home. Quality aluminum construction. Motor and 


Wd fan outside of air stream—no “grease bath.” Clean- 


<< est longest life. 


stewart KITCHEN-AIKE 


KITCHEN-AIR 


is the ONLY Kitchen Ventilator 


OUTSIDE the house... where it BELONGS 
Outperforms . . . Outvalues all others! 


INSTALL . 


BECAUSE | 





with the fan unit installed 


- ELIMINATES COMPETITION 


KITCHEN—BATH—PLAYROOM—BASEMENT ‘4 


Every home needs Kitchen-Aire—not only in the 
Kitchen—but in the Bathroom, Playroom and Base- 
ment as well. 


ped A HOME 


37,000,000 HOME MARKET — 


The market is tremendous and it’s untouched. For 






‘ 
2, Gower 
cue Smet es 
5 ete 


34 


- 
<_ 


re” new or remodelled homes—wherever there’s mois- 
, 


\ ture, grease, odors to be rempved—help yourself to 
had ” , cs 
— 


multiple sales with eye-appealing, efficient, modern 
Kitchen-Aire. 


YOUR PROFITS ASSURED — 


e - gel / 
Kitchen-Aire eliminates competition because there’s [* « 
, . . ; ; =e) eh 
—_ 4 


' 


no other ventilating fan with Kitchen-Aire s self- <x ee 
selling features. It’s unit packaged for maximum con- E ~ 
venience—and so easy to install that many home VEN 


handymen do it themselves. 


For ALL the facts... Mail Coupon NOW! 
STEWART MANUFACTURING COMPANY, INC. 
320-C East St. Joseph St., Indianapolis 2, Indiana 


Please send me complete Kitchen-Aire information 


(PLEASE PRINT) 


| 

| 

| 

| 

| 

| 

: NAME 
| 

| ADDRESS 
| 

| 

u 


CITY ZONE STATE 


AMERICA’S FINEST VENTILATING FAN 
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tative et DOMESTIC Sh 


DOMESTIC SEWING MACHINE 


SELL EVERY SEWING | 
WITH ONE LINE... 


DOMESTIC “DELUXE” IS NOW 
DOLLAR VALUE HEADLINER 


| 
| Revised Pricing for Models With “De luxe’”’ Head Gives 
| Domestic Dealers Competitive Edge 

















Here’s the famous Domestic full | pendable, long-life operation at mod- 
rotary 153, tried and proved by thou- | erate initial cost. . 
sands of housewives... now priced to The 153 “Deluxe,” and the Domes- 


sell with competitive standard ma- tic “Streamliner,” have adjustable 








clainent knee control, built-in safety light, 
ms ~~ = and a soft brown crinkle finish. . 
The 153 De luxe has sewing fea- easy on the eyes—all to make sewing 
tures usually found in machines cost- | easier, work lighter. And, like the 
ing as much as a hundred dollars | “Streamliner.” the 153 is a “two-in- 
more ... features such as Electro | one” machine, the head itself being 
Stitch-Starter, factory equipped on | removable from the cabinet so that it 
two desk and two console models may be used as a portable 
features such as dial stitch-length The “Deluxe” is available to your 
| regulator, finger tip pressure release, | customers in ten models, nine desk 
lever for forward and backward sew- | and console models with a choice of 
ing, hinged presser foot, automatic | seven beautiful finishes, and the 
The famous Domestic full rotary 153 “De luxe” with all the features, now oe winder, dial tension control ne portable, with its hand- 
ent hae ale ; ‘ . oh Bete aie These and many more Domestic-en- | some luggage-type carrying case 
revised in price to sell with competitive standard sewing machines | gineered “extras” make the “Deluxe” Dollar for dollar, the Domestic 153 
| the value headliner for practical | is the best sewing machine you can 
homemakers who are demanding de- | carry ... and sell... for a real profit 








| NEW “STREAMLINER” HEAD FOR 
CUSTOMERS WANTING THE BEST 


Ultimate in Sewing Ease and Styling. In 8 Cabinets, 6 Finishes 








“The finest sewing mechanism that | thickest materials at slowest speed, 
85 vears of experience and 7 years of | frees both hands for sewing and will 


: postwar engineering can produce.” not stall, even with 16 thicknesses of 
That’s what the people at Domestic cloth. This improved control trans- 
have to say about their new and su- | ™!%S full 110 voltage to the machine 
ahha stele O06 1iinkamatines” pow at even the slowest speed. 
perbly styled 7/25 “Streamliner’ sew- The 725 head. offered in 8 cabinet 
3 ing machine. 


3 models with a selection of 6 finishes, 
From the lightweight aluminum | is a “two-in-one” machine as well. 
head casing, soft brown in color for | for the head can be lifted from its 





> eye ease when sewing, to its unsur- | cabinet to become a portable 
passed performance, the great, new And there’s a wealth of more ° 
“Streamliner” is expressly designed | "€W features ...an improved ten- 


sion assembly, stitch-length regula- 
tor, handwheel built-in for safety, ; 
mate in sewing ease and styling. ate ie ; sety, @ 
On fi e th ‘ n, ; large opening for bobbin removal, 
4 n five of the eautiful cabinet and over-all functional design which 
models in w hich the 725 head is avail- | eliminates protruding spool pins. 

able, Domestic’s revolutionary new | These and many more features make 


for customers who demand the ulti- 





Here’s the smart, new Domestic 725 “Streamliner.” This is the head Electro Stitch-Starter is standard | the 725, the sewing machine “de- 
which will be featured in all Domestic consumer advertising in 1953. equipment. The Electro Stitch-Start- | signed for customers who demand the 


er eliminates runaway starts, sews | ultimate in sewing ease and comfort.” 
WE WILL BE GLAD TO SEND YOU DETAILS AND ANSWER ANY QUESTIONS 


PAGE 
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HEADLINERS 








tater oo Tei 








co., INC., 


CLEVELAND 1, OHIO 





MACHINE PROSPECT 
DOMESTIC: *49-'369 





DEALERS FROM COAST TO COAST ENDORSE 
NEW ...COMPLETE...DOMESTIC LINE 





SELL ONE LINE 
MAKE MORE MONEY 


Domestic Fills Dealers’ Needs 
For One Line Covering Every 
Model Including Z-Z Machine 


Dealers selling the 


1953 Domestic Line 
have the advantages 
of doing business, 
from promotional 


models to Zig-Zag 
machine, with a sin- 
gle American source. 

This was the view 
expressed recently by 
Dodge Barnum, Pres- 
ident of Domestic Sewing Machine 
Co., Inc., of Cleveland, Ohio. 

“For the first time,” said President 
Barnum, “American dealers can sell, 
with absolute confidence, a Zig-Zag 
sewing machine backed by the uni- 
form guarantee of 85 years of Ameri- 


Dodge Barnum 
President 








can sewing machine manufacturing | 


experience. 

“With today’s narrowing of profit 
margins, it becomes increasingly im- 
portant to the appliance dealer,” he 
said, “to maintain a reliable pipeline 
of supply for machines, spare parts, 
and advertising and sales promotion 
support 

“Domestic, with its new, 
line of sewing machines,” said Bar- 
num, “is geared to provide dealers 
with what they need to make sales at 
a fair profit. The Domestic Line starts 
with a low priced Domestic-made 
$49.95 portable. The next step up is a 
full rotary ‘Special’, as low as $89.95 
... then the ‘Deluxe’ and ‘Stream- 
liner’ models in the low and medium 
price brackets, topped by the new 
Domestic Zig-Zag ‘Imperial’.” 

The “Imperial” is being manufac- 


complete 


tured in the Karlsruhe-Durlach re- | 
the 


gion of western Germany for 
Domestic Sewing Machine Co., Inc., 
of Cleveland. 








att 


PRICED TO BREET 


New sales-help material now available to Domestic sewing machine dealers. 





VALUABLE NEW SALES AIDS 
ADDED TO INDUSTRY’S BEST 
SALES PROMOTION PROGRAM 





This Domestic dealers can 
“sell every sewing machine prospect 
with one line... Domestic.” And the 


year, 


Domestic dealer is being backed up | 


by a strong national advertising pro- | 
me - &F sheets can be given away to custom- 


gram, pre-selling these prospects on 
Domestic 

To make the dealers’ demonstra- 
tion and selling job easier, Domestic 
has always made available the most 
complete point-of-sale program 
which today includes demonstration 
kits, identification and display pieces, 
attractive sales literature, low-cost 
giveaway pieces for special promo- 


tions and public showings all 


| available at minimum expense to the 


dealer through Domestic’s liberal! 
co-op advertising program. 

Now, to help dealers sell the four 
great, new “Headliners,” Domestic 
has added new fuli-coler specifica- 


tion sheets, the 1953 store dress-up 
package, statement stuffers, plus a 
new selection of punch-packed local 
ad mats 

The full-color 


new specification 


ers interested in a specific model. All 





cabinets available with the “Impe- | 


rial,” “Streamliner” and “Deluxe” 
heads are pictured, with pertinent 
specifications on the reverse side of 
each sheet. 

The line folder, which can be used 
as a statement stuffer, is conveniently 


| sized and packed with the informa- 


tion your customers want 

To announce Domestic’s four new 
heads, dealers have available to them 
a colorful store dress-up package 
with window or inside wall banners, 
easel cards for display on floor mod- 
els, and posters announcing each of 
the new Domestic heads. 





OUTPOINTS EVERY 
COMPETITOR SAYS 
DETROIT DEALER 


Assures Sales Opportunity 
Second to None 


CLEVELAND, Ohio 

Dealers everywhere 
are acclaiming the 
great, new Domestic 
Line announced here 
recently. 

Robert Zeman, of 
Consumers Sewing 
Machine Co., Detroit, 
Michigan, had this to 
Say: 

“Whether it's price 
or product features, Domestic out- 
points every competitor. There’s a 
model for every class of customer. To 
my way of thinking, that make; 
sales opportunity second to none.” 

Continued Zeman, “I like having 
just one line to sell . .. dealing with 
Just one supplier. I can do that now 
with Domestic because they have a 
machine to meet every selling need.” 

Zeman went on to say, “This is the 
first time that I know of that dealers 
such as myself have had the advan- 
tage of selling, under a single Ameri- 
can brand name, a line of machines 
that equals or exceeds the advantages 
of all competitive lines put together. 

“Dealing with my Domestic dis- 
tributor,” added Zeman, “I’m sure of 
my supply of machines and spare 
parts. It means that my inventory 
costs this year, to sell every type of 
sewing machine, will be lower. 

“Frankly, my hat’s off to Domestic 
for giving the dealer a line he can 
sell at a profit.” 





Robert Zeman 
Consumers 

Sewing Machine 
Company 





WRITE: DOMESTIC SEWING MACHINE CO., INC., 


CLEVELAND 1, OHIO 
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@ Advertising in Saturday Evening Post, McCall's, 


Better Homes & Gardens and Good H« usekeeping! 


@ FREE Point-of-Sale Display ... Window Streamer 


and Consumer Pieces Packed with Each Two Units! 


@ $42.95 Customer Value for $39.95! 


SEE YOUR JOBBER NOW OR WRITE US TODAY FOR 
COMPLETE INFORMATION 


























er, 
WITHTHE NEW MODERN MEA Wayven 





The 
Original 

Liquefier- , 
Blender / 








Only the OSTERIZER 
£1ass container 18 open 
at both ends. This 
per ts easy removal 
f re nts, 





a‘ Only the OSTERIZER 
hits standard canning 
jars. This permits eas 


. « 
, Storage without trans 
fs ferring gredients, 








IT’S BACKED WITH POWERFUL PROMOTION 


pF eee ee eS eS SSF SF SSF SS Se eS eF eSB eee ee eee eese eS 
' 

: JOHN OSTER MFG. CO. 

: RACINE, WISCONSIN 

' 

: Please send me complete information on t big 
' | hone SS af eade promotion 
} ile T 12 Mary Mea | 
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10 Reasons 


CONTINUED FROM PAGE 9% 


deducting the overhead from this fig 
ure to get the net. When he takes the 
next count, he can make the adjust- 
ments necessary to bring the net up or 
down to the actual figure. We advise 
the reader to take a physical count, at 
least semi-annually, and, if possible, 
quarterly. This may mean added work, 
but it will give him a tighter control 
over his costs, which is of utmost im 
portance these days. 

5:—Modern recording equipment sim- 
plifies inventory control. With the 
introduction of cash registers with in 
ventory control, as well as other book 
keeping features, the paperwork on 
stock-keeping has been minimized. 
I'he dealer can keep tabs on his inven 
tory month-to-month by means of spe- 
cial keys fitted to the register that 
record withdrawals from stock depart- 
mentally. These withdrawals can be 
transferred to stock control cards, 


eee OL644450004 


With taxes the way they are to- 
day, a good many appliance dealers 
will end up ragged individualists! 


PP PAE FAL ALD ALD LPL PD PP Prec 


which also show the purchases, so that 
the dealer knows how much he has on 
hand of each item at the end of each 
month. He can check the balances on 
the cards with the stock periodically to 
minimize loss on inventory through 
error, theft, damage, etc. Such losses 
run high where inventory control is lax 
or where the dealer takes the count 
only once yearly. Sometimes the loss 
runs more than 5 percent on pur 
chases, depressing the net profit con- 
siderably or eliminating it entirely 
where the net is in the low brackets. 
Inventory leakages are hard to find, 
even by an auditor, unless the proper 
records are kept throughout the year. 
In fact, they are impossible to trace in- 
dividually if the dealer relies entirely 
on the year-end count. This is recog 
nized, even in big establishments, 
where they sometimes standardize the 
loss on inventory, say to 4 of one per 
cent, and are satisfied if the current 
variance is no more than the average. 
I'he one way to keep down loss on in- 
ventory is to keep a year-round check 
with modern recording equipment 
Continued on page 132 








al Danch | 


“VLL BE THERE AS SOON AS THIS ROUND IS 
OVER” 
























\ MAKES WATER 


Helps Bosp to Cles a THAN RAIN 


pe Water to Rinse 


Owners are Introduced 


to a Wonderful Washing Help 





A sample of CALGON goes with 
every Duchess washing machine 


— 


= that leaves the factory 


= Ball 








= 
{ = i Every woman who buys a Duchess washing 
. | machine gets an opportunity to learn about 


Calgon. She finds out that Calgon is the won- 
derful water conditioner that does away 
with washing film. She finds out that Calgon 
helps get her clothes cleaner, whiter . . . ac- 


a EE 





ae 





tually saves soap... helps rinse away soap. 


Like thousands of other Calgon users, she 





g ( aa discovers that with Calgon, she doesn’t need 
} Z | harsh bleaching . . . her clothes last longer. 
. 5, 4 And Calgon keeps her machine sparkling 

S ee clean, too. 


Wil you geta share of ths awn 
BIG BUONESS ? 


Yes—these prospects can be your customers! Remember, with most of the leading washing 
Here’s a wonderful big market for Calgon, | machine manufacturers recommending Cal- 
and it’s growing every day. gon, it’s a sure-fire item for your business. 
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CALGON, INC, Hacan supine, pittssurGH 30, PA. 
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Announcing the 








te. 7 “ 


Deepfreeze Home Appliances 


TRADE MARK REG. U.S. PAT. OFF 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters 
may bear our registered trade-name ‘‘Deepfreeze’’. They are made only by 
Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois. 
1953. Deepfreeze Home Appliances are also sold by authorized dealers in Canada. 
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new 







— 


Heep 





freeze 


TRADE MARK REG. U.S. PAT. OFF. 


GREATEST ADVANCE IN THE HISTORY OF THE HOME FREEZER 
—AND PIONEERED BY DEEPFREEZE, THE LEADER! 


Deepfreeze Freezing Coils 


are welded completely around the food 
compartment liner. They keep the food at 
sub-zero temperatures. These photos were 
taken in one of the two modern Deepfreeze 
North Chicago plants, where a $1,500,000 
expansion program is under way for 1952. 





Deepfreeze Radiant Condenser Coils 


are welded completely around the inside 
of the cabinet shell. They take the “hot” 
gas from the freezing coils and radiate the 
heat through the sides and into the room. 
The exterior of the cabinet is never cold 


—therefore condensation cannot occur. 
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Say good-bye to radiator-type condensers, clogged 
with lint and loaded with headaches! Say good-bye 
to fans and belts that chatter and break down! 
Say good-bye (and good riddance!) to condensa- 
tion that ruins finishes and floors! 

Deepfreeze, pioneer and leader of the home 
freezer industry, has again come up with a better 
way. Not only a better way to remove the heat 
from food, but a way to use it to keep the cabinet 
exterior always dry and always beautiful! 

It’s the new Deepfreeze Radiant Condenser, 
tested and proved since 1949 in thousands of homes 
and in every climate. Heat from the interior is liter- 
ally radiated through the sides of the new Deepfreeze 
Home Freezers, keeping the exterior so close to 
room temperature that condensation cannot form! 

The diagram and photos give you the inside story 
on how this sensational Deepfreeze development 
works. This new Deepfreeze Radiant Condenser 
costs us a lot more to build—but saves the home- 
maker untold time and trouble and saves Deepfreeze 
dealers untold service and adjustment worry. 

What about you? You build a sounder business, 
make more money and more friends when you sell 
the best. And in home freezers the best by far are 
genuine Deepfreeze Home Freezers. The complete 
line includes beautiful new 7, 13, 17 and 23 cu. ft. 
chest-type models, and new 12 and 19 cu. ft. upright 
models that have opened brand-new markets. See 
your Deepfreeze Distributor today—without delay 
—about obtaining a Deepfreeze dealership! 


v 
Ask about the Deepfreeze Food Spoilage Warranty! 


Every Thursday Deepfreeze brings you 
Gabriel Heatter on radio and Garry Moore on TV 
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10 Reasons 


oes CONTINUED FROM PAGE 123 


6:—Working capital. Inventory is an 
important asset on the financial state 
ment, a current asset that influences 
working capital liquidity. If the inven 
tory is more than one third the cur- 
rent assets, it decreases the liquidity of 
seed money”, and indicates that the 
dealer is not moving his stock fast 
enough; that he is investing too much 
in the “carry”. When merchandise 
shortages are acute, the dealer can dis 
regard this ratio, otherwise, he had 
better adhere closely to it to maintain 
safe liquidity. The ratio can get out 
of line unless the dealer watches his 
inventory investment closely through 
out the year 
7:—Overhead. Inventory can also in 
fluence overhead expense. It costs 
money to carry the “carry”. The bigger 
the stock, the bigger the insurance ex 
pense, the greater the loss through in 


ventory shortages. It costs more 
money to house an excessive stock, 
labor costs are higher on its mainte 
nance and supervision. Try to keep 


the inventory investment at minimum 
consistent with maximum sales 
8:—Turmover. Most dealers go by the 
year-end turn to judge their business 
efficiency. This is misleading. It is an 
average figure that hides too many 
variables. Like composite bookwork 
that obscures departmental sales, costs 
and profits, the year-end turn does not 
provide enough break-down data for 
precision business control. Moreover, 
most dealers confuse inventory invest 
ment turn with item turn. The former 
mav satisfy, the latter dissatisfy, if it 
were known. The item turn is of vital 
importance in business control and it 
should be checked at least quarterly 
by means of stock control records. If 
you depend upon the inventory invest 
ment turn, determined by the year 
end count, to gauge your managerial 
abilitv, vou may show six turns yearly 
and have a bad year. On the other 
hand, three turns vearly may result in 
a good year because you had a mor 
profitable turnover for each item in 
stock. This inconsistency is the result 
of the maneuvering of factors that 
underlie the turn, such as the amount 
of money invested in the inventory, 
fast turns on items with low margins, 
(Continued on page 133 


“THEN THE BIG BAD WOLF PUT LITTLE RED 
RIDING HOOD DOWN THE GARBAGE DISPOSER” 
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10 Reasons 


oo CONTINUED FROM PAGE 132 =e 


high turns on items with high margins, 
or high ratio of slow-moving items. 
The inventory investment turn is of 
little value in business control, except 
to show the trend from year to year. 
But the item turn is a big aid to man- 
agement because it tells how fast each 
item is turning, when to buy more, 
when to stop buying, when sales slow 
up, when to run specials in order to 
clear out “snails”, or when to discon- 
tinue stocking an item because the 
turn is unprofitable. The year-end 
turn will not provide this detailed in 
formation. 
9:—Departmentization. The dealer 
should classify sales and costs accord 
ing to the lines sold, otherwise, he 


Oe 


An appliance salesman who has 
a lot of time on his hands usually 
find it hard to keep shoes on his 
feet. 
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won’t know which lines are profitable, 
which are not. This requires an inven 
tory for each classification. If he takes 
the count only once yearly he negates 
the benefits resulting from depart 
mentalization. The departmental in- 
ventory taken at year’s end is of lim- 
ited use. Moreover, the dealer can take 
a departmental count in little time, 
even though his total stock is large. If 
taking full inventory is too time- 
consuming, he can stagger the count, 
one department this month, another 
department next month. Some super- 


market merchandisers stagger the | 


count this way and find that it gives 
effective inventory control. At least, it 
is better than a yearly count for each 
department. Some dealers roll an add- 
ing machine up to the stock and take 
the count mechanically, saving a lot 
of time. 

10:—Reduced inventory investment. 
Year-round inventory control enables 
the dealer to keep his capital invested 
in inventory at minimum. We know 
dealers who could reduce their average 
inventory investment by as much as 
$5,000 and do as much business. The 
interest saved on this excessive invest 
ment would be $250 a year, not con- 
sidering the additional expense for 
stock space, insurance and other up 
keep. ‘These dealers just buy and sell 
without keeping a close check upon 
the stocks on hand from month to 
month. Hence, they have too high a 
ratio or slow movers or too heavy an 
investment in certain lines, too little in 
others, a stock badly balanced to con- 
sumer demand. 

Some economists report a down-beat 
in business activity, come mid-1953 or 
thereafter, accompanied by a decrease 
in prices. True or false, the dealer who 
keeps his inventory in sharp focus 
month to month will be in a far better 
position to “cushion” a loss through a 
drop in prices than the dealer who 
thinks of inventory only at year’s 
end. End 
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“BOTH DESIGN AND SALES 
PERFORMANCE BEAT LAST YEAR’S 
iking Window Fan...and it 
was a Sales Sensation”, “ 
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insists Ed T. Taber, friendly 
Viking Representative, Lincoln, Nebraska. 
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We promise that here you'll find 
the electric range of your dreams 


Frigidaire’s beautiful new 
line of ranges includes one that’s 


exactly “tailored” to your needs 


Now’s the time to treat yourself to all the many wonderful 
advantages Frigidaire Ranges have to offer—their fast 
cooking, cleanliness, economy and greater convenience. 

Every Frigidaire Range is an eye-catching beauty —with 
superbly practical features that add to your reputation as 
a top-notch cook. All have easy-cleaning, rust-proof por- 
celain finishes inside and out. But here’s the best news of 
all! There are Frigidaire Ranges for large families or 
small, for lots of kitchen space or little. For modest bud- 
gets, too! So, choose from 21, 30 and 40-inch ranges 
one or two-oven models —even the famous ‘*Wonder Oven”’ 
Range, that bakes and broils at the same time. Let your 
Frigidaire Dealer tell you about this versatile, beautiful 
and practical line! 








+ Everything to make cooking easy and fun! 


Big family? Look over this De Luxe two-oven model. See 
the exclusive, new Quick-Clean ovens. Radiantube Surface 
Units have individually lighted switches. Convertible Deep- 
Well Cooker. Electric Time-Signal. Cook -Master Oven 
Clock Control. Two appliance outlets, one automatic. Full- 
width Cooking-Top Lamp. Truly the finest range you 
could want—or money can buy. 




















( Model RS -70) ( Model RS -60 


See these two ovens become one big oven >> 


Here’s the exciting Frigidaire ‘Wonder Electric Time-Signal. Two appliance 
Oven.”’ Enjoy two ovens—bake inthe outlets, one automatic. Oven Signal- 
bottom, while you broil in the top Lights, Full-width fluorescent Cook 
or, in seconds, change them to one big ing-Top Lamp—and the new Quick 
oven! Radiantube Surface Units, Clean Oven that cleans as easily as 
Cook-Master Oven Clock Control, any kitchen utensil 


Both these wonderful ranges feature exclusive new Quick-Clean Ovens! 





Everything slides out No more awkward scraping How simple to clean the 





quickly, easily, for cleaning or scrubbing hard-to-reach porcelain oven with every 
shelves, guides, drip tray oven parts. Wash’em inthe thing out ! No sharp corners 
even the heating units! sink like a pot or pan! or crevices. It’s smooth ! 
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A Frigidaire 2-Oven Range at a New Low Price 


What a buy this is! A 2-oven, Master model range, roomy, beautiful 

at the price of many single-oven models. Two full size, separately-con- 
trolled ovens, each with the exclusive Evenizer for all-over, accurate heat. 
Automatic pre-heating. Separate oven Signal-Lights. 5-Speed Radiantube 
Surface Units for perfect top-of-the-range results. Cook-Master auto 
matic Oven Control. Full-width Storage Drawer, and Lifetime Porcelain 
finished cabinet and top that resist stain and are easy to clean. You 


must see this wonderful new model. Its price will surprise you ! 





This Ad 
in full color 


oy 


ve seen by millions in LIFE and The Satu 
Evening Post. Arthur Godfrey is also 
mending these wonderful electric ranges 
ns of prospects on his daytime T\ 
, 
( W 











ELECTRICAL MERCHANDISING—APRIL, 1953 





Model RS-38) 


Famous “Thrifty-30” with new Deluxe Styling 

Here are big-range advantages — packed into just 30 inches—and at a 
wonderful price for you ! Here’s a positively huge oven, that takes a 30- 
pound turkey easily, while the Cook-Master automatic Oven Control 
gets you out of the kitchen. New Electric Time-Signal. Oven Signal- 
Light, Full-width fluorescent Cooking-Top Lamp. Automatic appliance 
outlet. 5-Speed Radiantube Surface Units. Oven Interior Light. Full- 
width Storage Drawer. Lifetime Porcelain finished cabinet, top and 
oven ideal for small space or small budget families ! 


Tight budgets will love this 
low-priced beauty! 


Lowest priced model in the line— yet a 
wonderful porcelain-finished electric 
range ! New styling, with divided cooking 
top, 5-Speed Radiantube Surface Units, 
porcelain top. Convenient appliance out 
let. Big oven, with Oven Signal-Light, 
High-Speed Broiler with porcelain pan 
and grid. Many other features 





( Model RS-10) 


wa 


Frigidaire“ Range 


Built and backed by General Motors 










































































DNS 


ow the THERMOSCOPE 
at only American Beauty 
the temperature of the sole- 
tial and then SEE whether she 
eat for her fabric on ANOTHER 
out that American Beauty is the 
that provides a DOUBLE-CHECK 
erature. 


p American Beauty irons on the counter 
Lightweight model and a Mediumweight 
el. Ask her to try lifting and ironing with 
. Then ask her which weight she prefers. 
ll her that both weights will iron equally well. 


sk your customer to notice how comfortably 
he plastic handle fits her hand. Tell her the 
handle stays cool while she irons. 


Place the cord in her hand. Tell her that Ameri- 
can Beauty manufactures its own super- 
strength cord to specifications higher than are 
required by Underwriters Laboratories. 


Ask her to stand an American Beauty on end 
... in the “at rest” position . . . and to notice 
its perfect balance both “in use” and “at rest.” 


Tell her that American Beauty is the oldest 
name in electric irons, and that her Mother and 
even her Grandmother very probably had one. 


Ask again which weight she prefers, and ask 
if you may wrap it up for her. After you com- 
\ plete the sale, suggest to your customer that 
she give American Beauty irons as gifts for 
special occasions. 


ales demonstration. 
very customer... 
ELL. 












* fo ‘, 
Simerican Beauty” 
ELECTRIC IRONS « SINCE 1894 
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How I Collect from Skips 


Making collections is easy—if you know 
how, says James B. Lloyd, formerly with 
the Al Robertson Stores in Oklahoma City 


Hk. easiest way to have no credit 

problem is to sell only on a cash- 
and-carry basis. ‘This Utopian way of 
doing business is all right for the 5 & 
10, or the corner news stand, but the 
major appliance business presents a 
credit problem that must be coped 
with. 

Some appliance dealers are large 
enough to carry their own paper, while 
others must rely on various credit 
companies for financing. The dealer 
who finances his own sales keeps a 
pretty good eye on his accounts; has a 
credit department that checks the 
idvisability of extending credit to the 
purchaser; maintains a collection staff 
that generally knows its way around. 
However, delinquent accounts often 
creep up on the man who relies on the 
credit company. 

I had an account this year on a re 
frigerator. ‘The customer was a car 
penter by trade, a union man, making 
darn good wages. His credit checked, 
but just by a lucky coincidence Mr. 
Carpenter mentioned that his wife’s 
sister was interested in a radio. We 
didn’t sell the radio, but when Mr. 
C. became late on his time payments 
and could not be located through nor 
mal channels, the salesman remem- 
bered the radio, and went out to see 
the sister-in-law. 

He tried the straight-forward ap- 
proach, asked where Mr. C. could be 
located. All he got was the usual “‘run- 
around.” 

So I went to work locating the 
skip. I went to the sister-in-law, told 
her that Mr. C. had done some car- 
pentry work for me not long ago and 
that I had not paid him for it. Well, 
she quickly offered to accept the 
money and send it to him. I told her 
that I was reluctant to do that, that 
I would rather send it to him per- 
sonally Forthwith, she produced 
a letter from her sister, complete with 
return address. The town was only 
120 miles distant, so I drove over, 
talked to the customer, and settled 
our account with him. 

But if things just don’t seem to 
fall into place, if you can’t find any 
friends or relatives, or if found they 
won't co-operate with you, don’t give 
up the search. Try every angle before 
calling in a private company that may 
charge as much as one half the orig 
inal cost of the appliance to recover it. 


The Simplest Check 


'here’s always one very important 
but often overlooked procedure in lo 
cating a skip. It is so simple that most 
cither don’t think of it or consider 
it too elementary to work. Send a 
Registered, Return-Receipt-Requested 
Letter to his last known address. The 
U. S. Postal service can do for you 
at a cost of considerably less than one 
dollar what a paid collector might do 
for you at sometimes outrageous 
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prices! ‘The Postal Department, on 
special-service letters, will doggedly 
trace and eventually find your missing 
person, and once you get the return 
receipt, addressee’s name and address 
thereon, (in fact, his own signature! ), 
it 1S a simple matter to either retrieve 
the merchandise or to collect the 
money. 

There are a considerable number of 
suppliers who have little printed re- 
minders to inclose with your state 
ments about being prompt with the 
payments. However, if the appliance 
dealer uses his imagination, he can 
usually come up with something more 
original, something with his own per- 
sonality injected into it. It may only 
be a penciled notation across the bot- 
tom of the page, or he may have his 
own reminders printed locally at small 
expense, 


Caution Before the Sale 


However, with ordinary caution be 
fore sales, you can sometimes elim- 
inate future troubles. Take the case 
of Mr. “Hurry-up.” 

One Saturday afternoon Mr. H. en- 
tered an appliance store, and very 
quickly picked out the TV set he 
would like to purchase. The salesman 
felt good over such a fast sale and 
immediately signed Mr. H. up on a 
12 month contract, accepted a check 
for the down payment, and set the 
first payment up for 45 days. 

Before delivery, the office manager 
called the Retail Credit association 
for information on Mr. H. and was 
told that two other stores had inquired 
on him that same day. During the 
course of conversation, the office man 
ager found out the other companys’ 
names. 

Yes, you guessed it. When con- 
tacted, the other stores had also sold 
TV sets to Mr. H.; in fact, one had 
already delivered his set. Naturally, 
the set was not delivered to Mr. H., 
and when the salesman went to his 
house to return the check, the land- 
lady informed him that her tenant 
had moved out lock-stock-and 5 
television sets—only thirty minutes 
before 

hat little bit of pre-checking the 
customer saved the company about 
$300 net, and a charge-back to the 
salesman And, if things had gone 
smoothly for Mr. H., it would have 
been at least 6 weeks before anyone 
would have known of his little swin- 
dle! 

Whatever your problem is, don’t 
give up. Keep at it, try to keep your 
delinquent list down to a minimum, 
for many a good dealer who could sell 
and produce business has gone bank- 
rupt because of bad accounts. Don’t 
let this happen to you—use your wits, 
because in most cases you are much 
smarter than the type of person who 
trys to skip out on you. —End 
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There’s an easier way to close the deal... 
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emphasize the‘DULOX” tinish 


REG. U. S&S. PAT. OFF. 





\ 





Don’t break yourself up with tricky demonstrations! When a shopper 
chills the wind-up of your sales story with an icy stare, don’t stop 
cold! Thaw her out by mentioning that the appliance is finished with 
Du Pont DULUX Enamel. 











Sales-wise dealers point out how easy it is to keep DULUX always 
sparkling and clean. It will resist marring, scratching and stay gleam- 
ing white—eye-catching in the kitchen for years! And DULUX 
comes from Du Pont laboratories along with many other widely 
respected, high-quality products. 


Does this wind-up work? DULUX has helped sell over 25,000,000 
refrigerators and hundreds of thousands of other home appliances— 
unquestionable proof of DULUX acceptance! 

So, feature the finish when you sell, it’s the easier way to close 
the deal! 





DULUX enamel 


REG. uv S&S. PAT. OF 


America’s leading home appliance finish 
CHEMICALLY ENGINEERED TO DO THE JOB BETTER 





Better Things for Better Living 
through Chemistry 








. 
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RPS TES ESL IEE 


EUREKA SALES 


2 finest cleaners built . 


Give Dealers Terrific 






















EASY-ACTION SWIVEL-TOP 
Cleans all over from one position 


fe) 
DUST BAG 


TO EMPTY 
(of course) 









Attach-0-Matie 


CLIP-ON TOOLS 





#60 RUG NOZZLE 
Gets all dirt FAST! 


SMART DEALERS FEATURE BOTH! 


OVER 10,000 DEALERS already feature the sensational new Eureka Roto- 


77 


Matic at $69.95. These include 2700 stores in the great Gamble chain, 





200 stores of the Oklahoma Tire & Supply Co., 150 stores of the White 
Auto Co., great utility companies, and leading department stores every- 
where. 

Tremendous national advertising on the Roto-Matic has made the 
public $69.95 price-conscious: they know they can buy this fine cleaner 
for $20 to $30 less than any other cleaner of comparable quality 
there is no resistance to price, no need for super-salesmen, costly 
premiums or excessive trade-in allowances. This explains why dealer 


promotion newspaper ads on the Roto- Matic at $69.95 produce amazing 


> 
‘Phone, wire or write TODAY! 


sales at once, and at full profit to the dealers. 





SWIVEL-TOP CLEANER 
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SUCCESS PLAN: 


.- Priced *20 » *30 less! 


Merchandising Advantage! 





Deluxe 9-piece 
set of cleaning tools 
and handy carrying case 









goes under 
low furniture 


EXCLUSIVE EUREKA 
DIRT DISTURBULATOR 


You merely guide this wonder cleaner 
—its avtomotic action does the 
cleaning for you. Much preferred 
by those with large rugs or 
corpets and those who 
desire easy plug-in 
cleaning 







MAKE NO MISTAKE, other women with large rugs and carpets who desire 
easy, plug-in cleaning without assembly of anything, much prefer the 
Eureka Automatic Upright cleaner, Model S-250-A. They have used 
cleaners for years and they know what they prefer, the type of cleaner 
they will buy. 

The Eureka Automatic Upright at $89.95 complete with FREE $21.95 
set of cleaning tools is a terrific value, from $20 to $30 less than any 
comparable cleaner. Eureka dealers have a very definite advertising and 
merchandising advantage. Smart dealers know this and will not hesitate 
to take full advantage of it. 


Don’t miss the bandwagon! 


EUREKA DIVISION . , ‘for'bigtugsandcarpets 
Eureka Williams Corporation - Bloomington, Illinois : EASY PLUG-IN CLEANING 


In Canada: Onward Manufacturing Co., Kitchener, Ont. 
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performance ... “simplified cooking”. 

And ... Monotubes with “simplified cooking’ 
you customer-advantage features that women 
can understand and appreciate... 


, 


SINGLE COIL—Uniform ALLOVER heat 
at every cooking speed. 
FAST, ECONOMICAL COOKING— Broad, 


flat coil provides up to 32.8% greater coil- 


Ya 
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cooking performance... better cooking results with 
less work and attention. That’s why you'll find 

TK Monotubes* featured in more and more fine range 
lines. Monotubes provide a new kind of cooking 


. = 
When women buy an electric range, they want _—- si ~ 
? 7 LG “A 
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to-utensil contact. Coil stays flat, gives 
maximum heat transfer for years. 
EASY CLEANING—Exclusive “swing-away” 


action permits coil to “stand alone ” 


Remember... your customer gets all these advantages 


‘\ in TK Monotubes plus today’s finer “simplified 
/ cooking”. It’s a sales clincher that can mean more 
j profitable range selling for you. 
/ And ...to boost your range service and unit replacement 
j business, it takes only 4 basic units and 9 pans to convert 
/ most electric ranges in your area to “simplified cooking.” 


Another plus feature that’s yours exclusively with TK 


Monotubes... why not investigate this, too, today? 
*Trademark Reg. U. S. Pat. Off. 


TLE and KIFT, INC. 


Housewares 
Promotions 


CONTINUED FROM PAGE 109 


Catalano, of course, misses no bets 
in following the usual promotions. He 
uses television extensively to demon- 
strate and sell small appliances, to- 
gether with radio spots and newspaper 
advertising, for which he has an unu- 
sual budget allowance Then too, 
when the department store holds 
anniversary sales, inventory sales or 
clearance sales, the small appliance 
department participates in them with 
special values and _ prices. 

His department has been allotted 
unusual space in the store and features 
all kinds of housewares in action 
Salesladies actually use fresh vegetables 
in demonstrating juicers and blenders; 
fresh meat can be, and sometimes is, 
actually cooked in roasters on the 
counter, or french fried potatoes 
browned and cooked in deep fat 
fryers before the customer’s eyes. 


OOOO EEE EOE OOOO OE OEE EEF 
Advice in an appliance sales- 
room is just like an old girdle—easy 
to give! 
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Seasonal demands are always met by 
Catalano’s department. While the 
space allotted to the electric house 
wares section is never decreased, it is 
often expanded, as during the fan sea- 
son when fan displays are doubled in 
size. ‘The department is located at a 
strategic point near the front elevators 
of the store and receives a constant 
flow of traffic. 

For the convenience of customers, 
Loveman’s maintains a small appli- 
ance repair receiving section. While 
the firm does no repairs itself, a cus- 
tomer has but to bring in his broken 
appliance and Loveman’s will speed 
it to the nearest authorized factory 
repairmen or to the factory itself for 
quick attention 

“In all of our promotions, there is 
one policy which the department ad- 
heres to closely,” says Catalano. 
“That is, we display, talk about and 
promote only name brand appliances. 
We have identified ourselves with 
these brands and will continue to do 


O End 











“THE COMMERCIAL IS COMING ON—WE HAVE 
TWO MINUTES TO MEDITATE” 
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Roll out the Astral: Roll up more sales 


For Astral leads the field in new models 
of greater usefulness with wider appeal to more prospects 
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Astral . . . pioneer in supplementary 


showing and selling 


ASTRAL 
for you in leading magazines 


refrigeration . . . Maintains its leadership in 
the improved, enlarged, exciting new line of 


refrigerettes for 1953. Here is refrigeration for the “‘parlor’’ 


the patio .. . the office... . the hotel .. . the motel... In The Saturday Evening Post... Time... 
refrigeration where and when wanted. Now available in standard The New Yorker . . . Sunset . ibs Astral adver- 
| lel Rockleic! i tising begins to work for you in May... at 
metal cabinet models . . . and in a new Rockleigh custom line of consoles the cutest of tab beet votelneredion svcuan tf 
and spinets in fine woods. Acclaimed in advance showings to the trade. . . the year. Plan now to put it to work... in 
Astral is now winning enthusiastic acceptance from consumers who find the new your store .. . with special displays and local 


‘ , tie-in advertising we have prepared for you. 
features, the new models, the portable accessories make Astral the most useful, 9 prep y 


convenient, satisfactory supplemental refrigeration on the market. Astral absorption- 


type units are silent and trouble free. Write or wire us for your nearest source of 


supply . . . for the extra profit plan in which you can participate. 


REFRIGERETTE 





Astial of Rockleigh NORTHVALE, NEW JERSEY 


You are always ahead with ASTRAL..... pioneer in supplementary refrigeration 
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POWER CHEF. Grinder-juicer-mixer — all three, and deluxe! Includes FRI-WELL. Deep-fries perfectly! Ideal, too, for cooking soups, stews and 
all accessories at no extra cost. Built-in power drive — no awkward adapt- casseroles — for any deep-well cooking. Automatic thermostat means just- 
ers. Dial selector with 10 recipe-tested speeds. Magic Mix Arm, automatic right results every time. Monotube heating cooks more quickly, more 
beater release. Portable mixing head for on-the-stove mixing. $46.50 thoroughly. Drain-Away Faucet for safer, neater cleaning. $29.95 


MEAL-MAKER. Includes electric food grinder and 
juicer at no extra cost. Both attach directly to the 
power drive —no need for awkward adapters. Dial 
selector gives full power at all speeds. Clik-Mix Arm, 
easily-detached portable mixing head. $38.50 








IG GIFT SALES 


Right now begins your big Gift Season. Make the most of it with Dormeyer. People 


always like to give “the best.” They want Big-Name appliances. They want Dormeyer 
America’s buy-word in better appliances. 


All DORMEYER APPLIANCES ARE FACTORY GUARANTEED, AND APPROVED BY UNDERWRITERS’ LABORATORIES, INC 


“'DORMEY.” Handiest help in the kitchen! Carry this BLENDER. Makes literally hundreds of treats— 
lightweight portable mixer anywhere, use it easily with from company drinks to baby’s puree. Hurri- 
one hand. Has Big-Mixer features: dial selector with cane action—those blades turn at 22,000 r.p.m.! 
five full-powered speeds, full-size beaters with finger- — liquefies, mixes, whips, shreds, grinds, grates 
tip release. Stands on end for easy draining. $19.95 or pulverizes in just seconds. $34.95 


























$ 
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COFFEE-WELL. Brand new! Set the Perfect-Perk Selector and coffee is 
automatically brewed to the flavor you choose. Makes 4 to 8 cups at a 
time — ideal for both everyday meals and company occasions. Signals 
when coffee is ready, then keeps coffee hot until served. $29.95 


From basic-appliance gifts like the Power-Chef to exciting new products like the Broil- 


Well, there are big profits in Dormeyer. Promote Dormeyer—and enjoy the biggest 





a 





a 


8 





Mother’s Day and June Bride gift sales ever! 


DORMEYER CORPORATION + KINGSBURY AND HURON «+ CHICAGO 10 « In Canada: Fox Agencies, Ltd., Port Credit, Ont. 


MIX-MAID. Newest Dormeyer mixer! Com- 
bines big capacity with compact, lightweight 
design. 9 full-powered speeds, fingertip beater 
release. Portable mixing head stands by itself. 
includes all juicer accessories. $29.95 





TOASTMAKER. Has extra-wide wells — even toasts 
rolls and muffins. Completely automatic — just set the 
Toast-Timer and the toast pops up, browned just the 
way you want it. Chek-It Lever — you can have two 
different shades of toast at one setting. $19.95 











BROIL-WELL. Brand new! Broils and grills to perfection, roasts and 
barbecues to a turn. Automatic revolving rotisserie for real old-fashioned 
spit-roasted barbecues. Infra-red heat sears in seconds, cooks super- 
quick. Big family-size capacity. Large warming-plate top. $49.95 


ELECTRIC BLANKETS. Brand new! For the most com- 
fortable rest you ever had! Automatically maintains 
the warmth you choose on the Rest-Well Dial (9 tem- 
perature settings !). Luxuriously soft, feather-light.. In 
Rouge Red, Cameo Pink, Lawn Green, Alice Blue. 
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The top seven retail outlets in Chicago 
only get 12.6 percent of the retail TV 
volume, soys the Tribune, implying 
that other declers should go after 
their share of the replacement mar- 
ket. (1950 Shopping Center Study) 





‘ Total purchoses 
% otf TV set sales by retoil stores from all sources 
Central Appliance 48% Wieboidt's 2.1% fees ee 
Sears. S”~—<CS Sy, DTT’ 2.1% 
12.6% oes —YMunte 1.5% 
{ = tL. Fish 12% 
= = “rte a gh trp 
ndeis 0.7% Appliance- 
Ss 
Stores 
> 57.9% 


All others 


82.6% 











CHART I 


Don t' know and 
no answers 3.6%, 


Make 67% of Retail Sales 


Since mony consumers get TV sets as gifts or 
buy them ot wholesale, declers account for only 
57.9% of the total volume, but of sets actually 
sold at retail they account for 66.8% — enough 
to indicate that replocement sales should be 
theirs os well. Source 1952 Durable Goods Study 





Dept. Stores 


10.6% 


ec 


Furniture Stores 

9.5% 
Seors 6 Words 34% 
Other retail 5.2% 
Wholesale 66% Bag 


Gift 3.2% 











Purchases made 
from retailers 





Appliance- 
Radio-TV 
Stores 


66.8% 


=}-—$ $$ $$$ J 


Furniture Stores 








11.0% 
Sears & Wards 39% 
~~ {Other retail 6.1% 





CHART Ill 


Bigger screens, better performance and styling make people want new sets, but low trade-in 


values and a poor advertising approach are leaving untouched a replacement market of 


560,000 sets in Chicago alone—which 


is why, says the Chicago Tribune... 


grandmother sat in her rocking 
Ani twenty feet away from 

the TV receiver. A little boy 
watched within two feet of the 27 
in. screen, 

He said: “Grandma, it 
even close up.” 

The old lady replied: “I 
the picture clear over here without 
any glasses on,” 

A few weeks earlier they had all to 
huddle together to squint at a 10-in 
screen. That's why they had replaced 
their old television set 


isn’t fuzzy 


Can sec 


Yet the manufacturers of this re 
markable set weren't aware of the real 
sales story at all. They were still cry 
ing, “See football—see the fights 


follow — the 
world series,” 
anybody with a 
this already 


politicians—watch — th 
without realizing that 
7-in. set was seeing all 


560,000 Sets Ready for Replacement 


This lack of appreciation of how to 
sell the replacement market is making 
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We're Missing the Market 


In Replacement TV 


the industry miss the sales boat, de 
clares the research department of the 
Chicago Tribune. 

[here is a replacement potential 
for 560,000 television sets in Chicago 
alone, they revealed in a recent survey 

In the rush to saturate newly 
opened television the industry 
ipparently does not realize that in 
Dallas, Fort Worth, Houston, Seat 
tle, New Orleans, Miami, San An 
Oklahoma City, Phoenix, and 
there is a total sales 

100.013 set { 
percent saturation 

New or potential TV 
land, Ore., Denver, Youngstown 
Akron, Wichita, Little Rock, Fort 
Wayne, Evansville and Jackson, Miss 


ircas 


ton1o, 
lulsa 


f onl 


} 
potential 


timating 


ireas—P< 


~ = 


offer a market for 652,625 sets 
percent saturation). 

Overall potential in metropolitan 
Chicago alone is bigger than either of 
these totals. 

The Windy City had a total of 
1,077,817 sets in operation at the 





time the Tribune made its survey. 
Sets in use break down into two per- 
cent with 7-in. picture screens or aa 
10 percent 10-in. tubes; 24 percent 
|2-in., four percent 14-in. (Se Chart 
1). Assuming that the 7, 10 and 12 
have obsolete sets, this 
amounts to 494,888 or 36 percent. 
Add 60,000 replacements among large 
there were a lot of sets 


in OWnerTS 


screen owners 
sold during the change-over periods) 
we get a replacement potential of 


560.000 sets 


The Tribune survey disclosed that 
f the 530,000 families without tele 
ision in metropolitan Chicago, 19.3 
percent 103,072 definitely were 


planning to purchase a TV set within 
the next 12 months to bring the over 
ill potential above 660,000 

However, the small screen is not 
the only cause of obsolescence, points 
out the Tribune research department. 

Furniture styling plays a part. Dur- 
ing the period when business was 
being catapulted into TV dealers’ 


APRIL, 


laps, small attention was being paid 
to television as a piece of furniture. 
Anything went. 


Styling Must Be Improved 


But television is unlike other major 
appliances in that it is looked at and 
is the most prominent piece of furni- 


ture in the hom As the novelty 
wears off there is undoubtedly the 
desire to have something much bet- 
ter looking than the early sets and 
more in accordance with the home 
dec T 

Furthermore, the family is fussiet 
ibout television than any other ap 
pliance. ‘The radio may rasp, but if it 


gets the ball score, okay. ‘The vacuum 
cleaner and refrigerator can be noisy 
and still be On the other 
hand, if the picture on TV isn’t per- 
fect, it is annoying to the possessor. 

It is shocking to owners of old tele- 
vision sets, the Tribune research de- 
partment discovered, to learn how 

(Continued on page 148) 
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CHILL CHEST LINE 


oo FIE-IN WITH 


FOR MORE FOOD STORAGE CAPACITY PER CUBIC FOOT... 


The May 4th Issue of LIFE Magazine will carry a full page 
Revco Food Freezer Ad in color to kick-off the 1953 Selling 
Season for you. Other Ads in Good House- 
keeping, Better Homes and Gardens, Country 
Gentleman, Successful Farming, Progres- 


sive Farmer, and Sunset Magazine will also 





carry the Revco Freezer Story to hundreds 


of prospects right in your sales area. f Pe 
Hite Sok Be) 
Now is the time for you to prepare your- L™ "Som, 


self for early sales results in Freezers by con- 
tacting your nearest Revco Distributor. You 
will find Revco Distributors extremely co- 


operative in helping you get the right start in 





this highly profitable home freezer market. 
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MODELS ‘‘8'’ + ‘‘15‘* + ‘423’ and REVCO UPRIGHTS ‘11’ and ‘‘17* 


FASTER FREEZING NEW CONVENIENCE FEATURES 


ae. Complete Sales Promotion Kit for 1953 
Revco Freezer Selling is available right now 

. thru your Revco Distributor. Start your 
newspaper, radio and T-V Revco Freezer Ad- 


vertising programing soon. Plan to make 1953 





= your biggest year in Revco Freezer Sales. 


ha 
To all Independent Appliance Dealers who want to cash 


in on this year’s big volume of Freezer Sales, we cordially 
invite you to wire, phone or write for 
the name of nearest Revco Distributor. 
You know you sell the Very Best, 


When it’s a freezer built by Revco. 





REVCO INC., Deerfield, Mich. 
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7 I ‘for bigger 
3 ingtime sales volume | 
m your clock-radio lines 





graduate—for father or mother 


For the bride or 
ding a graduation—an an 


~~ 
May and June are rich with important occasions. A Wed 
Father's Day- Mother's 
clock-radio 18 


niversary— 


t could you give than a 
one! And you can choose 






Day. What more wanted gif 


so many gifts rolied into 
aomrs 


handsome clock -radio? A 
~umer. 


from these 25 leading brands ali featuring the famous Telechron clock 





aca VICTOR 


enc RSOn 





ent | 


sCRATTERS 





wean’ 


Look at all the gifts a musical WAKER 
It starts the radio to wake you, at the time 


ck-timer can 
tation you select 


Telechron clo 
and sf 


-radio 
REGULAR ALARM 


put into your clock 
ails to wake you 


If radio t slarm sounds 
about ten minutes \ 
wake-up ins 


ster. This exclusive 


feature is double wrance 





ranco 





BEDTIME LULLABY 
Set the handy “sleep-switch when you 


Radio shuts off sutomatically 


go to bed 


COFFEE STARTER 


4 the timer to turn on electric 





You can s 
coffee maker 0 


its gutormatic 


wane other apphance 


TIMEKEEPER 
Superlatively wccurate, the fine Telechron 


electric clock never ™ 
w regulating 
ENTERTAINMENT =) . 


Tors 


‘eds winding, oiling 


Radio brings ™ © 
sports Timer makes sure yo" 


+ 


. favorite program 





Telechron De 
partment, G 
eneral Electric Co., 123 Homer A 
venue, Ashland, M 
, Massachusetts 
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Choose from these 25 lead! 
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full-color advertisement 


in The Saturday Evening Post, May 9, will hit the public at the beginning of the 
big May-June gift-buying season. Plan now for tie-in displays through this period. 


Full-color pictures will show 25 famous clock-radios. And here, to help you sell, 


are the four key reasons why all these clock-radio makers chose Telechron Timers: 


QUALITY 


Telechron Timers use the same high-quality 


. LOO 
clock mechanism as the most expensive Q< 2m 
yy . . : “ X 7, 
lelechron electric clocks —give quiet, depend- V4 \ > 

¥ 
. / 


able accuracy for years and years. 


PRESTIGE 


The Telechron trade-mark on the clock dial : 
, 2 es SE. fa » ie 
of any clock-radio finds recognition and re- q (3 
| 
. \o}] 
ect everywhere. %,\ lo? / 6 
5} t a \ I Le 
Feet 


SALES HELP 


To the customer, remember, the timer is half i 
of the clock-radio. And most people are already 


sold on the merits of Telechron Timers. 


CUSTOMER SATISFACTION aa 


iy 
aia al lis { A\\ 
The Telechron Timer means accuracy, Wh 
assurance of dependability and customer \ a 
satisfaction. | bY 





ee 


SPEED SALES! 
POINT OUT THESE CLUES TO QUALITY 


; ; __ | | 
| 

ther ] ° ‘ 

a 
t Selechag 7] | . Selechton . 
| SEAL OF 
' im ACCUR, . 
. ; ~ j CURAOY 
fs > at 
Ito ff ~ 
fre o\ | 
| 
| 
| 
| 
| 
| 
| 
| 
1 





TELECHRON TRADE-MARK 


Most clock-radios using 


Telechron Timers carry the 


SEAL OF ACCURACY 


Several brands of clock-radios 
are displaying this new sales help. 
Telechron trade-mark on the It helps you get the idea of good 


dial. Point it out when you sell. value over fast! 


MARK OF TIMING LEADERSHIP 
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WESTCLOX 


are 


Fair Traded 
a 








... The first Big Ben in 1910 












carried our price tag, which 


is ‘standard equipment” on 


Se ee nen ee enn ad 





every branded Westclox! 





Westclox products are now 






fair traded in all states where 




















Since the first Westclox were 
marketed, many years in advance of Fair Trade 


such laws exist. 


laws, Westclox has believed in a policy of fair 
pricing. Through this policy, Westclox has de- 
veloped the importance and integrity of its 
trade names until today they enjoy a front-rank 
position in American industry. 

Through committing Westclox products to 
the fair trade laws, we feel that we are not only 
protecting our trade marks but are constantly 
improving the value of the Westclox franchise 
as well as providing most important protection 
to the consuming public in our field. We are cer- 
tain that the many thousands of Westclox whole- 
salers and retailers will approve and support us 
in this effort. 


WESTCLOX 


Made by the makers of Big Ben 
La Salle-Peru, Illinois 


PRODUCTS OF CORPORATION 
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| their old I'V sets have depreciated. 
4 10-in. set is worth less than $100 
yn a trade. It is doubtful if any othe: 
big ticket item ever depreciated so 
| fast. Ihe continued offering of bigger 
reen prices, the prospect 
color, and talk about UHF have 
flabbergasted owners. Many of the 
on the verge of replacement have d 


ided to sit tight 
Replacement Sales Not ‘‘Duck Soup” 


Going after the replacement busi 
isn't going to be the pushover 
In fact, the Tribune 


the first sale was. 


research men say, it calls for a second 
offensive 
First thing the television industry 


must leam is that in replacement 
business it competes with other items 
for the family dollar. Chicago homes 
have other appliances which they con 
ider more vital than TV. The Chi- 
cago market is 100 percent saturated 
with ranges, 97 percent with refrigera 
tors, 85 percent with radios, 78 per 
cent with cleaners, 73 percent with 
washers. After 10 or 12 years of 
service many of these are candidates 
for replacement, and the family thinks 
they are a must. 

Even low saturation items like 
ironers, freezers, dryers, dishwashers 
ind food waste disposers offer compe- 
tition for the family dollar. 


Present Advertising Bad 


Copy and appeal in television must 
be changed for the replacement mar- 
ket. Research of the Tribune 
think product improvement and 
uperiority over the old models must 


men 


be stressed, and design is becoming 
of top importance. The “no stoop, 
no squat, no squint” approach 
needed. 

Optimistic angle of the situation 


We’re Missing the Market 


CONTINUED FROM PAGE 144 





however, is that while six brands of 
television lead in Chicago, the Tribune 
turned up the fact that 5¢ 
cent of thos planning to buy tele 
ion didn’t know what make the 
yuld purchase 
Moreo the distribution of ‘I'\ 
in Chicago is not sewn up in i blanket 
(here are no television chain store 
like Vim and Dynamic as in New 
York. The nine t yp retail outlets f{ 
television in Chicago account for only 
12.6 percent of the retail volume, all 
other outlets in the area doing 82. 
yvercent of the busines See Chart 
IT). 


Margins Are Important Factor 


Changes and improvements in sets, 


styling—and advertising may help, 
says one Chicago retailer, but the 


[ribune study omits one important 
tactor—miargins. 

\ 40 percent gross discount is go 
ing to be necessary before retailers can 
handle trade-ins profitably declares 
R. L. Hirsch of the Hudson-Ross Co 
in Chicago. Not one manufacturer of 
television has set up a price discount 
sufficient to allow for trade-ins, he 
says, and, despite the excellent re 
placement market in Chicago pointed 
out by the Tribune, this is going to 
hold back dealer activity. At the pres 
ent moment Hudson-Ross is allowing 
from $25 to $75 on old television and 
this, taken from already too-short dis 
counts, hurts. Some of the sets can 
be resold for enough to get the money 
back, but it involves a double selling 
job. Others are simply wholesaled to 
who take them in to 
opened television markets. Eventually 

will scale his dis 
for trade-ins and this 
tus to the 


firms newly 
me manutacturet 
counts to allow 
vill 1 new mp ippli 


Find 


ince busin 














o4guar oF: 


“ACTUALLY I'M SELLING VACUUM CLEANERS. 
THEY BUY GLADLY 


IT’S SUCH A RELIEF TO THEM, 
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gives you the world’s first 





$ 


retails for 
as low as 










THE NEW CROSLEY 
“SKYMASTER” HAS 
TS OWN GENUINE 
COWHIDE CARRY- 
ING CASE. Optional 


at slight extra cost 





ae 
NEW CROSLEY kymaslen. iS 
THE BIGGEST RADIO NEWS IN 20 YEARS 


AND LOOK AT THESE WONDERFUL CROSLEY “EXTRAS” 


Better check your distributor now—to get your stock of this ® CLOCK TURNS RADIO ON AND OFF automatically 
ensational new Crosley Portable Clock Radio—because 

when the news hits the public, the landslide will be on! This ®@ 2'2 TIMES LARGER SPEAKER THAN OTHER 
profit-packed item is just what your radio sales need: it's PERSONAL PORTABLES for richer tone 

exciting, it's new, it’s “one of a kind and it is made by 

Crosley. Watch the colorful Crosley “Skymaster” leap to ® POWER-SAVER SWITCH for more playing time 


first place in portable sales—watch your profits go up with it! 


® INDOOR-OUTDOOR SWITCH for outdoor clarity 


CROSLEY DOES IT AGAIN see and it comes in 5 dazzling colors: 


The Skymaster is another ‘first’ for Crosley Timed just 
right for the spring buying season, it is part of a long-range 
Crosley plan to give their dealers the best things first. Others 





will imitate—but Crosley gives you the world’s first portable 


clock radio! HARTREUSE BLUE REI GREEN BLACK 





(Al 
iG A: 


| 


/O 


‘ ; “Less batteries. Suggested list price. Slightly higher in the Far West 
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Soys William Agar, owner 
Boro Radio, 95 Court St 


Brooklyn, New York 
DISPLAYS The display stand is a colorful attention 
getter that attracts store traffic 
DEMONSTRATES Shows the wide variety of Crosley 


colors and styles 


SELLS 


Customers can pick just the right Crosley radio to 


satisty their needs 





THE CROSLEY ‘SKYMASTER’ — 


world’s first portable clock radio 
built-in accurate timepiece starts 
stops radio automatical 


ly. Less batteries 








CROSLEY DECORATOR RADIO 
Beautiful picture-frame cabinet i 
Super 


four colors. Full, rich tone 


sensitive reception. Built-in $39" 
phonograph connection 








+397 


CROSLEY HAS THE COLORS 
CROSLEY HAS THE TONE 


COLORS THAT 





THE CROSLEY “SKYROCKET” — 
Strong reception, rich tone—at a 
resist. This 


portable does not feature $99" 


a clock. Less batteries 


price customers can't 


D-25 CLOCK COLOR RADIO 
Tonal quality comparable to 
a console. Accurate electric 


alarm clock turns lights 


“—_—" 


appliances on 


off. Six colors 


E-85 CLOCK COLOR RADIO 
This attractive 


you to sleep with music, then 


Crosley lulls 


turns itself off. Next morning 
it awakens you to 


music 


Operates $34” 
small appliances 





Sa : 
CROSLEY COLORADIO 


1 Good-listening, fast-selling. Superb 


tone comparable to a big console 
Built-in phonograph con $39" 


nection. Four colors 


CROSLEY DYNAMIC RADIO 
Striking new cabinet en 
gineered to give fine bass 


Built-in loop antenna 


24” 


tones 
for sensitive rec ep 


tion. Four colors 


*Suggested 


list price 


Cincinnati 25, Ohio. 


NAME 
ADDRESS 


CITY 





SELL— TONE 











THAT PLEASES 


Crosley gives you more than just a 
choice of colors.” Crosley colors are 
picked by experts. Crosley colors are 
sure to harmonize with today’s interi 
ors sure to sell. Add these wanted 
colors to superb modern styling and 
Crosley’s famous console tone and what 
have you got? You've got a radio line 


that moves—and moves fast 


E-75 CLOCK COLOR RADIO 
The radio of many uses 
turns itself on and wakes you 
gently to music. What better 
alarm to have than 


this And took at $97" 


the price! 


E-90 CLOCK COLOR RADIO 
The most useful radio any 
Turns itself on 
Clock 


has special buzzer alarm, too 


op 339°" 


one can own 


and off automatically 


Operates smal! 


pliances 





CROSLEY FM-AM RADIO 

Powerful set brings in the magical 
static-free FM 
lievable clarity. Also 
superb AM reception 


radio with unbe 


64" 


CROSLEY KITCHEN RADIO 
Special system provides clearer 
tones where kitchen surfaces of 


ten create problem 


39” 


listening 
Rubber feet holds ra 


dio atop refrigerator 


Slightly higher in the Far West 


HERE’S HOW YOU CAN GET YOUR CROSLEY RADIO DISPLAY STAND: 
Electronics Dept., 22, Crosley Div., AVCO Manufacturing Co. 


Sir: Please forward this coupon to the proper Crosley Distributor. | want 


to increase my radio sales with the Crosley Radio Display Stand 


ZONE STATE 





GOOD DESIGN AWARD 
TO HOME DRINK MIXER 


Oniv electr 


ric housewares item 
selected for the Good Design 

hil ganized by the Mu- 
seum of Modern Art, New York, 
was the new Hamilton Beach 
Home Drink Mixer. The award 
vas annonuced as the exhibit 
opened at the Merchandise Mart 


Items for the display are 
chosen thousands _ sub- 
tted by ufacturers and dis- 


tributors and are requested by 
the Good Design research staff 

ho shop wholesale and retail 
| an trade and con- 
sumer publications. Basis of se- 
lection is: eye appeal, function, 
construction and price, with em- 


phasis on the first 





Items remain on display in 
the Mart throughout the year 
and are viewed by hundreds of 
thousands of visitors who take 
conducted tours of the building. 
\ duplicate show will open in 
Li Angele July 

An ite s eligible if it can 
he bought in the U.S.A. market, 

t is new in this market since 
the previous show, and if it does 
not attempt to imitate the past. 
Selection for the show is re- 

rded as one of the highest 
honors by ce ercial designers. 

“Naturall ve are pleased 
with the rd,” said a Hamil- 
ton Beach executive 3ut we 
re even happier at the fine 
reception awarded the Home 


Drink Mixer by the buying pub- 
troduction.” 


URGES SUPPORT OF 
NEMA GIFT CAMPAIGN 


legri Housewares 


lic since its 

















Full eration with the 
NEMA elect housewares gift 
campaign for 1953 has been 
urged by the Hamilton Beach 

ry the fourth vear of 
this activit Ralph Zenner, 
Hamilton B I les manager, 
told salesm« f the 1953 pro- 

tion steps up returns over ’52 
the way the ’52 campaign did 

VET 51 nd ve h ive every 
reason to believe it will—the re- 
tailers who, tie in with the na- 


tional effort will be well re- 


warded with ‘reased sales, 
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PLEASES YOUR CUSTOMERS 


see that it’s easy to use. 


important—your sales stick! 
You're not bothered with 


wane 108 


eenct ixette 


America’s fastest-selling portable! 
Tailor-made for customers with small 
kitchens—lower incomes. Not a toy— 
it’s the powerful portable that beats 
everything! Makes every pot and pan an 
electric mixing bowl. Featherweight. 

speeds. 2 beaters that snap out. Can be 
kept in a drawer or mounted on the wall. 
Smart black and silver package adds to 
sales appeal, doubles as a counter display. 


x0 
New 


Selling the Hamilton Beach Food 
Mixer is easy because it’s so easy 
to demonstrate. Customers quickly 
And 
Hamilton Beach quality is second 
to none. What makes it even easier 
is the fact that this top-quality 
mixer sells for less! Most 


service problems that cut into 
profits. You build more good 
will because customers identify 
you with quality merchandise. 
At $39.50 retail, less juice ex- 
tractor, Hamilton Beach is more 
than your customers’ best buy 
the best-paying food mixer you 
can sell! The lower price tag in- 
creases your market. And because 
it is top quality, your profit is clear. 


ae 


WEAR Home Drink Mixer ™~ 


COSTS LESS TO Séi! 






$1975* ReTAR 


includes gift box, 
bracket ond screws 







for wall mounting 


Family fun is easy to sell! Every customer owning a 
home freezer or freezer compartment refrigerator 


(4,100,000 are in use!) is your prospect! Makes real soda- ; 
fountain malteds and milk shakes at home! Re-fresh-es on | 
orange juice. Makes bar drinks too. Full 142” high. 

Heavy metal stand in white enamel. Big 16 oz. con- 


tainer delivers two full glasses. 
et ae 


eee 





“Here is a well-planned and well- 
executed campaign. It has winning 
deas on window display, point of pur- 

ise, gift display units, special wrap- 
pings, gift certificates and hard-hitting 
newspaper advertising. It will work 
for dealers who work with it. Our 
representatives are urged to give it 
full and erithusiastic support.” 

NEMA is making store identifica- 
tion signs a part of the electrical 
dealers’ gift compaign for the first 
time this Spring. 


apa ns es 





QUICK-DRY 
Electric Hair Dryer 


Display it and corner your 
share of the huge home- 
permanent 
metal—no plastic. ADJUST- 
A-STAND tilts to any angle. 
Dryer lifts off stand for 
portable use. New HEAT CONTROL 
on top. Light, easy to handle, yet 
durable. Two switches — “On- 
Off” 


$2250" 


RETAIL 


















Areacraa 
old eonrstat 


tach 
aa 


$1750* 
RETAIL 
market! All 


a 


and “Hot-Cold.” AC-DC, 


*Prices subject to change without notice 


HAMILTON 
BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


BiG MAGAZINE Us 
FOR SPRING AD DRIVE 


Consumer magazines which will 
carry Hamilton Beach advertising for 
Mixettes and home drink 
mixers this Spring have been an- 
nounced as McCall’s, Better Homes 
& Gardens, Modern Bride, American 
Weekly, Woman’s Day, True Story, 
Saturday Evening Post, Parents’, 
Family Circle and Sunset. 


food mixer Ss, 


“ADV ERTISEMENT”’ 
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rhe food mixer campaign will fol- 


low the “Compare and You'll Choose 
Hamilton Beach” theme which has 
been most effective in past years. 
Kase of use, quality manufacture and 
top value will be Mixette 
ads will cotinue the story of top effi- 
ciency and convenience in a small 
size mixer. .“Soda Fountain ‘ Drinks 
at Home” with emphasis on the youth 
appeal will be featured in the Home 
Drink Mixer ads 


Extra sales vigor is planned. 


stressed. 
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Our baby’s growing 
like a weed 


ACK in 1940, when we helped pioneer 

the automatic dryer, we had high 
hopes for our baby. But even four years 
ago when we started urging dealers to 
get on the bandwagon we never dreamed 
he’d grow this fast. 


Sales of dryers using the Lovell Drying "4 
System are ten times what they were i 
just four years ago. ; 

Get into the market now with dryers ; 
equipped with the Lovell Drying System 
— America’s newest household blessing. : 
Nine big features help you sell. q 





1. Thermostatic Dial Control provides 
(a) Automatic shut-off at desired dryness. 
(b) Complete heat range for any fabric. 


2. Vacuum Drying System preheats air, 
costs less to operate, reduces lint 
accumulation. 
























3. New Extra-Large Infrared Element 
has three times more heating area, 
purifiesclothes,driesthem more gently. 


4. Easy-To-Unload Door is extra large, 
opens all the way. Gives full visibility. 

. Air-Cooled Cabinet allows easy access 
for cleaning or repairs. 


on 


o>) 


. Easy-To-Clean Lint Trap. 


~] 


. Lint Trap Safety By-Pass prevents 
clogging if user fails to empty trap. 
8. Outdoor Humidity Vent is easily con- 

nected at rear, if desired. 


eo) 
on 


. Handy Clean-Out Duct to remove 
sand and small objects. 











The Lovell drying system is 


America’s newest household blessing 


(iaj] DRYING 
OF SYSTEM 
+7 ELECTRIC and GAS 


Also makers of famous Lovell Pressure Cleansing Wringers 


used in 17 leading makes of 








tumble-type dryers, both gas 
and electric. Look forthe Lovell 
Dri- Rite Single Dial Control. 





(Remind every customer that she can get her wash done quickest with a wringer -washer and automatic dryer — and that the combination costs less than she thinks !) 


ELECTRICAL 





SPEED QUEEN Automatic 


Washer 
Speed Queen Corp., 
Ripon, Wis. 
Model: Speed Queen A-10, auto 
natic washer 
Selling Features: Incorporates 


Speed Queen’s bowl-tub and agita 
tor principle; convenient top open 
ing; tangle proof agitator; controls 
make it possible to fill tub auto- 
matically to full load level on ‘‘auto 
fill’’; for less than a full tub set dial 
on “manual” and turn to wash when 
mount water wanted is reached; 
full-cycle wash period is 12-min., 
for a shorter period, set dial to 
number minutes desired; 3. full 
cycle automatic rinses with a final 
deep rinse; damp drying can be 
topped or started at any point; 
jutomatic sediment ejector; 4 h.p. 
motor; automatic drain pump; 
pring and snubber “floating” 
mount for vibrationless operation; 
adjustable levelling legs; no bolt 
down; complete cycle time 33.5 


min.; wash time from 4 min. to 


12 min. spinning speed 625 rpm; 
pilot light in top center of control 
panel glows when washer is run- 
ning; stainless steel top; porcelain 


enameled spin tub and drain. 


Se 
qe 
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EVERHOT Roaster-Oven 


Tropic-Aire, Inc., 

Subsidiary McGraw Electric Co. 
Elgin, Ill. 

Device: Everhot roaster No. 952. 
Selling Features: Cooks, roasts, 
bakes; 18-qt. liquid capacity or a 


APPLIANCE NEWS 


20 to 24 Ib. fowl; Fiberglas in- 
ulated; porcelain enamel cooking 
well; acid-resistant, porcelain en- 
amel inset pan, easy to remove; 
1320 watts, a.c. only; pilot light 
glows when current is “‘on.”; self- 
basting cover of polished aluminum 
alloy; plastic handle; baked-on 
white enamel body with black 
trim; plastic dials and handles. 

Accessories available at extra 
cost include a timer-clock, broiler 
griddle set; ovenproof glass dish 
set. 

Utilitable No. 953, also available 
it extra cost. Holds roaster, pro 
vides extra storage space for a 
cessories; steel legs, non-skid rubber 
feet; baked-on white enamel finish; 
roaster fits flush, can’t slide off. 





STEAM-O-MATIC Irons 


Rival Mfg. Co., 
Kansas City, 8, Mo. 


Device: Steam-O-Matic deluxe 
push-button steam-dry iron No. 
DL 505, and a new budget priced 
Dual 8 companion model 

Selling Features: Push-button 
Steam~O-Matic has tilt-top with 
built-in funnel for easy filling; 
when homemaker needs a dry iron 
she just presses red button in handle 
while still steaming and all water 
empties from iron; stainless steel 
team chamber eliminates need fot 
distilled water; Steam-O-Matic ci 
cle in soleplate distributes steam 
over greater area; singleheat-and 
steam control—complete range of 
heats for steam ironing and a fabric 
selector range for dry ironing. 

Iron weighs only 3 Ibs. empty, 
when filled an additional 4 Ib. 

A travel-storage case comes with 
Fiberglass pad so Steam-O-Matic 
maybe stored; 3 colors; new stream 
lining; longer pointed toe for get- 
ting into pleats and ruffles; but- 
toneers grooves; 33 sq. in. soleplate; 
“no bunching” bevel back glides 
forward and backward over pockets 
and seams; cool handle with right 
and left thumb rests. 

Dual 8 Steam-O-Matic has all 
features of Deluxe without push- 
botton emptying. 
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ASTRAL Refrigerators 


Astral of Rockleigh, Inc., 
Northvale, N. J. 


Models: Astral 1953 refrigerette 


line includes 3 standard models, one 


spinet and | console in a variety 
of finishes. A wrought iron party 
wagon is also included. 

Selling Features: Restyled line in 
cludes improved blond, white, wal 
nut metal cabinet finishes, plus 
decorator cabinets of solid limed 
oak and mahogany.  Teatures in- 
clude a tumbler door latch and pull 
handle with easy-to-reach inside 
cold control; interiors have 3 in. 
fibre glass insulation, aluminum 
shelves and in-the-door shelves for 
eggs and condiments. 

Kach unit weighs 65 Ibs.; has 2 
cu. ft. storage; exteriors are 21 in. 
wide, 23 in. deep, 224 in. high. 
Standard models have 110 volt ele 
ments and operate on a.c. or d.c., no 
motor or moving parts. Also avail 
able in 6, 12, 24, 32, 64 and 220 
volts 

Console has lower compartment 
for storage of beverages which do 
not have to be chilled. 





MANNING-BOWMAN Knife 
Sharpener 

Manning Bowman Div., 

McGraw Electric Co., 

Elgin, Il. 

Device: M-B knife sharpener 

Selling Features: Combination 

safety guard and knife guard en 

gineered to permit safe, sure end-to 

end sharpening of all kitchen cut 

lery; guard guide is removable for 

sharpening scissors, tools, etc.; 3 

suction cups on base holds it firmly 













ANNA A, NOONE 


in place during use; white plastic 
case encloses induction-type motor; 
guard-guide chromeplated. 





IRONRITE lroners 


lronrite Inc., 
323 Cass Ave., 
Mt. Clemens, Mich. 


Models: Ironrite’s 1953 line fea- 
tures a new Portaway ironer plus 
the Deluxe Ironrite and 2 Cabin- 
ette models. 

Selling Features: Portaway model 
No. 590 is completely automatic 
in operation, featuring lronrite’s 
2 usable open end Do-all ironing 
points for fine ironing like tucks, 
ruffles and gathers, and it folds up 
into its own frame after ironing 
and rolls away on self contained 
casters; when folded it occupies 
15x17x30 space, 





Deluxe model 85 in white baked 
enamel cabinet which serves as 
table when ironer is not in use. 

Cabinette models in mahogany 
or limed oak cabinets. 

All models have heavy cast iron 
shoe beneath roll; both ends fully 
open and unobstructed; Strate- 
Coil heating element embedded in 
shoe; improved selective thermo- 
static heat control permits varying 
degrees of heat for different types 
ironing; black plastic forming 
board; fully automatic control; ad- 
justable feather-touch knee control. 
Portaway had 2500 sq. in. ironing 
speed per min. other models have 
3816 sq. in. 
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RIVAL Fry-O-Mat 


Rival Mfg. Co., 
Kansas City, 8, Mo. 


Device: Rival lry-O-Mat deep fat 
fryer, No. W 3000. 

Selling Features: Seamless outer 
shell of tripleplated chrome steel; 
built-in signal light blinks when 
proper temperature has been 
reached; aluminum well designed 
so upper portion of well extends 
beyond cover and meets side of 
shell, eliminating odors from grease 
that might fall between well and 
outer shell; cool-grip  bakelite 
handles; control panel easily re 


moved for access to thermostat; 
tight-fitting cover; extra large drain 
age spigot of brass with # in. open- 
pt. capacity. 


ing; 





ODIN Range 


Odin Stove Mfg. Co., 
342 W. 12th St., 
Erie, Pa. 


Model: Odin Rotiss-A-Range No. 
460. 

Selling Features: Combination bar- 
becuer and range; rotisserie-broiler 
section equipped with 1650 watt 
a,c. element and spit motor for 
barbecuing, chrome pan and 
drainage rack for broiling; chrome 
plated interior, door lining and all 
metal parts plus a chorme plated 
observation shields with Pyrex 
windows; oven and broiler section 
have a 2400 watt element for bak- 
ing and 3000 watt element for broil 
ing; Odin oven heat control; large 
oven, l-piece construction with 
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NEW PRODUCTS 


porcelain oven and chrome door 


lining; Fiberglas insulated; glass 
in oven door; automatic timer; en- 
ameled smokeless broiler pan and 
insert in oven side, divided, white, 
acid resisting porcelain top has one 
8-in. 2100 watt unit and three 6-in 
1250 watt units; 7-heat switches; 
finger touch slide storage drawers. 





PHILCO Refrigerators 


Philco Corp., 

Tioga and “C” Sts., 

Philadelphia, Pa. 

Models: Philco 1953 refrigerator 
line consists of 12 models includ- 
ing 3 automatic, air conditioned, re 

frigerator-freezers 

Selling Features: Philco Automatic 
No. 1238, 12 cu ft., 2-door refriger- 
ator-freezer, automatically achieves 
a 38 to 42 deg. temperature in main 
food compartment and zero to 20 
below zero in the freezer. Freezer 
and refrigerator operate on inde 

pendent cooling systems, main- 
taining constant freezing tempera 

tures in freezer whether food 
compartment is being defrosted or 
not; Tru-Zone refrigerating plate 
mounted on back of food compart 
ment cools and dehumidifies this 
section. When True-Zone plate 
gets a thin film of frost, thermostat 
opens solenoid valve that permits 
refrigerant to by-pass plate and go 
directly to freezer. Plate automati 
cally defrosts then thermostat auto 
matically closes solenoid valve re- 
turning refrigerant to plate for 
cooling action. Plate serves same 
function as the evaporator in con- 
ventional type refrigerator. 

\ special air baffle at top of food 
compartment provides interior alr 
circulation and air conditioning. 

I'reezer section is completely 
isolated from main food compart 
ment No. 1238 freezer has 24 cu 
ft. capacity, holds 87 Ibs. frozen 
food; equipped with Dairy Bar, 
with butter keepe r and cheese 
keeper that holds 24 Ibs. assorted 
cheeses; door shelf space holds 
quart size milk bottles as well as 
beverages and other containers. Key 
Largo 2-toned interior; full-width 
adjustable shelves; twin porcelain 
enamel crispers hold 4/5 bu.; cov- 
ered meat tray; 4 easy-out ice cube 
trays; separate shelves for fast freez- 
ing: flush mounted interior light; 
freezer door has storage rack for 
small frozen foods and juices. 


Full-length door Philco Auto- 
matic refrigerator-freezer No. 1138, 
has 10.1 cu. ft. capacity; equipped 
with independent freezer and main 
food compartment refrigeration sys- 
tems and automatically defrosts it- 
self; identical in styling to 2-door 
model except for doors and freezer 
which has 2.1 cu. ft. capacity and 
holds 734 Ibs; also equipped with 
beverage chiller. 

Automatic refrigerator-freeze1 
1137 has Dairy Bar and beverage 
chiller, twin porcelain crispers and 
3 easy-out ice cube trays; identical 
to above two models. — 

Nine other models include No 
1134, which has 2.2 cu. ft. freezer 
that holds 77 Ibs. frozen food, full 
width chiller drawer and meat 
keeper with removable cover, Dairy 
Bar with butter keeper and cheese 
keeper; 

No. 1131, 11 cu. ft., has door 
storage shelves, chiller drawer and 
full width crisper. 

No. 936, deluxe 9.4 cu. ft. model 
has Dairy Bar, butter keeper and 
cheese keeper, adjustable shelves. 
Companion model No. 935 has 
Dairy Bar with butter keeper; full 
width chiller drawer and crisper. 

N. 932 has shelves in door, full 
width chiller and crisper. 

Deluxe 7 cu. ft. model 736 has 
Dairy Bar, cheese keeper and butter 


keeper, full width chiller and 
crispers; adjustable shelves. 2 
other models 733 has shelves in 


door, full width crisper and double 
utility trays; and No. 732 has 7.2 
cu. ft. capacity, full width freezer; 
double utility trays. 





TELECHRON Clock 


Telechron Dept., 

General Electric Co., 

Bridgeport, Conn. 

Model: ““l'el-in-Wall” built-in elec- 
tric clock. 

Selling Features: Designed for in- 
stallation in new houses; in addi- 
tion to self-starting synchronous 
lelechron clock, there are two out- 
lets for other appliances, and a night 
light. Easily installed over a stand 
ard 4-in. wall box, shows no cord; 
7-watt bulb under hood at top; 
white plastic case projects % in. at 
top and 12 in. at bottom; white 
dial, black numerals and hands, red 
hour dots and sweepsecond hand; 
wide-vision crystal, silver bezel. 
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SUN-AIRE Dryer 


The Stiglitz Corp., 
Louisville, Ky. 


Model: Sun-Aire Streamliner No. 
SE-53 

Selling Features: Full size, 25 in. 
deep, 30-in. wide, 36-in. high; fea- 
tures rustproof zinc phosphate cabi- 
net coating baked on at 400 degs.; 
4400 watt element with pre-set 
thermostat; operates on 220 volts; 
+ h. p. motor turns clothes drum at 
44 rpm; 9 Ib. dry clothes capacity. 








QUICFREZ Freezers 


Quicfrez Inc., 
Fond du Lac, Wis. 


Models: Four 1953 chest type 
Quicfrez freezers feature dry chest 
construction 

Selling Features: New dry wall 
construction prevents moisture 
from forming on outside; new con 
trol panel placed in front has con 
trol and temperature indicator at 
easy-to-read position; control knob 
is slotted so coin must be used to 
change its position, making it 
tamper-proof; gold and chrome ex- 
terior with soft green on interior 
of counterbalanced lid; built-in 
safety lock; more storage space in 
less floor area. 

20 cu. ft. model holds 700 Ibs 
food; 274 in. deep, 76 in. long, has 
17.8 cu. ft. frozen food compart- 
ment 

16.8 cu. ft. model holds 584 
Ibs. food, has 14.6 cu. ft. frozen 
food compartment 

13.2 cu. ft. model has 11 cu. ft. 
storage, 274 in. deep, 53 in. long 

Smallest chest, 9 cu. ft. holds 315 
lbs.; 41 in. long. 

All models 36 in. high with 2 
baskets in 3 largest models and 
one basket in 9 cu. ft. model 

Smallest freezer in line, a 4.2 
cu. ft. upright, takes 24 in. wall 
space; holds 200 Ibs.; 7 sq. ft. shelf 
area; 3 shelves; special inner door 
at bottom serves as handy shelf for 
arranging foods. 
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FRESH’ND AIRE Circulator 


Fresh’nd Aire Div., 
Cory Corp., 

221 N. La Salle St., 
Chicago, 1, Ill. 


Device: Fresh ’nd Aire air circulator 
No. C-77. 

Selling Features: Uses a full sized 
17 in. Fresh’nd Aire patented plas- 
tic propeller; styled to be com- 
pletely portable; spec ial ‘“‘closed 
type” safety grill; light green baked 
enamel finish; plastic propeller 
moves larges masses of air and pro- 
vides no-draft cooling over large 
areas; moves 3500 cfm; 3 speeds, 
high, medium and low; finger tip 
directional contro] makes it pos- 
sible to circulate air straight up, 
straight down or at any angle be- 
tween; unit may be used as floor 
table window or hassock type fan. 








ATLAS-AIRE Window Fans 


Atlas Tool & Mfg. Co., 
5147 Natural Bridge Bivd., 
St. Louis, 15, Mo. 


Models: Atlas-Aire 24 and 30 in. 
electrically reversible window fans 
Selling Features: Green Hammer- 
loid cnamel finish; brackets pro 
vided, consisting of 2 thin metal 
strips, one attached to each sid 
of window frame with screws; both 
ends of strips are equipped with 
slots; 2 lightweight bars placed in 
slots in horizontal position hold 
fan unit in position; also availabl 
is separate mounting panel with 
Atlas extender handle for instant 
installation—(frame is placed in 
window; turn handle and panel is 
locked firmly and securely in place 
; or hooks 

fan unit can be removed from 
installation instantly 
and used on floor as circulator; 
electrically reversible 8-pole pan 
cake type motor has 3-speeds for 
exhaust or intake operation, speci- 
ally designed blades operate in 
wind tunnel designed to obtain 
maximum benefit from air move- 
ment; motor and fan unit rest in 


no scerev 


either type 


~NEW PRODUCTS 


Fans and Air Conditioners 


sturdy cross-braced double strength 
mounting cushioned in resilient 
rubber; finger-proof blade guard 
provides maximum safety; extra 
guard for outside. 





MANNING-BOWMAN 
Circulator 


Manning-Bowman Div. 
McGraw Electric Co., 
Elgin, til. 


Device: M-B ‘“‘No-Draft circulator’. 
Selling Features: 12-in. circulator 
draws cool air near floor into fan 
and circulates it outward and up- 
ward without disturbing hot ceiling 
air; 3-speed switch gives choice of 
speeds; heavy welded wire guard; 
flat top serves as table; beige ham- 
merloid enamel finish. Speeds 400 
rpm low, 600 medium and 1100 
high; with air displacement of 900 
cfm low, 1500 cfm medium and 
3000 cfm high. 180 watts, a.c. only. 





UNIVERSAL Air Conditioners 


Universal Major Electric Appliances 
Inc., Lima, Ohio 


Device: New line of Universal air 
conditioners. 
Selling Features: Half-ton model 
specially designed for casement win- 
dows and a conventional window 
type half-ton model has cooling 
capacity of 6,100 btu’s per hr; for 
rooms up to 325 sq. ft. area; both 
models remove 14 pts. moisture 
from air per hr. or approximately 
44 gal. per day at high humidity. 
‘Two 2? ton models of conven 
tional window type have cooling 
capacity of 9,100 btu’s per hr., in 
485 sq. ft. area; and will remove 
24 pts. moisture per hr. or 6 gal 
per day; aluminum louvers, adjust 
able up and down, situated inside 
instead of front for increased ven- 
tilation; filter pad accessible; 3-way 
switch for cooling, ventilating and 
off positions; concealed controls; 


available with or without thermo- 
stat; condenser and compressor lo- 
cated outside window, preventing 
heat generated in use from being 
circulated in room; Arctic ice green 
baked enamel over steel finish; for 
casement type cooler; other mode's 
finished in beige with mahogany 
grill or completely mahogany. 





VIKING Air Conditioners 


Viking Refrigerators, Inc., 
7300 Wilson Ave., 
Kansas City, Mo. 


Models: Viking self-contained, win 
dow-type 4, % and 1 h.p. air con- 
ditioners. 

Selling Features: Larger louvre area 
for added cooling capacity and ait 
conditioning efficiency; separate 
controls for cooling and exhaust 
stale air may be drawn from room 
without cooling mechanism being 
in operation; 4-way adjustable grille 
louvres allow conditioned air to be 
channeled in any direction; pollen 
proof air filter traps dust and dirt as 
well as pollens; filter easily removed 
for cleaning or replacement; units 
will also remove excess moisture 
from air on hot humid days; steel 
cabinets for all models identical—28 
in. wide, 154 in. high, 29 in. deep; 
deckle-finish Sierra Brown enamel; 
4 and 3 h.p. models equipped with 
115-volt ac. single-phase GE 
motor. 1 h.p. model has 230 volt 
a.c, single-phase GE motor, 





MANNING-BOWMAN Fan 


Manning-Bowman Div., 
McGraw-Electric Co., 

Elgin, Il. 

Model: No. 40, 10 in. single speed 
oscillator. 

Selling Features: 10-in. blade has 
1950 rpm speed, 950 cfm air dis 
placement; 55 watts, a.c. only; 
finger tip control changes fan from 
stationary to oscillating movement; 
streamlined; well-balanced design; 
beige hammerloid finish. 











BERNS Air King Ventilators 


Berns Mfg. Corp., 
3050 N. Rockwell St., 
Chicago, 18, III. 


Models: 2 new Air King window 
ventilators, 16 and 20-in. 

Selling Features: Both models are 
electrically reversible; designed to 
occupy minimum amount of space 
in depth with horizontal _ bars 
which help increase their shallow 
appearance; ivory finish with plastic 
name plate in 2 colors; both fans 
have 2 speeds for exhaust and in- 
take; 16 in. model rated at 2000/ 
1550 CFM. 20-in. model at 
3000/1950 cfm. A new 20-in. non- 
reversible exhaust mode} also avail 
able. 


t 





—— 


WELCH Fan 


W. W. Welch Co., 
Cincinnati, O. 


Device: New 20-in. portable Welch 
Air-Flight window fan, No. 20-W. 
Selling Features: Reversible-port- 
able window fan can also be used 
as table or floor fan; protective 
grilles front and back; adjusts to 
window 28 to 40 in. wide; delivers 
2800 cfm: 3-speed (1000-800-600 
rpm) heavy duty 6-pole motor re- 
quires no oiling; water thin, 6 in 
deep. 





RAPIDAYTON Air Conditioner 


The Dayton Pump & Mfg. Co., 
500 N. Webster St., 
Dayton, 1, Ohio 


Models: Rapidayton 4 and } ton 


window type air conditioners 
Selling Features: 3 h.p. model is 
capable of controlling temperatures 
in an area of up to 485 sq. ft.; 
heavy gauge steel cabinet; welded 
construction; finished in decorator 
color; extends into room 134 in.; 
controls recessed inside top door 
of cabinet. 
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BIGGEST 
SPEAKER 


LA Le 


Motorola solved radio’s “space” problem to give 
you rich console tone in small portables! 





















a Seclutive GIANT SPEAKER—SEE WHY MOTOROLA ENGINEERS TURNED A SPEAKER INSIDE OUT! 


-— ee 


Here’s one of the greatest advances in radio history! Now 
you can offer portables with the biggest speakers in the in- 
dustry! Motorola engineers have discovered how to give even 
the smallest sets giant-sized speakers for richer, finer tone. 
They took the bulky magnetic core from'behind the speaker 
cone and put it within the cone itself! Result: The speaker 
was flatter, the cone area was expanded ... the tone became 
resonant and full. Portables could be made smaller and 
lighter —or—the same size sets could become console in tone 
quality! This new Motorola development has so improved 
tone that you must hear it to believe it! 











Old Speaker— protruding magnetic New Giant Speaker — inverted core 
core forces speaker to remain small. makes speaker flatter, larger. 
































oy new tube is rugged, sturdy, and highly sensitive, Coils to sub-miniature size, yet at the same time 
{ yet drains little more current from the batteries 


é made them more rugged, durable, with high 
~—~j __ than they would lose in normal shelf storage! gain and finer sensitivity. 


Botton Soo Motorola ste complete pectabl line ! 
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of SUB-MINIATURE TUBES 

Ret 3, SUB-MINIATURE IF COILS 
| “eh Motorola engineers have helped develop a new 

> H\ 0 sub-miniature tube that takes up a minimum Another Motorola exclusive that leads the in- 

e. \ “NJ of space, yet greatly outlasts normal tubes. This V dustry! Motorola engineers reduced the IF 








































Amazing 





NOW READY FOR SHIPMENT 


ENDS WATER SPOTTING! 


Pl ee y 
oS 
4 


NEW HY-POWERED DETERGENT 
FOR “TOUGH JOB”’ DISHWASHING 


“YOU'VE GOT IT” — that’s the comment we hear over 
and over as dishwasher manufacturers, distributors, deal- 
ers and service men see the spectacular results of “Finish” 
in a dishwashing demonstration. That enthusiasm goes 
double for housewives, especially those who have had 
water spotting troubles. 





When you see how glasses glisten, dishes gleam and 
silverware sparkles after a “Finish” dishwashing, you'll 
agree that “Finish” is a boon to automatic dishwasher 
sales. Service calls are reduced to a minimum. New dish- 
washer owners become salesmen for you and will re- 
turn to your store time after time to buy “Finish.” 








Ty Finish'and see what we tnedn / 


Economics Laboratory, Inc., Guardian Building, St. Paul 1, Minn. 


Gentlemen: We want to try “Finish.” Send us without cost or obligation a full 
size 1 Ib. 4 oz. package. 


Store Name 
Address 
SE seco eseisehedenaie 
Distributor 
By 
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Two wonderful we r 2 
dishwashing products woe ? 
ELECTRASOL — For normal Oats oe 
conditions ite 
FINISH — For “tough job"’ 
dishwashing 


ECONOMICS LABORATORY, INC., ST. PAUL 1, MINNESOTA 


APRIL, 
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CARRIER Weathermaker 


Carrier Corp., 
Syracuse, N. Y. 


Device: New low-priced year-round 


W eathermaker. 


Selling Features: Requires mini- 
mum installation space; 37x37 in. 
square, 62 in. high; provides 2 
tons cooling and dehumidifying, 
plus winter heating and year-round 
filtered air circulation; burners are 
available for heating with any typ 
gas or with oil; conditioned air can 
be ducted from top of unit in any 
combination of 4 directions ot 
straight up; return air can be 
brought back to back, bottom or 
side of unit; entire units enclosed 
in l-piece cabinet designed to pass 
through door less than 29 in. wide; 
components can be removed or 
serviced from front of unit; noise 
less operation; can be installed ad 
jacent to living areas or located in 
basement, attic or utility room 





PHILCO Air Conditioners 


Philco Corp., 
Tioga and C Sts., 
Philadelphia, Pa. 


Models: A_ reverse cycle room air 
conditioning unit with Thermo 
Cool Control that cools in hot 
weather and heats in cool weather 
is feature of 1953 line. 
Selling Features: Reverse cycle unit 
makes it possible to quickly reverse 
flow of refrigerant in unit to utilize 
air cooling or air heating functions; 
control does not use heating units 
of any type; heats same size room 
as it cools; provides even distribu- 
tion throughout ‘Thermo 
Cool Control provides room heating 
at outside temperatures as low as 
40 degs. F. and heats, filters and 
circulates air continuously 
Overcooling not possible—auto 
matic control 


room: 


maintains  pre-se 
lected temperature and maintains 
it, providing continuous air con- 
ditioning action; available in # 
ind 1 h.p. sizes 

A Consolette model, also fea- 
tured in 1953, designed for rooms 
where it is difficult to install win- 
dow size air conditioner or where 
building restrictions prevent use of 
window conditioners. When not 
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in use it does not extend outside 
window; double hung windows can 
be shut tight; special kit for case- 
ment and other metal frame instal- 
lations provided; adjustable legs for 
window of varying heights; mahog 
anv finish cabinet; available in 3 
and | h.p. models. 

Other models in line include a 2 
h.p. water cooled console No. 
1204], with automatic thermostat 
control that will operate on one o1 
both dual air conditioning systems 

Philco sealed power system from 
1/3 to 1 h.p. used in all models. 
Artic Dawn beige finish on 
models; water cooled console in 
light tan; walnut and mahogany 

re other colors used in line of 13 
models. 





YORK Air Conditioners 


York Corp., 
York, Penna. 


Models: 13 new models in York 
air conditioner line include reverse 
cycle and modulation control. 
Selling Features: Reverse cycle 
units, both window and console, 
are available in } and 1-h.p. sizes; 
modulation contro] prevents the 
unit from over-cooling, and is in- 
cluded in the reverse cycle units 
as well as in a number of other 
mode Is. 

Sizes range from 4 to 2 hp. 
4 h.p. unit can be installed in al 
most any type window, has 4-way 
adjustable air distribution — grills; 


heavy duty, disposable filters; com 
pressor motor has external starting 
relay and overload protection; cen- 
trifugal blower fan for quiet opera- 








1953 


tion; available in 5 models: Stand- 
ard has York rotary grille, modu- 
lation control, and personal com- 
fort balancer. 

i h.p. window model features 
reverse cycle heating and modula- 
tion control. Designed to heat a 
room for at least 2 months of year 
in cities such as Akron, Dallas, and 
Macon. Console-type 3 h.p. model 
available with modulation control, 
and with both modulation contro] 





and reverse cycle heating. Small, 
compact, suspend from window sill; 
air intakes do not protrude beyond 
window sill. 

Four 1-h.p. models: a window 
and a console type with modula 
tion control; both types available 
with both modulation control and 
reverse cycle heating. 

Console models 
natural mahogany; 
beige. 

Two larger 14 and 2-h.p. con 
soles equipped with step-matic con 
trol, which functions as a humid 
ity balancer. 


finished in 
window in tan 





QUIET KOOL Air Conditioner 


Quiet Kool Div. 
Quiet Heet Mfg. Co., 
135 N. J. R. R. Ave., 
Newark, N. J. 


Model: New | h.p. Quiet Cool 
air conditioning unit No. GIOA. 
Selling Features: Cools up to 550 
sq. ft.; circulates 310 sq. ft. air per 
min.,; and introduces 80 cfm fresh 
air for ventilation; easily installed 
in any double hung window over 
283 in. wide; bracket accessories, 
Masonite panel, weather stripping, 
brackets and plated screws supplied 
for windows up to 48 in. wide; 
retrigeration system consists of a 
1 h.p. hermetically sealed Te 
cumseh motor compressor unit 
welded without gaskets or fittings; 
and mounted on springs and mb- 
ber; uses Freon-22; a vs h.p. fan 
motor drives evaporator and con- 
denser fans; switch and damper 
controls at front; thermostat op- 
tional, brown or ivory steel cabinet 
with plastic grills 





° . 
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General Mills 


Tru-Heat Iron and ) 
Steam Attachment — \ 


woul 
NOW 70 vate 


foes “Nee Teme Omir 





ce YOu Cublomens 
can STEAM IRON the 
Bett Crocker Wa 
only *19%.... 
Mills special Low 


Pictured is poster from FREE Spring display kit. Order 
your kit direct from General Mills, 1620 Central Avenue, 
Minneapolis, Minnesota 
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Special window and interior displays, plus newspaper and 
television ads, were used by Kemble Bros. to merchandise their 
bonus offer. Here, salesman sets up window display using the 


free promotion kit that came with their Tide order. 











with 


tf 
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Traffic increased 90% as a result of the bonus offer. Kemble 
Bros. averaged 75 G-E prospects a day as women found the 
combination of a brand-new washer, plus a big supply of Tide, 
too good to pass up. 


TEXAS DEALER BOOSTS G-E WASHER SALES 


1627 WITH TIDE PROMOTION PLAN 


MERCHANDISING BASED ON TIDE’S POPULARITY 


JUMPS SALES FROM 16 TO 42 WASHERS A MONTH 


To make a dyed-in-the-wool Texan 
sit up and take notice, a washer pro- 
motion just has to be big—in both 
consumer appeal and proven results. 
The Tide Plan fits that tall order in 


every way, and that’s why it’s the pro- 





motion choice of Kemble Brothers 


Watt Kemble 


Furniture Store in bustling Fort 
Worth. Owners Watt and Will Ed Kemble know that Tide 
is used by more women, in both conventional and auto- 
matic washers, than any other washing product on earth— 
and they've turned that knowledge iito sales. 

Taking advantage of Tide's special advertising allow- 
ance of $1.75 per case, Watt Kemble decided to use the 
Tide Plan for a bonus offer promotion—giving a year's 
supply of Tide away with each General Electric washer 
purchased. Today, Kemble Brothers Furniture Store points 
to the continuing use of the Tide Plan because its promo- 
tion power has already produced this result: a 162% gain in 
G-E washer sales volume—from 16 washers sold a month 
to 42 sold a month. This is Kemble Brothers’ story of suc- 


cess in Fort Worth, Texas. 
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The promotion strategy takes shape as (1. to r.) Roy 
Pate, Sales Counselor for G.E. Supply Co.; Kemble Bros. 
Co-Owner, Watt Kemble; Thomas L. Knight, Adv. Mgr.; 


and A. T. Horne, Appliance Mgr.; meet to discuss success 





of the Tide Plan in other areas. 
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with the purchase of 
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WASHER 








Demonstrations doubled! To impress prospects most, Kemble 42nd washer sold! After the first month, Kemble Bros. G-E 
Bros, demonstrated with Tide. They got the maximum perform- sales were up 162%, from 16 washers sold a month to 42 a month, 
ance from their washers —the cleanest, whitest wash possible . . . They give the credit to Tide for clinching hesitant sales—and 
with no soap film in the washer. they go on using the proven Tide Plan. 











P Aero dk dente 
THIS IS THE TIDE PLAN... 
it Worked in Fort Worth—It Could Work for You! 





As a dealer, you, too, can take advantage of 2. Use Tide for bonus offers—as an “extra” 
Tide’s special advertising allowance of $1.75 to swing more sales, offer a supply of Tide 
per case. (Your cost per case would be around with each washer purchased. 

$5.00 —almost % less than the retail price.) 3. Use Tide for demonstrations—get top 
And with your Tide, you would also get a col- performance from your washers. Tide gives 
orful free display kit to tell the story of the you the cleanest wash possible . . . leaves 
washer promotion to your prospects. (The free no soap film. Laboratory tests prove it! 
display kit will be printed with the name of 4. Use Tide for displays—promote your offers 


any washer brand you designate.) You can use with Tide and the special colorful display 
your Tide order and the display kit to increase kit that’s tailored for you. 

your washer sales these four tested ways: Like Kemble Brothers in Fort Worth, you'll 
1. Use Tide to build traffic—offer a box to find that Tide is your best tie-in. It’s smart 


each woman who will come in to watch a business — good business—to let the Tide Plan >». 
washer demonstration. make dollars for you at a cost of pennies. 








CLIP COUPON BELOW—ORDER YOUR TIDE TODAY! 


Here are the terms: You can get Tide at the regular Procter & Gamble Sales 
Department prices* less a spec ial advertising allowance of $1.75 per case (net 


cost to you approximately $5.00 per case —minimum order 5 cases), In return, 
fa you agree to use all of the Tide you order in any or all of the following ways: 
(a) offer a supply of Tide with the purchase of a washer (minimum offer % of 
case per washer sold); (b) offer a box of Tide to each prospect who comes into 
your store to see a washer demonstration; (c) for washer demonstrations. You 
also agree to feature the Tide merchandise offers in your advertising and to 


display Tide packages with your washers. 


Prices subject to change without notice. Shipped C.O.D., freight prepaid 
IS YOUR BEST TIE-IM = --------~---7227 ore 


Box A 7 
Tide Home Laundering Bureau 
1429 Enquirer Building 
Cincinnati 2, Ohio 





because... 


TIDE 1S USED IN MORE 
WASHING MACHINES THAN 


ANY OTHER PRODUCT ON EARTH! 
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Please ship us____cases of Tide (minimum order 5 cases). We agree to use all 
the Tide on this order in accordance with the terms of the Tide Promotion Plan described 
above. 


Store Name _ 








Street Address 








RO Sens oe ele ee 











Ordered by —__ 








( ) Please send us at no cost, a washer promotion display kit containing wall posters, 
window streamers, and counter cards bearing the name of _____washer. 
(Please check box.) 


Also include at no cost, the following newspaper mats (checked below) for the 
purpose of advertising our washer promotion. 


( }2coe. x8’; ( ) 2 cts. sO; ( ) 8 cols. x 8’, ( ) 8 cols. x 10” 











Sell this water filter set 
that answers the 
“distilled water” problem 


The perfect “tie-in” for your steam iron sales 

.@ sure-fire item produced by a water- 
engineering company well known in the in- 
dustrial field. 

Convenient, low-cost way for your custom- 
ers to get the kind of water (mineral-free) 
their steam irons need! 

Water produced by 
the “"Wantz" Water Fil- 
ter is also ideal for use 
in vaporizers, bottle 
warmers, ice cubes, bat- 
teries, etc. 


Simple, Fast 
1 TAP WATER goes in here. 
Excess flows over protec- 
tive rim which prevents unfil- 
tered water from entering jar. 
2 WATER FILTERS through 
tube of “Wantz" filter 
compound which removes 
minerals and alkalies from 
top water 
3 DE-MINERALIZED WA. 
TER (mineral-free, like 
distilled) comes out here 


profit from filter sales, profit from refills 


No. C-600; Filter 
ond six tubes of 


ees filter compound, 
<aescee | $2.98 
= tel 4 < 
s ) No. FS-100: Filter be 
( 7 “| and one tube of fil Se 
s — ter compound, 98¢ ! 


No, 8-200; Two re 
fills, 98¢ 


Write today for complete details 


Wonte 


WATER FILTER 





MLINOIS WATER TREATMENT CO., ROCKFORD, ILL. 
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FASCO Ventilating Fans 


Fasco Industries Inc., 
Rochester, N. Y. 


Models: Fasco outside wall and 
ceiling ventilating fans designed 
with removable outlet box 
Selling Features: Fans available in 
8 and 10-in. sizes; fans open out 
side door automatically, and keep 
it open; when fan is turned off, 
counter-balanced = spring —_ action 
naps door back weather tight; 
square design of inside grille and 
outside frame simplifies installation 
in outside walls; round telescoping 
tubes are easily adjusted to fit any 
wall thickness from 4} to 147. in. 
Iwo screws keep outlet box 
firmly in place and outside of 
sleeve; box is out of air stream 


oe 


a 


where it cannot collect dirt and 
grease and grease exhausts when 
fan is operating; removable fea 
ture makes installation casicr in 
houses with finished walls—vestilat 
ing fan can be installed in round 
plaster hole, then box can be r 
placed. No replastering necessary 


Model shown is No. 1082 





Type RMC 
CHELSEA Air Conditioner 


Chelsea Fan & Blower Co., Inc., 
639 South Ave., 
Plainfield, N. J. 


Model: Chelsea room air condi 
tioner type RMC, in 3 sizes tor 
rooms from 1840 to 3600 cfm 
Selling Features: Has balance of 
cooling, dehumidifying, ventilating, 
air Cleaning; finger tip controls lo 
cated in front; left hand knob con 
trols switch, right controls damper; 
a temperature control is available; 
Iecumseh compressor is_ fully 
counter-balanced; uses Treon-] 2; 
fan drives 2 fans at 1050 rpm; 





NEW PRODUCTS 


evaporator fan is a pressure type 
blower wheel, condenser fan has 
overlapping blade, pressure type, 
propeller design; aluminum mesh 
filters easily removed; grille has 
wide deflector vanes; 2-tone gray 
enamel cabinet. 


AAAI 


Ss 
ba 
= 
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CLEAR-VUE Evaporative 
Coolers 


Thermador Electrical Mfg. Co., 
5119 District Bivd. 
Los Angeles, 22, Calif. 


Models: Clear-Vue 
coolers. 

Selling Features: Air outlet dis- 
charge at top of cooler permits 
maximum visibility with minimum 
light obstruction; scientifically de 
signed louvres diffuse air currents 
through living area; simple to in- 
stall and operate; air outlet rests on 
window sill, brackets at bottom ad- 
just for levelling; switch located at 
center front; T'CB-183CV has 1800 
cfm and TCB-253 CV has 2500 
cfm; equipped with full-in pump, 
float valve, window duct and level- 
ling feet 


evaporative 





QUIET-AIR Conditioner 


Quiet-Air Mfg. Div., 

Abco Refrigeration Supply Co., 
1615 Second Ave., 

New York, 28, N. Y. 


Device: Quiet-Air completely pack- 
aged home cooling unit. 

Selling Features: Cools, dehumidi- 
fies, filters, ventilates; designed for 
use in conjunction with warm air 
furnace; available with its own 
blower, so it may be also installed 
in homes with hot water or steam 
heating systems or in homes where 
no heat is required; hermetically 
sealed ‘refrigeration systems; self- 
contained, single package, with or 
without ventilating fan; occupies 
less than 5 sq. ft. floor space; 3 ft. 
high; available in 2 and 3-h.p. 
models 





LIPMAN Air Conditioners 


Lipman Refrigeration Div., 
Yates-American Machine Co., 
Beloit, Wis. 

Models: Lipman window tvpe ait 
conditioners in 4 L-53 and 3 h.p 
L-73 sizes 

Selling Features: Dehumidify, cool, 
filter, circulate, ventilate and ex 
haust; designed to appear as in 
tegral part of room decor; controls 
ire hidden beneath sliding cabi 
net top; readily accessible; louvers 
idjustable horizontally and ver 
tically; cleanable filter can be used 
indefinitely; 4-row condenser; her- 
metically sealed compressor; both 
models finished in Catalina grey 
baked enamel. 





LENNOX Air Conditioners 


The Lennox Furnace Co., 
Marshalltown, lowa. 


Device: New “package’’ cooling 
units: ‘Stowaway’ for installation 
in horizontal air duct, and “Flat 
lop” for installation where there 
is vertical air flow. 

Selling Features: Both models 
available in 2-ton and 3-ton cooling 
capacities; ease of installation; flex- 
ibility of application; easy access; 
cabinets treated to resist corrosion 


KOOL AIR Ventilator 


Kool Air Engineering Co., 
San Bernadino, Calif. 


Model: Kool Air “Attifan” dual 
purpose kitchen exhaust and attic 
ventilator. 

Selling Features: Operates on “jet” 
principal in a single operation si 
multaneously ventilates kitchen and 
attic, exhausting cooking odors, 
smoke, stale attic air up stack to 
outside. Taps into normal duct ex- 
tending from kitchen ceiling above 
stove, upward to vent on rooftop; 
special blower (3000 rpm) is bolted 
to outside of vent in attic. Pulls 
continuous blast of air from attic 
through a small stack within main 
vent, thereby setting in motion a 
strong updraft which draws air up- 
ward from kitchen and adjacent 
rooms. 
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FOOD FREEZERS 


* 














America’s most 
copied food freezer 





outsells, outperforms 
all other food freezers! 











t 
here $ why: Power-packed advertising: 
Customers are pre-sold on Amana perform- 








cou! a 


ance and efficiency by a nationwide advertising 
program. More prospects, easier sales. 

Proved superior by tests: Nationally recog- 
nized testing laboratory results proved the 
Amana Upright best by test, freezes larger quan- 





tities of food faster, better, more economically 
than other leading brands tested. 

Dealer profits assured: Your big-volume, wide- 
margin profits are not cut into by trade-ins, serv- 


ice and installation costs or price-cutting. 


Special, starting Thursday, February 19th. Now KATE SMITH 
sells AMANA FREEZERS on the ‘KATE SMITH HOUR,” NBC Tel- 





2" Guaranteed by * 
Good Housekeeping 


Ww 
3? 45 sovransee 


evision, Coast-to-Coast every Thursday, 4:15 P.M., E. S. T. 
best designed...best engineered 


Amana, made famous by a sound combination of practical 
design with engineering superiority. Nationally advertised 
... featured on radio and television. 


The step-up line of food freezers. Amana’s 
complete range of prices and models, including 
popular chest styles and “Sharp freeze” 
uprights gives the Amana dealer a higher 
average unit sale and higher average unit profit. 


AMANA REFRIGERATION, INC, AMANA 16, IOWA 


World's largest exclusive manufacturer 
of food freezers 





the only freezer 
‘ to receive the; famous 
Fashion Academy Award 
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HURRICANE SENIOR 
a 20” model for big es- 
tate and suburban lawns. 
Perfect for the exacting 
lawn care that protects 
investments in sod, seed, 
fertilizers, weed killers 
Powerful 2 h.p. engine 


HURRICANE PAINTS THE PRETTIEST PROFIT 
PICTURE IN THE POWER MOWER FIELD! 


Learn the Art of Extra Earnings 
with the Quality Hurricane Line! 


© 2 Co. 
. 


"““S-(eane 





It's no trick to master the sales situation when you carry the famous 
Hurricane line! Precision engineering, rugged construction and flaw- 
less performance are convincing proof that Hurricane delivers more 
mower for the money! 


If you want a better-paying power mower line that cinches more 
sales, satisfies more customers, take on Hurricane! Mail the coupon 
today for complete details on Hurricane’s sales superiority 





HURRICANE GLIDER — the 


economy model. 2 h.p. engine 


MURRICANE JUNIOR — '8 
replica of the big Hurricane. Trim 
lightweight — for smaller suburban 
and city lawns 


18” cutting swath. Top quality — 
budget priced 


Why Critics Aad Hurricane Hi A Mower Masterpiece 


@ 4-cycle, 2 h.p. gasoline engine ® automatic governor control for 
constant engine speed ® full-floating friction drive ® adjustable 
cutting height— 2" to 3%” © 4 large, equal-diameter wheels 
@ special hinged safety guard and grass throwout ® folding handle 
for easy starting and storing. 


Parts and Serwice Are Big Business, Joo 
Many dealers earn tidy incomes from parts and service. Orders for 
new parts are shipped the day received. You can profit by keeping 


Hurricanes up-to-date. Every new improvement is engineered to fit 
any machine — from a 1946 model to the latest 1953 design! 


altlagteclite 







National Metal Products Co., Inc. 
Dept. 1-12 2722 Cherry Street, Kansos City 8, Missouri 














f OWER MOWERS = > > Ge Gp ae Gan ae eae ae aa ee ae oe aca iatas 
National Metal Products Co., Inc Show me how the Hurricane line : 

| . B-12 2722 Cherry Screet can make me more mower moncy. 

| Kansas City 8, Missouri 

Name 

| Address 

; 

ae eer Spaap mnngee 
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RIVAL Broil-O-Mat Rotisserie 
Rival Mfg. Co., Kansas City, 8, Mo. 


Device: _Broil-O-Mat 
broiler, 1621 
Selling Features: Broils, fries, roasts, 
barbecues, grills, toasts; features en- 
tirely self-contained revolving 
motor driven spit powered by com- 
pletely concealed motor; chrome- 
plated inside and out; holds large 
fowl or 10 Ib. roast; stainless nickel 
plated spit rotates toward rear elemi- 
nating splatter; 6 pronged Whirl-A- 
Gig skewer easily attached to spit 
for barbecuing cocktail frankfurters, 
Shish-Kebabs, etc.; bacon rack and 
aluminum drip tray has 4 egg 
“wells” for bacon and eggs; broiling 
unit embedded in ceramic; wire 
grill with folding handle for broil- 
ing chops steaks etc; 3-way toggle 
switch for high and low heats and 
turning unit off and on; separate 
Cutler-Hammer switch operates 
fully enclosed motor; separate 
handle provided for removing spit; 
rotisserie has double wall construc- 
tion to provide insulation from its 
penetrating heat. 

Broil-O-Mat broiler No. 1620 
without motor, revolving spit and 
Whil-A-Gig also available. 


rotisserie- 





FRIGIDAIRE Dehumidifier 


Frigidaire Div., 
General Motors Corp. 
Dayton, 1, Ohio 


Device: Frigidaire dehumidifier. 
Selling Features: Compact, rectangu- 
lar, dehumidifier filters room air, re- 
moves excess moisture of enclosed 
space up to 8,000 cu. ft. Suction fan 
draws air through special filter over 
refrigerated coils; moisture condenses 
and collects on coils, drops into a 
porc elain container OI permanent 
drain. 

Drawer type _ porcelain-finished 
moisture contaimer holds more than 
22 pts., rubber hose can be attached 
to dispose moisture to permanent 
drain. 

Vertically mounted evaporator and 
condenser; finned cooling coils; 84 in. 
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4-bladed fan, powered by 1/250 h.p. 
motor. 4 h.p. Meter-Miser compres- 
sor; operates most effectively at room 
temperatures between 60 and 
F., 184 in. high, 204 in 
in. wide; gray finish. 


5 degs. 


long, 113 
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PHILCO Freezers 


Philco Corp., 
Tioga and C Sts., 
Philadelphia, Pa. 


Models: Philco adds an 184 cu. ft 
chest type freezer No. H-183 for 
1953. Other models include three 
S-cu. ft. and a 124 cu. ft. chest 
tvpe. 
Selling Features: 184 cu. ft. model 
designed to go through 30-in. door- 
way; sloping front design—slopes 
inward at base, enabling user to 
stand closer and lowers “comfort 
access-level” by 6 in.; provides 70 
percent storage above knee level 
2-tone Key Largo trim combining 
plastics with soft hue of lid liner 
and breaker strips; full porcelain 
enamel interior; sharp freeze com- 
partment holds 125 lbs; tempera 
tures as low as 15 degs. F. below 
zero available; total food capacity 
647.5 lbs.; counter balanced hinges; 
easy-lift storage baskets and _ slid- 
ing plastic Utilitray. 

8 cu. ft. models hold 2834 Ibs. 
food; 124 cu. ft. model holds 4374 
lbs. 





ENTERPRISE Ice Cream 
Freezer 


The Enterprise Mfg. Co. of Pa., 
3rd and Dauphin Sts. 
Philadelphia, Pa. 


Device: Enterprise “‘Home-Aid”’ ice 
| 


cream freezer tor use in a retrigera- 
tor evaporator 

Selling Features: Makes ice cream 
automatically without salt or ice; 
when placed in refrigerator and 
plugged into an electric outlet pro 
duces 14 qts. ice cream in about 
35 or 45 min.; compact, light- 
weight, portable; easy to wash. 
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KELVINATOR’S NEW 





AUTOMATIC WASHER 


is 





The New Kelvinator has Features that Sell! 


This new Kelvinator Automatic Washer can be your key to new 
and larger volume in Laundry Equipment sales. It has all the fea- 
tures, all the improvements women look for in buying an automatic 
washer. One demonstration will convince even the most hesitant 
buyer that here, at last, is a completely automatic washer that gets 
the dirtiest of clothes really clean—yet is so gentle that it’s safe for 
finest underthings! 


The New Kelvinator offers Performance that Satisfies! 


Users will be the strongest boosters of the New Kelvinator Auto- 
matic’s performance. That’s because Kelvinator has a special . . 
and different ‘“‘shampoo’’ washing action. Washing begins while the 
tub is only half-full of water and rich creamy suds are at full 
strength. This pre-sudsing loosens even ground-in dirt and grease. 
As the washer slowly fills, Kelvinator’s ‘‘X-Centric’’ Action Agi- 
tator gently pulsates clothes up and down, round and round, flexing 
them back and forth between soft rubber fins. Then the washer 
triple-rinses the clothes with ‘‘over-flow”’ rinsing that floats dirt and 
soap scum over the top of the tub. Finally, the clothes are spin-dried, 
and a signal light notifies the homemaker that her washing cycle is 
complete! Here is carefree—and thorough— performance that makes 
washday a holiday for women! 







A New 
SALES 
















For You! 


Sell and Performance that Satisfies 
... Tops in Trouble-Free Service! 


The New Kelvinator Reduces Installation and Service Costs! 


This new Kelvinator Automatic Washer has no gears! It is virtually 
free from any vibration so requires no bolting or fastening to the 
floor! Lubricants are sealed in at the factory. It has only two oper- 
ating dials—one for water temperature—the other for regulation of 
washing and rinsing cycles. Flexible water and drain couplings permit 
inexpensive installation practically anywhere! In the event service 
should be required, operating mechanism is easily accessible and 
the entire operating assembly can be taken apart within 7 minutes! 


Kelvinator also has Standard Washers and Electric lroners! 


In addition to the new Automatic Washer, Kelvinator has brought 
out two conventional wringer-type models with features that will 
capture the interest of your customers. And there’s also the new 
Kelvinator Ironer. These new products, too, can mean added sales 
volume for you. Why not look over the entire new Kelvinator 
Laundry Equipment line at your earliest convenience? 


Kelvinator —a Franchise that means Progress! 
These new Kelvinator products typify the continuing progress of 
Kelvinator. They represent a new and added reason why a Kelvin- 
ator Franchise is so highly valued in the retail appliance field. We'd 
like to tell you more about it. Wire or write and we’ll get together! 


i 74 Y 
JOIN THE PARADE TO BETTER BUSINESS WITH elwaseataor 
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Division of Nash-Kelvinator Corporation, Detreit 32, Michigan 
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REFRIGERATORS + RANGES + FREEZERS + WASHERS AND IRONERS + WATER HEATERS + DEHUMIDIFIERS + KITCHEN CABINETS + SINKS + “ELECTRO-DRAIN’ GARBAGE DISPOSERS « ROOM AIR CONDITIONERS 
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An Automatic Washer with Features that 
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Here's an easy, profitable way to cash 
in on the ever-growing Air Drier 


market. 


Get the big FREE Oasis Dealer Pro- 
motional Package. Look what you 
get: 1 big Moisture Monster Display, 
as illustrated here (less drier), Sales- 
men's Pocket Prompter Cards that 
make it easy for your salesmen to sell 
Oasis, Envelope Sceuffers, and other 
helpful promotional pieces. To get 
this package, free, all you have to do 
is order 2 or more Oasis Air Driers. 

Last summer Oasis dealers reported 
up to 10 sales a day during the peak 
season—up to 250% increase in sales! 
Better get set now to make the most 
of this growing market, Put an Oasis 
Moisture Monster display on your 





rohit 


on the Big 
AIR DRIER 
PROFIT 
SEASON! 


show floor—tell your customers how 
Oasis gets rid of moisture damage in 
basements, stores, and other build- 
ings. They'll buy—9 out of 10 Oasis 
home demonstrations result in sales! 

You make more money with Oasis 
Air Driers! You don’t have to give up 
part of your profit on an inflated 
trade-in . . . there are no installation 
costs for you to absorb . . . and there’s 


little or no service problem. 


Don’t miss out on this profitable, 
growing market. Every damp base- 
ment in your community means 
money to you! Find out now how 
profitable the Oasis dealership can be. 
Write today for all the facts on Oasis’ 
FREE promotional package. 


OASIS Ait Diier 


ELECTRIC DEHUMIDIFIER 


THE EBCO MANUFACTURING CO., 405 W. Town Street, Columbus 8, Ohio 


P and 
“ial 


for details of NAME 
the Oasis FREE Miiemmemn 
Sales Helps! city 





THE EBCO MANUFACTURING CO. 
405 W. Town Street, Columbus 8, Ohio 
413 W. Town Street, Columbus 8, Ohio 


motional Package including the Moisture 
Display, Pocket Prompter, and many other helps. 


Monster 









Get this FREE NFW PRODUCTS 


Promotional 
Package and 





TELECHRON Clock 


Telechron Dept., 
General Electric Co. 
Ashland, Mass. 


Model: “Dorm” alarm clock. 
Selling Features: Small, with large 
easy-to-read dial; designed to give 
maximum visibility in| minimum 
table space; No 7H211, regular, has 
ivory-color case, brown numerals 
and hands, white dial. No. 7H211- 
L, luminous, has ivory case, white 
numerals, luminous hands and 
hour dots, black dial. 





MANNING-BOWMAN 
Vibrator 


Manning Bowman Div. 
McGraw Electric Co. 
Elgin, Ill. 


Device: Manning Bowman vibrator. 
Selling Features: 4-purpose vibrator 
has quiet magnet motor; contoured 
to fit hand; conveniently located 
switch on rear of shell turns vibra- 
tor on or off; 4 applicators—a cup- 
type applicator for cold cream and 
facials; hard plastic button-type for 
deep massage; sponge rubber for 
tender parts; and finger-type for 
hair and scalp; powder-blue plastic 
case; 115 volts, a.c. only, 10 watts. 





VICTOR Freezer 


Victor Products Corp., 
Hagerstown, Md. 


Device: 2-lid, chest type, 25 cu. ft. 
Quickfreezer. 
Selling features: Blue and gold plas 


tic grille easily removed for clean- 
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ing condenser; counter-balanced 
hinged lids; tumble-type lock with 
2 keys; large separate quick freez- 
ing compartment; automatic light; 
stores approximately 878 Ibs. frozen 
foods; other models in line range 
from 8 to 30 cu. ft., plus a new 
18 cu. ft. model. 








PHILCO Ranges 


Philco Corp., 
Tioga and C Sts., 
Philadelphia, Pa. 


Models: 12 models in Philco 1953 
line feature color control panels in 
5 top models. 

Selling Features: Control panels 
available in red, yellow, Key Largo 
and neutral on D-839, D-439 double 
and single oven companions; D-835 
and D-435 double and single ranges; 
D-437 single oven model. 

Other features in 1953 line in- 
clude Philco Quickset timer; “Dual 
Heating” system in banquet oven 
which provides same cocking tem 
perature in all oven rack positions; 
“Broil-Under-Glass” with —tem- 
pered oven glass shield between 
broiler coils and food to prevent 
spatter, smoke and stain, and to 
retain meat juices and_ flavor; 
“Built-In Jiffy Griddle’ with 2 
cooking speeds 

All models 40-in. wide except 
D-235 and D-233, Space Savers, 
204 in. wide, with 4 and 3 surface 
units respectively. 


\ eae 






SYLVANIA Deodorizing Lamp 


Sylvania Electric Products Inc., 
Lighting Div. 

1740 Broadway 

New York 19, N. Y. 


Device: 
G4S11 
Selling Features: Emits 40 to 50% 
more ultra violet radiations con- 
sumes only 4 watts; newly designed 
Sylvania bimetal switch, by auto 
matically opening once the lamp 
has started makes it possible to 
send more energy through arc, 
thereby producing more ultra violet 
radiation; requires no starters. Op- 
erates off small choke ballasts 


Deodorizing 


lamp No 
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There’s a glow of pride that goes with owning the finest—a warm feeling 
you're sure to get when you're the proud owner of a beautiful new PERFECTION 
in beauty, 


Electric Range Phe new PERFECTION literally 7s perfection 


convenience and ethciency. Here, on one range, are all the easiest-to-use 


65 vears of fine products... FURNACES 


erlecti 
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automatic features that make t mpting, delicious meals such a joy to cook, 
Indeed. there’s nothing on the market that can quite compare with the 
beautiful, new Perrecrion Electric Range. Before you buy any range, stop 


in at your dealer’s—let him show you why PERFECTION 1s your best selection, 


RANGES electric + oil + gas 
gas oil 

SPACE HEATERS 
WATER HEATERS 


PERFECTION STOVE COMPANY «+ CLEVELAND 4, OHIO 


Or) 


l we 
Olli «+ fas 


electric + oil 















NEW BENDIX TV FINANCE PLAN 
TAKES GAMBLE OUT OF SALES 
FOR THE NEXT TWO YEARS! 





Here are some highlights of what is called 
“the fairest, squarest finance plan developed in 
the appliance field.’’ 


dea om- e Bendix guarantees you and the bank against loss 


@ The Bendix TV Finance PI 


plete protection AGAINST lo by repossession 


@ Gives you full sale price immediately @ You can accept paper for 24 month payment 
@ Allows you to operate with a// of your working @ No resene ...no recourse! 
cA vital . 
| @ Pick up the phone and call your nearest Bendix 


@ No reserve deposit required from vou by banks CV Distributor! Get all the details today. 


BENDIX’ TELEVISION & RADIO 
BALTIMORE 4, MARYLAND 
A DIVISION OF BENDIX AVIATION CORPORATION 










5 NEW Electric Housewares 
and a NEW Merchandising Plan 


—) texte NEW / NEW / sn se sores 
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Not only a new steam iron... 








<— " new high in ironing luxury. Just 
A //) push button, and water empties 
\ [0 Ve hot, safely, easily, in less than 
ee” thon 10 seconds . . . and it’s ready for |) =a. 
‘Sn use as dry iron. Only Steam- ; ary 
— Steam-O-Magic”” Circle O-Matic offers this patented 
a a a a feature. Here’s push-button magic 
with almost effortless ironing * LIGHT WEIGHT! 
tox that does more than other irons * Stainless Steel! 
(209) claim! Model DL505, $21.95 «0s. ¥* Fully Guaranteed! 
\ Without pushbutton, Model R500B $19.95 
Use tap water. No dis Steam irons all fabrics 
tilled water to buy or complete heat range 
store 























of extra cost! = 





Beautiful gift case for 
travel or storage. In- 
cludes fiberglas pad 


a 
: 


( 4 


COMPLETELY 
AUTOMATIC 


5 
with SIGNAL 
ON ag 


A dream come true in il 
aie and good cooking. 
Packed with features your 
customers want most. Seam- 
less chrome body. Fry-O-Mat 
prevents transfer of flavors. 
Big 5-pint capacity. Extra 
large drip proof spigot. 


Model No. W 3000 $29.95 


5: nee! GET THE DETAILS NOW ON THIS 
See _ Barbecues * Roasts 2 Oe ee a a ee cee 
Grills * Broils * Fries * Toasts 




























Rival Manufacturing Co. E-4 
2201 McGee Trafficway 
Kansas City 8, Missouri 


| 

A masterpiece of gleaming beauty and exciting new | 
features! Penetrating infra-red heat. Holds large fowl | 
or 10-lb. roast. Two heats. No unplugging. Separate | 
Motor Switch. Includes spit, “Whirl-A-Gig” skewer, tray, | 
bacon rack, Han-D-Rak. | 
| 

| 

| 

| 


| want to know more about these 5 wonderful new Rival electrical appliances and 
Rival’s great merchandising plan! 


Model No. 1621 $59.95 NAME 
BROIL-O-MAT Infra-Red Broiler, Model 1620 $39.95 FIRM 
ADDRESS 


SEE THESE GREAT NEW N 
ADVERTISED PRODU 
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“Not Only Traffic Boosters, But Bring In MORE Cash Customers” 


REPORT ENTHUSIASTIC Dreslo DEALERS FROM SEATTLE TO NEWARK! 
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Vapor Steam Irom 


“Traffic is Terrific . .. Cash Customers Keep Coming”’ 
say PREsTO dealers everywhere of the PREsTo SALES 
AND PROFITs SPREE programs, now rolling in high gear! 

Dealers from coast to coast report overwhelming 
response . . . orders, orders and re-orders! 

Here’s why—the PREsTO SALES AND PROFITS SPREE 
is tailored for your selling needs. These unprecedented 
selling plans are backed up by tremendous national 








advertising that builds bigger and better consumer ac- 
ceptance right where you need it—in your own com- 
munity. Besides, you get hard-hitting FREE point-of- 
sale material for tie-ins where the customer meets the 
merchandise! 

Get into the PREsTo SALES AND PROFITS SPREE and 
you'll sEE! 


FOR BIGGER SALES GET FULL DETAILS 
See... Call. . . Wire Your Presto Distributor TODAY! 
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FREE “CHICKEN-IN-THE-BASKET” SETS 
STANDOUT TRAFFIC BUILDER 


Build extra sales and profits with this 
attractive giveaway—festive, ‘“‘Chicken- 
in-the-Basket”’ sets molded of sturdy 
colorful plastic! A natural for selling 
and using PRESTO DEEP-FRYERsS. The 
profits will please you, the gift will 
please the customer! 


me 
eesene 
seeess SP ee 
ne 


THE CUSTOMER SAVES ‘5.00 ON NEW 
STAINLESS TABLEWARE—COOKER OFFER 


Here’s a “‘most wanted” item on which the cus- 
tomer saves a big $5.00 as you make your full 
margin! Customer pays regular price for any 
PRESTO COOKER, gets beautiful 24-piece set of 
Ballerina Stainless Tableware! This plan is made 
to make money for you! 


Stock Up Now for MOTHERS DAY—JUNE BRIDE PROFITS 
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PROFITS 


\~FOR YOU! 


1. Now... two great “de-frost-it” models 
make old refrigerators young by adding 
automatic defrosting 


2. You can sell every customer . . . There's 
a model to suit any outlet location . . . to 
fit any purpose 





Spit! OR Mivay 





o “> 
> Guaranteed by ~ 
Good Housekeeping 

<7 _ 


§ sovrand 











New “de-frost-it 80” | 
Sell it where outlet for 

refrigerator cord is unobstructed 

and out of reach of children and 

Gnimals. Plugs directly into outlet. 


$895 von 


PARAGON 


de-frost-it C) 





“de-frost-it 90” 


top seller in the market. 
Complete with safe refrigerator 
cord and plug. Sell it wherever 
outlet is behind refrigerator, 
or awkward to reach 


$92. 










These features make ‘“de-frost-it 
selling easy! 





@ Continuous, powerful na- 
tional advertising support 


® Fully guaranteed. Millions 
of satisfied users 

@ Fresh, seasonal promotional 
advertising material 


@ Full line — to match any 
purse 


® Good Housekeeping guarantee. U. L. Approved. 
Made by the company that specializes in the safe preserva- 
tion of food. They must be good . . . 96% of the manufac- 


turers making automatic defrosting refrigerators for food 
stores specify Paragon defrosters as standard equipment, 


Ask your distributor about the Paragon line, or write: 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street © Two Rivers, Wisconsin 


World's Largest Exclusive Manufacturer of Time Controls © 1953 
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UPRITE FREEZE Freezers 


International Products Corp., 

2031 E. Sist St., 

Los Angeles, 58, Calif. 

Models: 1953 Uprite Freeze home 
freezer line includes a Suburban 
and Rancher model. 

Selling Features: Suburban model 
has 15 cu. ft. storage capacity; will 
go through a 24-in. door without 
removing freezer door; Rancher 
model has 20 cu. ft. capacity, goes 
through 27-in. door; counter-bal- 
anced door automatically closes 
when released; “snap” exterior 
hardware with a pull that closes 
door with 75 lb pressure; stucco 
embossed aluminum interior and 
inner doors; and a better type ele- 
ment embedded in breaker strips 
to prevent condensation or sweat- 
ing on exterior of freezer. 





UNIVERSAL CLEANERS 


Landers Frary & Clark 
New Britain, Conn. 
Models: 3 new cleaners: Deluxe 
tank No. 6705; Popular priced tank 
No. 6701; and Upright 
driven brush model 
Selling Features: Deluxe model fea- 
tures tattle tale light to indicate 
when bag needs emptying; new 
super rug nozzle with floating 
brush that picks up threads, lint, 
hair; graduated opening to give 
full suction across mouth of noz 
zle; sleeve lo k hose 


motor 


couplings; 


radio interference eliminator; all- 
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NEW PRODUCTS 


steel body finished in blue enamel 
with chromeplated handle, toe 
switch and streamlined gliders. 

Model 6701, features super rug 
nozzle with floating brush with 
projections to pick up hair, thread 
and lint; sleeve lock coupling; 
plated tubular sleds; new strap 
handle; comes complete with at- 
tachments to clean, dust, spray, 
demoth, shampoo and polish; light 
green finish. 

Motor driven brush upright 
cleaner features oversize motor 
driven vibro-brush with whirling 
action which loosens stubborn dirt; 
rubber pistol grip handle allows 
finger tip control; no-mar bumper; 
Day-Glo head light enclosed in 
modern streamlined case; 3- posi- 
tion Touch Toe handle control; 
automatic rug-adjusting nozzle; dis- 
posable Everclean paper bags; 2- 
tone green baked enamel finish. 





G-E Clock 


General Electric Co., 

Bridgeport, Conn. 

Device: Starter alarm clock 

Selling Features: Available in non- 
luminous (7H220) and luminous 
(7H220L); compact design; 34* in. 
high, 34 in. wide and 23 in. deep; 
both models have ivory colored 
case, red sweep second hand and 
shatterproof crystal; dial on lumi- 
nous model midnight blue; dial 
on non-luminous model, white, 
brown hour dots and numerals. 





FRESHMASTER Combination 


Freshmaster Corp., 
455 llth Ave., 

New York, N. Y. 
Device: Freshmaster 
freezer-retrigerator. 
Selling Features: 19 cu. ft. ‘T'win- 
Zone has 64 cu. ft. refrigerator 
space and 124 cu. ft. frozen food 
space; takes up 5 sq. ft. floor space 
—no larger thar, ordinary refrigera- 
tor; 38 in. wide, 25 in. deep, 70 in 
high. 


Twin-Zone 
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Get ready for the gift season with 


yy SPECIAL 
MER sen 1 peAls! 
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“PRESENTED BY family Circle 
242 Appliance Dealers Guess Wrong © 


hborhood 


APPLIANCE 





ence mnetiinasill 


News 


DEALER S 





MAGAZINE 








on Location of Majority of Customers 





DEALERS SEE FACTS — 
AMAZED AT FINDINGS 


DON BENO, Green Bay, Wisconsin dealer, was 
surprised when the survey showed over half of 
his best customers live within a 1% mile radius 
of his store. Mr. Beno had felt his best cus- 
tomers came “from everywhere within 30 miles 
of my store.” Another surprising revelation was 
the fact that 81% of the Family Circle readers 
also live within this 1% mile area. 

FRANK DE MARCO, owner oa 7 
of Eastchester Appliances, 
New Rochelle, New York, told 
Family Circle’s researcher 
that he believed his customers 
“come from all over.” He is 
still amazed that the Family 
Circle survey of customer am 





concentration showed that 85% of his best cus- 
tomers live within 1‘ miles of his store. The 
survey further proved that 86% of the house 
wife-shoppers who buy Family Circle magazines 
in the nearby Safeway supermarket live within 
1's miles of Mr. De Marco’s store 

JACK ROSEMAN, co-owner of the Northfield 
Supply Company, Livingston, New Jersey, was 
surprised to find from the Family Circle survey 
that 2 out of the 3 families who buy Family Circle 
magazine in a neighborhood supermarket live 
within 1'% miles of his store. In addition, Mr. 
Roseman learned that his best customers live 
closer than he thought—91% actually live within 
the 1‘ mile area around his store. 

R. J. WATTS, owner of The 9B 
Fair in Oakland, California, 
and veteran of 22 years at 
selling appliances,commented 
that he has “very little neigh- 
borhood trade.” Imagine his 
amazement when Family 
Circle’s survey revealed that 
7 out of 10 of his customers live within 1% miles 
of his store. The study also showed that as high as 
78% of the housewife-shoppers who buy Family 
Circle magazine at the neighborhood super- 
market live within 1% miles of Mr. Watts’ store. 
HARRY FLESCHER, Omaha, Nebraska, appli- 
ance dealer, was very interested in the final 
figures from Family Circle’s survey of the 
customer concentration around his store. The 
survey revealed that 50% of Mr. Flescher’s cus- 
tomers live in the 1% mile area around:his store. 
More amazing still was the fact that 8 out of 10 
of the housewife-shoppers who buy Family 
Circle in the neighborhood chain supermarket 
live in this same area. 
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New National Study Among Readers of 
Electrical Merchandising Shows Appliance 
Dealers Prefer Location Near Supermarket 


A new national survey, conducted by James 
M. Vicary, independent research organization, 
among hundreds of Electrical Merchandising 
readers all over the country by mail, has 
revealed some startling facts. 

One of the most interesting of these is that 
65% —or 2 out of 3—of the dealers were unable 


to pin-point the area in which best appliance 
customers live. Most felt their best sales were 
made to families living at considerable distance 
from the store. Family Circle’s continuing stud- 
ies reveal that best customers of neighborhood 
appliance stores are concentrated in the 1% mile 
area surrounding the store. 








FOUR MORE NEW APPLIANCE 
ADVERTISERS START IN MAY 
FAMILY CIRCLE MAGAZINE 


Four leading manufacturers join Family 
Circle’s growing list of appliance advertisers 
starting in the May issue: 

General Mills features Betty Crocker’s Tru- 
Heat [ron with steam-iron attachment ; Landers, 
Frary & Clark advertises Universal Jet 99 
vacuum cleaners ; Gerity-Michigan Corp. adver- 
tises Dishmaster; Hamilton-Beach promotes 
home drink mixers. 

More and more appliance advertisers are 
turning to Family Circle to reach the big, 
national market of 4,000,000 housewives con- 
centrated in the neighborhoods of thousands of 
appliance stores. 


APRIL, 


Further, this new study revealed that, in 
the majority of cases there is a supermarket 
within a few minutes’ walk of the neighborhood 
appliance store. This indicates that the neigh- 
borhood supermarket’s customers are the appli- 
ance dealer’s customers; housewife-shoppers, 
who buy Family Circle magazine at their neigh- 
borhood supermarket, are among the appliance 
store’s best customers. That’s why more and 
more appliance advertisers are planning new 
advertising campaigns in Family Circle. 





New Survey Shows... 


6 OUT OF 10 DEALERS ARE LOCATED 
WITHIN % MILE OF A SUPERMARKET 


When asked, in this new, independent nation 
al survey how many miles from the nearest sup 
ermarket their located, 63% of the 
dealers replied, “Within a quarter of a mile.” 
This puts them well within the important zone 
of customer traffic drawn by the neighborhood 
supermarket. 

Yet, an overwhelming 74% of the appliance 
dealers stated that, were they to relocate their 
stores, they would move next to a supermarket 
or chain grocery to cash in on customer traffic 

These experienced appliance dealers know 
that the kind of customers’ who shop in super 
markets where they can buy Family Circle mag 
azine afe the same people Who do the big buying 
in appliance stores. : 


store is 





Family Circle Is Sold 
in All These Grocery Chains 


and Supermarkets Exclusively: 


* ALBERS » AMERICAN * BOHACK + 
* BUTT - DIXIE HOME = 
* FIRST NATIONAL + GRAND UNION - 
* HILL + JEWEL « KROGER + 
* RED OWL + SAFEWAY - 
* WEINGARTEN + WINN AND LOVETT - 





OT aaiscatte Aan RG alte? aia 
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Family Circle housewives— 


best-customer prospects 
for appliance stores - ny a - 


4,000,000 homemakers buy 






Family Circle to get ideas and DISPLAY 
brand names that appeal to their 

housewifely interests—like appli- CARDS 
ances for easier housekeeping. Te) *) 


Use Family Circle’s free display 
cards to let the housewives in COUNTERS 
your neighborhood know you fea- 

ture the appliance brands they AND 


see advertised in Family Circle. WINDOWS 


GENERAL MILLS, INC. 
To cash in on the interest 
aroused by this 
General Mills Tru-Heat Iron ad 
in the May issue of 
Family Circle, ask your 
General Mills distributor 
for the special display kit. 
It will help you 
_ sell steam ironing 
the Betty Crocker way. @ 








Tr Ava in your home 
for WO days... Zee) 
le bs 






wi, WORE PORER 


‘ FREE! rege 
> © tig 
Bi 


wR. 
(LEAVING 
wi 

















Regina takes a full-page 
advertisement in the 
May Family Circle 
to show a national market 
of 4,000,000 housewives 
how Regina’s polisher-scrubber 
will help them 

keep house better. 
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Please send me the 
following free display 
cards with appliance 
advertisements from 
May Family Circle: 


Name 
Store 
Address 


City 


—anaeemnionl 








UST FILL IN AND MAIL COUPON GS GS Gt a= 
Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N. Y. 





No. of 
) GENERAL MILLS TRU-HEAT IRON .. — cards 


C] DIGMMASTER 2... rccscccecvcceess ; 

(C) UNIVERSAL JET 99 VACUUM CLEANER 

C) HOTPOINT PUSHBUTTON RANGE .. 

[] REGINA POLISHER AND SCRUBBER... 
(_] SPEED QUEEN WASHERS AND DRYERS __. 
() COROPACRAPT 2... cece cisccec cee mm 

(] O'KEEFE & MERRITT RANGES ..... . 


Zone _ State 

















LEE MOSS, SALES MANAGER, 
VACUUM CLEANER DIVISION, 
LANDERS, FRARY & CLARK 


“We think Family Circle’s 
4,000,000 housewives are 
Number 1 customer prospects for 
Universal Jet 99 vacuum cleaners. 
These women, keeping house for 

4\ their families in their own 
homes across the nation, 
can’t help but have a strong, 
natural interest in 
Universal Jet 99, deep cleaning, 
labor-saving cleaners.” 
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Let Family Circle 
build customer traffic 
for your appliance store 


Family Circle’s buying house- 


wives shop in your neighborhood DISPLAY 
supermarket. These women are 





SEG GE JUST FILL IN AND MAIL COUPON, GE GS l= = a= 
Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N. ¥. 

() GENERAL MILLS TRU-HEAT IRON .. 

Please send me the [) DISHMASTER ..................- to 
following free display () UNIVERSAL JET 99 VACUUM CLEANER__ 


cards with appliance () HOTPOINT PUSHBUTION RANGE .. 
advertisements from  () REGINA POLISHER AND SCRUBBER.. ___ 



































appliance-minded...their big CARDS May Family Circle: () SPEED QUEEN WASHERS AND DRYERS _ 
. * y y Circle 
interest is housekeeping for their Tel") ( CHROMCRAFT ...............45. reaeee 
families. Get these customers into C) O RSEPE 6 MSERITE RANSES ..... — * 
your store by showing them you COUNTERS SR icicceenicstintinssinpennien 
have the appliances they see in A © RR LET i I - 
Family Circle. Do it by ordering ND ih isooctane 
Family Circle’s free merchandis- WINDOWS Sa ae mtr SS Pets 


ing cards for your displays. 


\ew \utomatie Deep Ful Frver! | 
New Giant Super Oven! 
New Super-Calrod Heat! 


953 +otpoiat 
Puskbulfon Range 











wail ni oe this %-page Speed Queen 
am advertisement in their 
May issue of Family Circle— 
and they'll be thinking 
about washers and dryers 


ae | g wes 4,000,000 housewives will study 
Qn a 


in terms of their 


own homes and families. 





GEORGE D. GREEN 
ADVERTISING MANAGER 
GERITY-MICHIGAN CORP. 


“If we could hand-pick the audtence 
we want to reach with Dishmaster, 





you'd find Family Circle’s readers 
on our list... housewives who can 
afford to buy the best, and who know and 


respect the value of their dollars.’ 





Hotpoint features this 1953 range = r A. 
in a %-page advertisement, ae 
making a direct appeal | 
toa primary interest of 
Family Circle’s 
4,000,000 housewives — | 
easier, better cooking 


for their families. 
























‘i 














setio & Quitn 











Appliance advertisers using sectional 
editions of Family Circle: 


AMERICAN FIXTURE CO O'KEEFE & MERRITT 
advertises “Chromcraft” features gas ranges 
furniture in in Family Circle 
Family Circle editions editions sold in 
sold in all California-Safeway, 
Albers Super Markets H.E. Butt, and 
and Jewel Food Stores. J. Weingarten stores. 


4,000,000 housewife-shoppers— 
“family purchasing agents’’— 
buy Family Circle 


Family Circle Magazine + New York + Chicago «+ San Francisco + Los Angeles , 
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731-R 


World's Greatest 
ape Recorder Value ! 


Here’s your dnswer for those scores of customers who have been waiting 
for a tape recorder at a sensible price. The low-cost Ampro, with its top- 
quality features, has powerful sales appeal which means faster turnover for 
you. And the attractive profit margin means more money on every sale. 





OTION 
AGGRESSIVE pron pucr: 
PRE-seits THIS 


FOR FAMILY FUN...FOR WORDS AT WORK... 
YOUR MARKET IS EVERYBODY IN TOWN! 
Business and professional men find Ampro Tape Recorders invaluable for 


recording conferences, rehearsing speeches, training new people, and scores 
of other uses. Families want it for party fun, for recording important family 






@ Strong national advertising 


é : events, for home movie commentaries. Put an Ampro on your counter. . . let 
@ Hard-selling consumer literature your customers try it for themselves . . . and you'll reach for your salesbook! 
@ Shopper-stopper point-of-sale material It sells on sight — and sound! 


@ Interest arousing newspaper ad mats 
°K $77.85 your cost for lots of 4 or more units, and gives you a 40% profit. 


$86.50 your cost for lots of 1-3 units. 


PLUS SALES-STIMULATING FEATURES LIKE THESE: 


@ Records anything — plays @ External speaker outlet POSS SSS SSSOSS SSCS eRe we a am 







back instantly ® Compact, light-weight (17 Ibs.) 
® Easy to thread and operate © 5” x 7” speaker 
@ Instant stop-start switch @ No accidental erasing 4a M P RO Cc oO R P eo) R AT i oO N ge 


2835 N. Western Avenue 
Chicago 18, Illinois 









Gentlemen: Please furnish me the name of my Ampro distributor. 


MAIL THIS 
AMPRO COUPON 








Name___ sinters aw ilceaad ok deco a a a 
TODAY! CI cesta TE 
SSO there’s mongy in it! Address. ———~ Oe 
City State 
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OF MAKING MOVEY 


dealers know there’s a tremendous opportunity for SALES and 
PROFITS in the BIG, NEW, LOW-SATURATION 


AUTOMATIC WASHER MARKET 


y standard of comparison, there’s no finer washer to 
serve that market, than 


ABC-0-MATIC 


the washer that’s got EVERYTHING ! 





Agitation, with “Shampoo” washing action, is the BIG 
difference between ABC-O-MATIC and ALL other washers. It’s 
the very heart of ABC’s sensational new principle of washing, 
rinsing and damp-drying ... the strongest SALES story in the 
history of home laundering! 
























SELL THE COMPLETE HOME LAUNDRY LINE 


PROFIT WITH THE ABC DELUXE IRONER. ad 





o ™ 
with Triple-Action ltroning: f fp 
® Continuous Rotary © Stationary Pressing — | ae 


® To-and-Fro Finishing 





Two open, usable ends... patented, effortless 
foot control that stops roll “on the dot"...no “roll crawlage” 
++. gear case and pressure mechanism in rigid steel chassis 
entirely below the table... thermostatic heat control at each 
end of roll...floor brake to keep ironer stationary... 
finger-tip control to change ironing action. 


Why don't YOU cash in on this golden opportunity? Write or wire for details 
on ABC-O-MATIC — the key to MORE sales, MORE profits. 


ALTORFER BROS. COMPANY 
PEORIA, ILLINOIS 
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EXCLUSIVE/ 





| EXCLUSVE/ 


EXCLUSIVE/ 


EXCLUSIVE/ 














MODEL 56 


a 


AMERICA’S 


4 


FLOOR FAN 


mcs nee 
ate canines ene 


SELL FASCO...the Floor Fan with 
FEATURES YOU CAN PROVE! 


FEATURES)? You name it.. 


floor fan. Smart, 





. Fasco’s got it! And Fasco’s got 
the features you can prove. Look at the New Fasco Model 56 


dependable, efficient, powerful. 


Designed for good clean sales and plenty of them. Stock the 


complete line. 
Just show ‘em... 


cS 


=< 


Cae: 


you'll sell 


IMPROVED MOTOR EFFICIEN- 
CIES—Extra powerful shaded- 
pole induction type motor de- 
livers 3500 CFM at highest speed. 
No radio or TV interference 


ALL ALUMINUM BLADES — 
Design and pitch are balanced to 
motor out-put for maximum air 
delivery and whisper-quiet per- 
formance 


EXCLUSIVE DUSTPROOF BASE— 
Solid base prevents pickup and 
circulation of floor dust. Only 
Fasco has it! 


FEATURE FASCO FANS . 
THE LINE CUSTOMERS WANT 


em. 


Your customers know and prefer Fasco. 


NEW EYE-APPEALING COLOR— 
Cool blue-grey finish, color-tested 
by consumers to harmonize with 
all surroundings. 


POSITIVE FIVE-YEAR GUARAN- 
TEE—Model 56, and all Fasco 
Deluxe Models, unconditionally 
guaranteed for five years against 
mechanical and electrical defects 


FREE trarric stoppers 











INDUSTRIES, INC. 








PAGE 








1443 Augusta Street 
Rochester 2, New York 


Eye appealing heavy 
duty cards in bright 
golden yellow and 
blue-green tell the 
whole story. Oscillat- 
ing fon display ac- 
cents 10”, 12” or 16” 
Fasco fans. 


MANUFACTURERS OF THE ONE COMPLETE FAN LINE CUSTOMERS WANT 





NEW PRODUCTS 





DOMESTIC Sewing Machine 


Domestic Sewing Machine Co., Inc., 
Cleveland, 1, O. 


Model: Domestic zigzag Imperial 
sewing machine. 
Selling Features: 
tured for Domestic in Karlsruhe- 
Durlach, West Germany by the 
Gritzner-Kayser organization; ap- 
proved by and meeting all Domes- 
tic specifications the new “Im- 
perial’” will be sold under Domestic 
label 

1953 line also 
“Streamliner” 
and the 
model. 


Being manufac- 


features the 
head, the ‘‘Deluxe” 
“Special”, a promotional 
40 portable and furniture 


models with many interchangeable 
head and cabinet combinations. 





Kaufman Hedgemaster 


Kaufman Mfg. Co., 
Manitowoc, Wis. 


Hedgemaster No. 10. 

Selling Features: New cutting head; 
26 sharp cutting edges; both blades 
move in opposite directions; new 
tooth spacing; new cam action pro- 
vides more power at cutting edges, 
faster cleaner cutting, ease and 
comfort in use; dual-position cut- 
ting head for right or left handed. 


Device: 





BERNINA Sewing Machine 


Bernina Sewing Machine Co., 
29 W. 35th St., 
New York City 


Model: 
No. 117 
Selling Features: Performs every 
sewing requirement without any at- 
tachments; pressor foot knee lift 
enables operator to have both hands 
free at all times; take up lever 
eliminates all wear; hopper mech- 
anism functions automatically as 
soon as hopper foot is set. Sews 
jersey and bias cut materials with- 


Bernina sewing machine 


APRIL, 


out losing its elasticity—no accord 
ion character to stitches that ex- 
pand and contract with movement 
of material 

Sews straight forward, reverse 
and zig-zag, darns, appliques, em- 
broiders, monograms; sews buttons, 
zippers, single and double ornamen- 
tal stitches and makes buttonholes. 

lhread tension with scale makes 
it possible to adjust thread tension 


for fine, coarse cotton and silk 
threads and darning yarns; cali 
brated stitch length control; 3 


separate needle positions; automatic 
drop feed; automatic bobbin winder 
release; instant bobbin change with- 
out removing garment; can be 
carrying case or 
sewing machine 


placed in portable 
standard 


set in 
cabinet 





EVERSHARP Mower 


Midwest Mower Corp., 
1006 Olive St., 
St. Louis, 1, Mo. 


Device: Eversharp Mower No. 105 
Selling Features: Self-propelled 

tary power lawn mower with front 
wheel drive and 2l-in. cutting 
width; adjustable in height; 
equipped with mulching type blade 
to permit mowing closer to borders 
etc; 2 h.p., 4 cycle engine with im- 
proved clutch for easier starting 








LYON Cabinet 


Lyon Metal Products Inc., 
Aurora, Ill. 


Device: Lyon laundry-utility cab- 
net. 

Selling Features: Shelves adjustable 
on 2-in. centers to.make room for 


storing items of various sizes—bot- 
tled bleaches, soaps, packaged 
cleaners, etc. 4° sound-insulated 
coors have Lyon, Tap-O-Matic han- 
dles; white baked-on enamel finish. 
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whew 


SUB-ZERO 









Line of Upright Freezers 

















Se Rem Ferm ER Neer 


MODEL 20A 


FREEZER CO., INC. 
MADISON, WISCONSIN 
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MODEL 15A 
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At last it’s here!...The finest line of freezers 
ever offered to the field. This great new Sub- 
Zero Line is the culmination of over a quar- 
ter century of experience in low temperature 
refrigeration plus many years of pioneering 
in the manufacture of upright freezers. Now 
.» all this vast experience, research, testing 
and craftsmanship is combined to bring the 
ultimate in both modern, beautiful styling 
and in operational efficiency and service- 
ability. 

Sub-Zero is a line that will sell because 
Sub-Zero has the style and efficiency that 
make sales. Aluminum construction; cold- 
saving inner doors; uniform temperatures; 
convenient, large capacity in a small floor 
space; beautiful white baked enamel finish 
with gold trim and attractive hardware; 
guaranteed mechanical efficiency all add up 
to a line of freezers that sell better because 
they are better. Write for 
complete information... 
we shall be happy to show 


you how you'll do better 





all ways...with Sub-Zero. 


W. F. BAKKE 


Pres, and Gen. Mgr 
Sub-Zero Freezer Co. 




















MODEL 18.5A MODEL 25A 
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As Advertised 
In National Magazines 























































THENEW Speed Queen Dryer 
with Heat Control for Safe 
Drying of Sensitive Fabrics 


The Speed Queen Dryer has ex 
clusive advantages found in no 
other dryer, such as the “In-A 
Conditioned-Air 

Sitigate tio Aaa PT are | 
venting system. Ask your 
nearest Speed Queen dealer for a 
demonstration or write for free 
literature to Speed Queen Corpor 


Door” lint trap 
drying 
simple 


ation, Ripon, Wisconsin 


AY 1474) G QUEEN 


WASHERS IRONERS 


Add SPEED QUEEN 
and you add profits 


DRYERS 
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Duo-Therm Div., Motor Wheel 
Corp., Lansing, Mich., announces 
automatic self-lighters as exclusive 
equipment on 3 of its 1953 oil 
home heaters~Windsor Console 
957-E, Imperial 624-E and Im- 
perial 724-E. The Self-lighter, a 
new electric ignition, eliminates 
matches, paper and lighter rods. 
It works by radiation—when dial 
control is turned on a timed ra- 
diant heating element starts simul 
taneously with oil flow into burner. 
Heat from element quickly vapor- 
izes oil, and ignites it. 


is 


oa 

z 
7 

ra 


: 
= 





Cory Corp. recently introduced 
a non-electric, 8-cup, combination 
glass coffee percolator and _ bever- 
age server, in Swedish Modern de- 
sign. When percolator basket and 
metal inside brewing assembly is 
removed, percolator becomes an 
all-purpose beverage server. 


A portable, plug-in time switch, 
No. 919, is announced by ‘Tork 
Clock Co., Mt. Vernon, N. Y. 
Fully automatic, Telechron mo 
tored, it will turn electrical devices 
on, then off at exact times desig- 
nated. Once set the timer needs 
no further adjustment. 


A new battery-adapter accessory 
for battery-type Shox-Stok electric 
fence controlers is announced by 
Shox-Stok, Inc., Wellington, O. 
The adapter provides protection 
for any standard 6-volt hot-shot 


battery or 4 dry cells used to charge 
up to 15 miles of fence with Shox- 
Stok Model D controller. Control 
ler fits snugly over top of adapter; 
a handle for carrying and mounting 
assembly on fense post is included. 





A new pre-lined container for 
home packaging of frozen foods 
has been announced by Interstate 


Folding Box Co., Middletown, O. 
The new container (Super Frosto- 
fold) employs a laminated 3-p!\ 
inner liner bag of aluminum foil, 
protective paper and a film of poly- 
ethylene plastic. The liner is pre- 
attached to outer carton for me- 
chanical protection, filling ease and 
convenient storage. 





Volkano portable hand lanterns 
now have a new hard rubber pistol 
grip for ease of handling, accord 
ing to Richberry Electric Co., 
Chicago, III 


A Self-service “Drycrette” 
clothes drver is announced by Hoyt 
Mfg. Corp., Westport, Mass. De- 
signed for self-service operations, 
it will dry 20 lbs. clothes in 15 to 
18 min.; holds from one to thre 
large washer loads; automatic con 
trols prevent scorching, stops ma 
when cycle is completed 
“Heat Miser’ timer provides grad 
ual cooling during final drying 
period. “Lintronic-eye’” flashes to 
work when trap needs cleaning 
For operation without attendant it 
can be equipped with a coin meter. 


chine 


The Winco Storm Master engin 
generator, No. 3030X without 
engine is newest addition to Win 
charger line. Designed as a low cost 
standby emergency plant for subur- 
ban areas, where overhead lines are 
1 target for storm damage. Sold 
with or without engin« 





ry ie 
Ym ane me 
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Seymour of Sycamore, IIl., an 


nounces a new line of “Round 
the World Colors” in their Sprat 
Pack enamel paint, to meet d 
mand for colors to blend with 


modern decoration. Used succe 

fully on chairs, tables, desks, cabi- 
nets as well as appliances, 
now include 4 pastels: ivory, 
green and blue; 5 household colors; 
vivid green and red; chrome yel 
low, gray and true blue. White, 
gold, lustre chrome, black and trans 
parent clear are also available. 


color 


COI il, 
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NEW ELECTRICALLY REVERSIBLE 
20-INCH WINDOW-TYPE VENTILATOR 


Be first with Diehl’s new Window-Type Ventilator— 
it’s electrically reversible. One switch controls both 
ON and OFF, and two speed IN or OUT air flow. 
Stale air OUT—fresh air IN—at the flick of a switch. 
Adjustable to fit any window width from 27 inches 
to 39 inches. 





TABLE AIR CIRCULATOR 
It’s a Table—It’s a Fan 






Whatever the weather—whatever the season—the new Diehl 
Table Air Circulator provides year-round comfort. Its dual 
utility wins wide appeal. Unique and distinctive, it’s an eye- 


catcher—a natural all-year-round sales leader! 


now... 


Start now—display —adver- 
tise—demonstrate—talk fans. 
Diehl helps you sell—get the 
new 1953 fan promotion 
aids—they’re yours for the 
asking. Catalogs * En- 
velope Stuffers * News- 
paper Mats * Manuals ¢ 
Displays * Posters ®* 
Window Decals ¢ Dis- 
play Cards. 









Other DIEHL FANS you can Sell 
with Profit 





Kitchen Ventilators 

Pedestal Fans 

Exhaust and Ventilating 
Fans 

A size and type for every 
need. 





Well balanced 


warehouse stocks District Offices: Atlanta @ Baltimore ® Boston ® Chicago ® Detroit © New York ® Philadelphia © Worcester 


carried in: 
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1953 


POPULAR AND QUIET MODELS 
DESK AND BRACKET FANS 








PACKAGE UNIT QUIET 
ATTIC VENTILATORS 
24-Inch, 30-Inch and 
36-Inch Sizes 


AIR CIRCULATORS 
24-Inch Oscillating and 24 and 
30-Inch Non-Oscillating Floor, 
Counter, Wall and Ceiling Models 


10, 12, and 16-Inch 


piel! ) DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 


FINDERNE PLANT © SOMERVILLE, N. J, 
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SYLVANIA Table TV 
Sylvania Electric Products Inc., 
Salem, Mass. 


Model: The Weston No. 200M. 


Selling Features: 17-in. table model 
in mahogany colored plextone 
cabinet; features Stratopower 504 
chassis; equipped with ‘“Triple- 
Lock” simplified control tuning; 
glar-free viewing; available with 
built-in all-channel] VHF-UHF re- 


ception. 





CBS-COLUMBIA TV 
Comination 
CBS-Columbia, Inc., 


170 53rd St., 
Brooklyn, 32, N. Y. 


Device: Cosmopolitan No, 22K38 
Studio Series 21-in, combination 
I'V, phono and radio receiver. 
Selling Features: Contemporary 
styling in mahogany veneers; com 
pact pull-out record changer com 
partment; features 21-tube CBS 
Columbia Power-Tron chassis, plus 
size-intermix automatic changers 





“ 
” 


RCA-VICTOR Consolette 


RCA Victor Div., 
Radio Corp. of America, 
Camden, N. J. 


Model: RCA Victor consolette, 
Glendale, No. 171-302 

Selling Features: Screen is posi 
tioned about 6 in. lower than most 
receivers, so viewers look slightly 
down instead of straight ahead; 
17-in, picture tube; “Shaded Au 
burn” cabinet 
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CROSLEY TV Console 


Crosley Div., 

Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 


Device: New 21-in open face Cros 
ley console No, EU-21COS 

Selling Features: Designed to op 
erate in UHF and VHF areas avai! 
able in mahogany of blond (limed 
oak) with either a UHF or VHI 
tuner; features improved deluxe 
chassis with 21-in. cylindrical glass 
picture tube; improved circuitry; 
improved vertical stability; front of 
cabinet has triple-tiered picture 
frame that emphasizes size of picture 
and gives it a projected effect; pic- 
ture tube mask has satin gold finsh 
to match gold inserts of control 
knobs and polished gold-finished 
escutcheon; speaker grille opening 
covered with organ fluting 





MAGNAVOX TV Sets 


The Magnavox Co., 
Ft. Wayne, Ind. 


Models: Magnavox Provincial 21, 
Imperial Modern 21 and Modern 
Symphony No. 2951 
Selling Features: Provincial 21 has 
high style cabinet in cherry wood; 
2l-in. Magnascope picture system; 
105MX chassis, high fidelity sound 
system. Chassis, suitable for fringe 
area employs crystal picture detec- 
tor, 21 tubes, 2 rectifiers plus pic 
ture tube; 41 megacycle IF ampli 
fier, interference rejector and Mag 
na-Lok automatic frequency con 
trol 

Imperial Modern, has cabinet of 
white oak or mahogany with gold 
tooled Florentine leatherette door 
panels LD 106 chassis, 26 tubes, 
including rectifiers and picture 


tube and crystal video detector; 4 
stages of 41 megacycle IF; cascode 
tuner with 2 RF stages. Other fea- 
tures include big-picture system 
with optically filtered screen and 
reflection barrier; improved FM 
sound system; 12-in Magnavox high 
fidelity speaker on an_ inclined 
baffle; phono jack and provision for 
all-channel, UHF tuner when de- 
sired. 

Modern Symphony ‘T'V-radio- 
phono combination in 2 versions 
with identical cabinetry of mahog- 
any, oak or dark walnut, with 21-in. 
picture but differing in TV and 
radio components and price. 

Lower priced model MV95L has 
Custom 105MX TV chassis; AM 
radio-phono and 12-in. Magnavox 
speaker; TV and radio chassis em- 


ploy 25 tubes including 2 rectifiers 





and picture tube, plus crystal video 
detector; 41 megacycle IF ampli 
fier and provision UHF tuner. 

Higher priced model 295L com 
bines deluxe LD106 TV chassis 
with AM-FM_ radio, Magnascope 
picture system; 12-in. Magnavox 
speaker; on inclined baffle. ‘IV 
chassis design for 21 in. cylindrical 
picture tube and employs 34 tubes 
including 3 rectifiers plus crystal 
video :detector; suitable for long 
distance fringe-area reception; pro- 
vides easy installation of UHI 
tune! 








STROMBERG-CARLSON 
Table TV 


Stromberg Carlson Co., 
Rochester, 3, N. Y. 


Model: Panavue No. 52! TO. 
table I'V set 


Selling Features: Rectangular cylin- 





drical-faced 21-in. picture tube sits 
forward in cabinet so that flat- 
masked glareproof safety glass, 
curved to match picture tube, fits 
closely against it; deluxe type chas- 
sis easily adaptable to UHI’ recep- 
tion by replacing unused VHF coil 
tuning strip in turrent-type cascode 
tuner; provision is made for as 
many as 6 replacement strips. 

Features include blanking cir- 
cuits to permit tuning for maxi- 
mum brightness without re-trace 
lines; super high gain tuner; high 
voltage on picture tube; new sync 
separation circuits; new automatic 
electrostatic focusing; tone control 
and a new intercarrier sound IF 
system with permanent magnet 
speaker, blond cabinet. 





MAJESTIC Consoles 


Majestic Radio & Television Div. 
The Wilcox-Gay Corp. 

79 Washington St., 

Brooklyn, 1, N. Y. 


Models: 9 new 21-in. ‘I'V consoles. 
Selling Features: All models have 
“Golden Eagle” Cascode type tuner 
which permits change of strips for 
UHF; front-removable mask or 
safety glass; fringe area switch in 
chassis provides extra power reserve 
for areas wher reception 1S dif 
ficult; phono-jack at rear of chassis 

Models 21C34 and 21C35 ar 
open faced consoles in mahogany 
and limed oak respectively 21D52, 
21D53 and 21D55 are full-doo: 
models in mahogany, limed oak and 
silver fox. 21120 and 21T21, TV- 
phono combinations in mahogany 
and limed oak respectively 


—— + ae 
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CBS-COLUMBIA Portable 
Radio 


CBS-Columbia Inc., 
170 53rd St., 
Brooklyn, 32, N. Y. 


Device: CBS-Columbia 


I idio. 


portable 


Selling Features: New super-pow- 
ered superhet chassis for operation 
on a.c., d.c. or self-contained bat- 
teries in lightweight polished plas- 
tic cabinet with built-in antenna. 
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Are y 


present set up? This is a good year to answer important questions to plan ahead! Our 


su handling the right treezer nes 


you reaily have a freezer future with your 


T 
suggestion: compare Harder-Freez with the line you have, or are considering. [hen decide, 

















WORLD'S FINEST UPRIGHTS! Sizes 
35 cu. ft. capacity! Faster freezing 


15, 20, 25 and 


Greater efhiciency! 





Lower operating cost! Minimum floor space! 
Maximum convenience! Sealed inner shell for longer 


holding power! Many sales-clinching feature 





EVER POPULAR CHESTS! Sizes: 15 and 20 cu. ft, 
capacity! Famous Harder-Freez Center Plate Coil 
assures greater efficiency. Pressure Lock Catch 
seals in cold. Single self-balaneing Safety Lid 
with interior light! Hermetically sealed 
Compressor—5-year Warranty! Temperature 
Control for fast freezing! 
































New and old distributors report that dealers are flocking to — 
Harder-Freez—the freezer with a golden future! Here’s why: | 
*% Complete line; Uprights and Chests; larger, in-demand sizes! 
*% Superbly styled by Sheldon Rutter! Fit for the finest kitchen! 
*% New sales-boosting convenience features—in the freezer that’s 9 
ways easier! Chalk-up Chart, Packaging Pantry, Jiffi-Juice Rack, 
Sno-flake Storehouse, many others! %& Competitive engineering fea- 
ture Quiet, Fanless Operation (with static condensor); new space- | en 
saving, super-density Fibre-Glass Insulation; welded-steel inner i 
shell, sealed with special compound; many others! % Clean sales— } s 
no trade-ins, no “‘must-handle”’ items! % Powerful sales help— ewe 
consistent National Advertising, liberal Co-operative Advertising 
Plan. Unique Display Trailer program! %& National reputation— SRS 
over 8 years of growing sales under same pioneer manufacturer 
plant capacity now being enlarged again! % Sky’s-the-limit 
market—less than 12% saturated! 


DEALERS: ask for name of distributor in 
your territory. DISTRIBUTORS: a few exclusive 
territories are available. 






Call, wire or write—Harder-Freez Division. 
Tyler Fixture Corporation, Niles, Michigan. 













the freezer that's 9 ways easier! 
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* ° "City ais 


Here's V-Ms gift 
to YOU 
Mr. Merchant 


a @ 
& 


@ 
give more % 
¥ record play ing 
pleasure 
8 ° 
* 





Ss 
V-M tri-o matic 
phonographs and 
record changers 


for Graduation « 
¥ , Weddings 5, Birth 4 
or "wy gift occasion M ty srurt 


V-M National Advertising 
REACHES YOUR PROSPECTS 
Through 

These Leading Magazines! 


re pleasure p-matics have 


SEVENTEEN~ May issue Switch proves in atures, Exclusive Siesta 
LIVING FOR YOUNG HOMEMAKERS venience, es Sone oe 

— May issue amplier') after last record pla...” even the 
HOUSEHOLD—May issue tra ib asleep to music, if a7 aonb 
CORONET—May and June issues pindle helt olimiee™ sh ne Selly to 
SUNSET—June issue hole wear. With V-M's centraliset oon 
PARADE—May 10th issue easy 0 play records of all three wanes 
AMERICAN WEEKLY—May 10th and speed. 2. Turn shat: Select turntable 

June 7th issues match. V-M's handsony ny = — © 


beautifully in any setting styling fit 
Stock V-M phonos . . . for : 
these profitable gift mar- 
kets...stress popular V-M 
features... in your ads 
and promotion for May 
and June! Tell your pros- > 
pects where they can buy VM 1 0-matic $00 regaed (\ + b 
the V-M phonos they saw Plaste ba Ramen 95° | 

in the magazines! Have 
V-M on hand to meet the 
demand, order from your 
V-M distributor now. 


¥-M prices start ot $29.50 


. cr * Ae t-O-matic 97? tadie del 
Superb 59.95° 


i 


*Shgntly higher in West 


SEE FOR Yourseis wiy 
¥-M MODELS ane 
cae been START AT $29.50 wuanoractuato te 
ORATION, BENTON MARBOR, MiCHiGan 


! For curs mar civ 


t 
SHE YOUR V.m peatte ¢ MORE PLEASURE 


M Uri-ormatic : 4 ° _ V-M45 
85 portable ' ihn 8 ro. ) ns spindle { 
. 4 accessory 


M VM 
tri-o- matic tri-o-matic 
972 amplified 951 replace 
tadle model ment changer 
phonograph 


V 
tri-o-matic 
920 


record changer 
attachment 


WORLD'S LARGEST 
MANUFACTURER OF 
RECORD CHANGERS 


V-M CORPORATION iy 


BENTON HARBOR, MICHIGAN 
. EXCLUSIVELY 
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NEW PRODUCTS ~.... 





tubes with herical 


['wo new 2l-in. rectangular ‘T'\ 
| rical faceplate 


Pie 

mnounced by The Rauland Cory 
Chicago. No. 21YP4 has elect 
tatic focus and magnetic defl 
tion requiring a focusing voltage of 
from 0.4 to 2.2 of anode volt 
Ted No. 21ZP4A has magneti 
rocu ind deflection. Both tub 
have grav filter faceplate Each 
employs the Rauland indicator ion 
trap gun 


Brach Mfg. Corp. Div. General 
Bronze Corp., Newark, N. J. an 
nounces a new Universal UHI 
VHF-indoor antenna. [quipped 
with the conventional 3-element 
rods for VHF, falls into a 90 d 
horizontal position for UHF. ‘Th 
is accomplished by Brach design 
rotating balls which allows user to 
flip the elements to UHI position 
Weighted base prevents tipping, 
finished in mahogany 


A new heavy duty mast base 
designed for telescopic masts has 
been announced by Ward Prod 
ucts, Cleveland, O. Known a 
“C-34,” it is adjustable to hand] 
mast diams from 14 to 24 in. O. D 
Rotatable feature enables antenna 
to be mounted while on ground 


ind raised to vertical position 





Laboratori 

Westfield, N. J., announces a UHI 
converter-booster called the “Am 
pliverter”’ Operate 
with ‘T'V mounts easily on back 
of cabinet, flush with top; has 

cascode signal gain 7 times (17 db 
greater than conventional 2-tub 
UHF converter. Features 3 tub 

1 germanium mixer and a self 
contained power supply. Has in 
put terminals for UNF and VHI 


intennas 


Blonder- Tongue 


automatically 


Comell-Dubilier [lectric Corp 


So. Plainfield, N. J., announces a 
UHF antenna called U-4. Factor 
pre-assembled, featu broad band 
coverage with uniform gain 

entire UHI pectrum, uniform 


ATE, T9353 


gain with low vertical radiation and 
uniform gain with low standing 
wave ratio and 300 ohm internal 
impedance 





STE 


Channel Master Corp., Ellen Tl 
ville, N. ¥ imnounces a Triple a 
Vie No. 9035, inter-action filter Eve 
which ties all 3 TV receptions Ste: 
band tog rether. Permits use of up tior 
to 3 individual antennas with onh The 


on ’ ‘d to I'V set or converte! 
mo! 


any 
cari 
of 3 
buy 

« 
why 
peti 
iror 


dist 





antenna 





CBS-Columbia announces avail 
\bility of a new CBS-Columbia YOl 
UHF converter No. 2001. A singl 
switch on converter changes opera 


tion of receiver from VHF to CAS 


UHF; does not requir modifica- 


tion of owners’ sets, merely con You 
nects between antenna lead-in and sati: 
the T'V receiver Cas 
JFD Mfg. Co., Brooklyn, 4 witl 
N.Y. announces the availabilit) use 
‘f a new all aluminum broad band that 
VHI ( scod baline yagi, features filli 
Quik-Rig” design ; 
Py tims 
A new line of tables for q \ aie 
have been introduced by Universal h. 
Woodcrafters, Inc., La Porte, Ind — 
One model designed for 21 in. set rics. 
rotates with ball bearing cente1 stru 
unit, which eliminates warping 01 free 
binding under weight. Grained ‘ 
- to i 
>-ply veneer in mahogany, limed 
oak or blond dem 
, ; ap ous! 
General Electric’s distributors A 
ire offering black iron stands for at 
table TV receivers. Available for trul 
ill 17 and 21-in. table models in wit 
G-E’s current line wor 
A new Masco Super-Skychief leap 
2-stage TV booster is announced sitic 
by Mark Simpson Mfg Co., 32 28 it’st 
49th St.. Long Island City, 
shar 


N. Y. 8 tuned circuits and uniqui 
ill-channel broad band circuit pro 
ides well-balanced picture g1 idu 
ition, good sound amplification, 
ignal-to-noise ratio, and uniform 
high rain on ill channels Metal 
ibinet, sloped panel, baked ma 


1 } try Gnicl 


iogany Nami ni TiThISit 
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CASCO, THE MODERN TAP-WATER IRON 






| SHATTERS SALES RECORDS EVERYWHERE 


JOBBERS AND DEALERS REPORT PHENOMENAL BUSINESS 
PACED BY CASCO’S ONE MILLION DOLLAR CAMPAIGN 








STEAM IRONS TAKE OVER THE HUGE 
TRAFFIC APPLIANCE INDUSTRY! 


Every statistical fact now shows that 


Steam Irons are outselling conven- 
tional dry irons by more than 3 to 1. 
The steam iron in dollar volume gets 
more consumer dollars for you than 
any other traffic appliance you may 
carry, and imagine! 8 out of every 10 
of your customers actually want to 
buy a steam iron right now. That's 
why you'll lose business to your com- 
petitors if you don’t feature steam 
irons in your ads, windows and 
displays. 


YOUR CUSTOMERS ARE SOLD ON 


STEAM IRONING! FEATURE 
CASCO, THE REALLY MODERN IRON! 


You'll make easier sales and better 


satisfied customers if you feature 
Casco. Women don’t want to fuss 
with distilled water. They want to 
use tap water. They want an iron 
that steams for a long time without 
filling. No stingy, drop-at-a-time 
time steam-making for them, but 
safe, trouble-free generous steaming 
that really works wonders with fab- 
rics. They want stainless steel con- 
struction that means years of trouble 
free service, and because they want 
to iron everything with steam, they 
demand an iron that steams gener- 
ously in any position... not just 
flat on an ironing board. Casco is 
truly the modern, streamlined iron 
with every one of the features that 
that’s why it has 
leaped ahead to the top-demand po- 


women want... 


sition it enjoys today . . . that’s why 


it’s the iron that will get you a bigger 


share of business! 





CASCO SALES IN JAN., FEB., MARCH ‘53 EXCEED 9 MONTHS VOLUME IN ‘52 








i 





What's New in Hor 
Never before 


{ 


supported “ 
no other sté 
has of’ | 


to 















conven- 
to 1, 
1¢ gets 
an 
may 
~very 10 
’ 





al 











NATIONALLY ADVERTISED 15 DAY FREE TRIAL OFFER 
IS SENSATIONAL SALES SUCCESS! 





Week after week, month after 
month double spread ads, full page 
ads, local newspapers, TV and Radio 
bring Casco’s terrific Quality Story 
.. and 
dealers from coast to coast are cash- 


to every home in America . 


ing in as never before on the now 
famous Casco 15 Day Free Trial Of- 
fer that wraps up sales in record 
breaking fashion. This Free Trial 
Offer is high-spotted in top maga- 
zines like the Saturday Evening Post, 
Woman's Home Companion, Red- 
book, Better Homes and Gardens, 
House Beautiful Guide for The 
Bride, Good Housekeeping, Sunset, 
Living for Young Homemakers and 
Household, plus Forecast and 
What’s New in Home Economics. 
Never before has any Steam Iron 
supported its dealers like this, and 
no other steam iron manufacturer 
has offered dealers as effective a way 
to tie-in and cash-in, 





No Distilled Water to buy... 
save your customers up to $15 a year! 


Stroma Sorgen 


No Stingy, Drop-at-a-time Steam action! 








CASCO PRODUCTS CORP., 






Here’s how you can get a BIG 


share of this year’s $35,000,000 


profit in the Steam Iron Market 
ORDER CASCO OFFER X6 TODAY 


from your wholesaler! 


You get 6 Casco Steam and Dry Irons... 


plus FREE 


Displays, Mailers, Window Posters 
— four complete Seasonal kits sent 





plus 





BRIDGEPORT 2, 


directly to you by Casco timed for 
biggest selling periods of the year, 


an official certificate, making you on avthor- 
ized Casco 15 Day Free Trial dealer! 


CONNECTICUT 








It’s the | © 


behind the product 


that 





Every successful sale of a home product begins 


in the home. 


LIFE and BETTER HOMES & GARDENS are 


\ 4 ) \\CS carrying the story of RCA Room Air Conditioners 
\ | \ i into millions of homes. The people ft ES 
and Garde 


advertising are prize prospects... interested in 


better living ... in improving their homes. 


These are the same people who will walk into 
your store, ask for more information and utter the 


magic words. ““How soon can you install it?” 


Backing this powerful magazine campaign will be 
consistent promotion of RCA Room Air Conditioners 
on such top notch radio and TV programs as 

Kukla, Fran and Ollie, Dennis Day and the 

Kukla, Fr Phil Harris-Alice Faye show. 


Get behind the line that is in the forefront... 
creating prospects and profits, with a powerful 


national advertising campaign. 


A complete sales promotion program will help you 
with the follow-through . .. to build bigger and 


better business with RCA Room Air Conditioners. 


RCA Room Air Conditioners 


RCA VICTOR DIVISION @s | 
eh 


Dennis Day 


RADIO CORPORATION OF AMERICA 


“ Tt Y a 


Phil Harris & Alice Faye 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 








TED WEBER, JR. 
News Editor 


How Good Will Business Be This Year? 


Even better than last, and that was 


good, manufacturers tell stockholders. 


AS year Wa 
4 will be eC\ 


sood But this year 
en better 

hat’s what leading appliance-radio 
IV manufacturers were telling theit 
stockholders last month in 
iccompanying their 1952 
port. 

Company 
that sales (and in some cases, profits 
had hit highs in 1952. And 
most firms were being quite frank in 
predicting that 1953 would be just as 
good or even better than 1952. 

Many their predi 
tions pointing out that 
unforeseen market developments o1 
1 new international crisis could chang« 
the picture 


1'\ de iler 


TOS\ 


messages 


mnual re 
ifter company reported 


re¢ ord 


firms hedged 


somewhat, 


[In addition, applianc 
must that the 
sales and profits pictures painted 
in these industrial and 
well as consumer 

Kven so, many firm 
ibout it: the appliancc 

looked good for the 


con ider 
report cove! 


defense busine 1S 


goods 
vere specih¢ 
ind l'\ 
oming year 

Here’s the 
painted the pictur 

Philco. Sal 
ind service et 


volume 
busine 


way the annual reports 
of company product 
i new record in 1952 
although net 
slightly Looking 
president William 
he demand for out 
should increase 
ubstantially and the reception to date 
of our 1953 refrigerators and other 
ippliances should result in another 
uccessful year in this field.” 
Whirlpool. Net sales rose to over 
$118 million 
lion in 1951) and net income was al 
most $3.8 million 
195] Continued expan 
sions have enabled the company to 
re-enter the market areas it abandoned 
in 1951 because of limited supplies 
but president Elisha Gray noted that 
“at no time have shipments 
enough to meet the requirements of 
Discussing the 


ilmost $367 million 
down 
head to 1953 
Balderston said 


television 


mcome Was 


receivers 


compared to $88 mil 


compared to $3.4 
million in 


been large 


ce ile rs = 


coming year, 


ELECTRICAL 


MERCHANDISING—APRIL, 


Gray said: “The prospects for 1953 
whole appear good, with the 
home laundry appliance industry look 
ing forward to continued heavy 
mand ig 

hor. Record sales and higher net 
profits in 1952 compared to 1951 wer 
Thor's annual report by 
board chairman Raymond J. Hurley 
Sales rose to almost $32.6 million 
922.6 million in 195] More ef 
ficient distributor-dealer operations, a 
new line of wringer washers and entry 
into the field 
explanations of the 
Said Hurley: 
Continued on next page 


iS a 


de 


noted in 


cited as 
record-breaking 
“No one can 


freezel wert 


business 


Off to a 


Product Factory Shipments 
January, 1952 
Television* 404,933 
Radio* 615,434 
Refrigerators 275,297 
Ranges 80,826 
Washers 213,998 
lroners 15,636 


45,121 
230,226 
44,147 
37,730 


Dryers 
Vacuum Cleaners 
Freezers 


Water Heaters 


Much better than last, if January's 


production gains can be maintained. 


APPLIANCE and television manu 
i facturers didnt have to look far 
last month to find tangible support for 
the rosy predictions they were offering 
their stockholders. 

In mid-March the year’s _ first 
monthly production figures becam« 
available. Without exception, busi 
ness was booming in every product 
line when compared to last January's 
production. 

Vhere any such uniform 
pattern evident when you compared 
January’s production to that of the 


final months of 1952. 


wasn t 


In some cases, 


the January output was down from 
October, November and December 
Good Start 
Percentage 
Gain 


77.6% 
77.6 
26.1 
35.2 
29.6 
56.0 
38.0 
11.2 
92.8 
28.0 


*Indicates production rather than factory shipments 
S ce Radio and TV—Industry estimate by RTMA; Washers, lroner 
nd Dryers—Membership of AHLMA; Vacuum cleaners — Industry 


estimate by VCMA; All others—NEMA members, not industry 








1953 


In others it was up—and in the cast 
of ranges, it was higher than for any 
month since October, 1951.) 

Here’s the way production shaped 
up, product by product: 

Home Laundry Lines. Washer out 
put was almost 30 percent ahead of 
January last vear, but was roughly 
24,000 units below the monthly aver 
iwe for the final four months of 1952. 
On the other hand, it was higher than 
any of the first eight months in 1952 

he true with dryers. 
January was up 38 percent over the 
same month last year but below pro 
duction in the final four months of 
1952. It was, however, far above pro 
duction for any of the first eight 
months of that year 


Sane Was 


Ironer production was even more 
noteworthy. Jnuary was 56 percent 
ihead of 1952 and the output of 
24,395 units was exceeded only once 
in 1952 (in October, when slightly 
more than 25,000 units were turned 
out ) 

Other Appliances. Range manufac 
turers turned out over 109,000 units 
in January, a whopping 35 percent 
better than January last year, and ahead 
of any month since October, 195] 

Refrigerator production in January 
was not only 26 percent better than 
last January but was also well ahead 
of any of the last five months of 1952 
(Monthly average for August through 
was 262,000 units, 
85.000 the January 


December about 


a good below 
hgure 

Water heater production in January 
vas roughly on a par with performance 
in the final four months of last year 
but considerably (28 


thove January of 1952 


wa percent) 

I'reezer production, which rose to 
almost 100,000 units in mid-1952 and 
then fell off to the 60,000 level in the 
final two months of the year, shot up 
ward in January to 85,000—an amaz 
ing 93 percent ahead of January, 1952 

Vacuum cleanér output of 255,886 





AMERICA'S MOST BEAUTIFUL 
HOME FREEZERS 








S 


eee 


Wilson 


} 


Here’s the freezer line with everything a dis- 
the line tributor or dealer could ask for... AND 
Distributor Franchises are available! Look 


for you 


into Wilson—the line with a future for YOU. 


WILSON FRANCHISE FEATURES 


eee707020707087 


* , 
EXCLUSIVE TERRITORY ... large enough to insure a profitable business. 


> 
QUALITY MERCHANDISE ... by the pioneer in up-right freezers 
a 
GOOD PROFIT ° »..areally worth-while mark-up. 
° 
FREEZERS ONLY ® .no side-lines, no tag-a-long products 


POWERFUL ADVERTISING SUPPORT .. 
> 


HARD-SELL em Ov = 


newspapers, radio, television, etc 


in leading magazines. 


.a complete co-operative campaign for 


* 
> : . . . . 
BUSINESS-BUILDING LITERATURE . . . direct mail pieces, folders, broadsides, 
¢ catalog sheets, display pieces 
« 
NATION-WIDE FINANCE PLAN ... to “‘untie’’ your cash investment. 
2 





° —_ ar 
Look into the Wilson Franchise Arrangement today. ; 
Write, wire or phone for details and availabilities. / 


WILSON REFRIGERATION, INC. e 
102 Glenwood Avenue, Smyrna, Delaware iN 


America's FIRST makers of up-right home freezers 

CHEST FREEZERS, TOO 
3 models—15, 19, 24 cu. ft. 
A size for every size family. 


Home Freezers * Farm Milk Coolers 
Commercial Refrigerators 
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average for the final quarter of 1952 


units was well ahead of last Januar 
was bettered in only two month 
(March and October) last vear. 
Radio-TV. ‘Television output in 
January climbed sharply upward to 
719,234 units, below the 


> 


somewhat 
It was far bettcr than any of the early 
months of 1952. Advance indi 
were that February 
holding at this pac« 

Radio production, too, jumped up 


itions 
produ tion wa 





rd im January, and production of 
1,093,142 was a startling 77.6 percent 
better than January last year. 

Broken down by type, the radio 
figures indicate that all four classifica 
tions showed gains in January. Hom« 
radio production was up 25 percent 
over last January, portables were up 

7 percent, auto radios jumped up 

ird 129 percent and the healthy 

ying Clock radio industry was up 136 
percent 





Reports (continued) 


predict the future. We believe th 
the potential sale of our products con 
tinues at a high level and are takinz 
iggressive steps to justify our receivins 
a representative share of the market 
Westinghouse. Net sales jumped 
17 percent to $1.45 billion, a nev 
record. Net was the second 
highest in company history. An “ag 
selling and merchandising” 
program resulted in “considerable im 
provement in the market position of 


INCOME 


LTCSSIVE 


inany Of Our consumer lines’, presi- 
dent Gwilym A. Price told stock 
holders. Completion of the com 
pany’s expansion program with its 


potential for increased volume of sales 
hould produce a 
greater net income.” 

General Electric. Sales ros« 
record level of $2.62 billion 
ings hit the 
company 


proporti mately 


to th« 
ind earn 
econd highest point in 
President Ralph 


Cordiner praised company exccutives 


history 
for “resourcefulness and ingenuity” 
in minimizing the effects of the stecl 
strike and for limiting adjustments in 
pricing and production necessitated 
by the industry-wide slump in_ the 
home appliance market during the 
early months of the vear 

RCA. hit $693 mil- 
lion, 16 percent better than the pre- 
Net profit 
million, up from $31.2 
1951. General David Sai 


Gross incom 
vious record set in 1951. 
were $32.3 
million in 


off, chairman of the board, noted 
“Victola” phonographs 
had increased by more than 20 per 
ent over the previous year and h« 
noted that the firm had broadened its 
msumer lines by entering the gas and 


lectric range ficld and adding console 


hat sales of 


iir conditioners to the window models 
it marketed last year. 
Stromberg-Carlson. 
net sales were up 
1951. Net 
compared to $685,77 
dent R. C. ‘Tait 
radio-television 
ward “to a larg 
sales this year 


Consolidated 
+3 percent over 
was $1.2 million 
7 in 1951. Presi 

said that the firm’s 
division looked for 
r volume of television 
than last’. He said 


MCO 


that aggregate industry sales of ‘TV 
over the next few years might 

Id to a steady level with newly 
pened television markets compensat 


ing for declines in some of the old 
market area 

Zenith. Consolidated net sales 
passed the $1] million mark for an 
ill-time record and the final quarter of 


the year saw sales exceeding any 
previous quarter in company history 
by 33.5 percent Sales for Zenith 


Radio Corp. (the parent firm) during 
this January were the highest for that 
month in the company’s history, presi 
dent E.. F. McDonald Jr., told stock 
holders. He added: “It is anticipated 

it production and sales in the first 
quarter of 1953 will establish a new 
record for thi parti ular period of a 


yea! 


G-E Range .. . 1906 Model 





RETIREMENT has come for one of the first electric ranges made by General 


Electric. The 1906 unit with 13 ser 
will rest in place of honor at the 

Park in Louisville, Ky. This collector 

Adolph Strauch 


appliances are set on the table 


owner, Mrs 


controlled by adjustable switches 


has been replaced by a new double-oven 


APRIL, 


79-year old widow 


The original range, which once c 
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called Model No. | 


appliance division’s new Appliance 


ug-in appliances 


m was turned over to G-E by the original 


of a former G-E engineer. The 


urface and plugged to the current-carrying cords 


t $55 new 
push-button model 
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the Clothes Dryer with 


UILT-IN CONSUMER ACCEPTANCE 
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Rae, 


New Favorite of Specialty-minded Dealers ... EASY Automatic Clothes Dryer ! 


It's the new 1953 Easy Automatic Clothes Dryer! rate of any dryer! Plus, of course, built-in work- 
Loaded with selling showmanship power — the saving and step saving that laughs at weather! watch 
kind you've learned to expect from Easy. The sam 


But the No. | Selling Feature of the new Easy Dryer 


ind OT Sales ¢ irement that attractS your cus - 
is right there in front for everyone to see. It’s the 


tomers to the famous Easy Spindrier 


t Easy name the one manufacturer that has been 


; , ee ,; tlizine exclusively in solving home laundry 
There's the single Selecto-matic Dial that lets you a 










: problems since 1877 ! 
fabri here's the f loor opening that It’s another big reason why the /eading appliance 3 

; : - ‘ f e 

ikes it easier to get thes in and out. Circle dealers are the Easy dealers! Easy Washing AL) 5.3 / 
Aire Drying, with the fastest per hour evaporation Machine Corporation, Syracuse 1, N. Y tlie . 
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WELCH 4H 


— 
— 


AIR CIRCULATORS 


——_—_—_— 


hassock fans 


Medel No. 12-Mahogany 
plastic top and base and 
harmonizing buff louvers. 

Retail $49.95 


Medel Na. 11-Lustrovs jet 
block plastic top and base 
and contrasting sparkling- 
dear louver rings. 

Retail $49.95 






Model 15— 
Air-Flight Special 
Most popular, low- 
cost floor circulator, 
with famous Welch 
design and patent 
features. 

Retail $36.95 


Model 24—Twinmaster 
The most flexible twin-fan 
on the market, Blades in- 
dividually reversible. Fits 
sash and casement win- 
dows. 6-speeds. 

Retail $69.95 


Model 4—Four Winds 
Window Fan 


Versatile! Portable! Re- 
versible!l AERO-INDUCT 
LOUVERS increase air-flow 
45 to 50% without slide 
panels. 

Retail $39.95 


Mode! 20W—New! 

Alr-Flight Window Fen 

A large 20” window, table 

or floor fan with the easy 

portability usually found 

only in smaller fans. 
Retail $59.95 





Dealer Bonus! Ask about 
Operation Snow Shoe. Extra profits for 
dealers. Get details from 

your distributor or write direct. 























Yes! The biggest selling hassock fan in America! Con- 
sistent demand makes the Welch Air-Flight Circulator 
line profitable for you. Examine Welch Air-Flight Deluxe 
Models No. 11 and 12 . . . feature-by-feature. See how 
Welch engineering and Welch design turn out a product 
that helps sell itself. No other hassock fan on the market 
has so many product advantages . . . and each product 
advantage is a selling advantage for you. 


Soff, WELCH FULL-LOUVERED DESIGN—Only Welch Air- 
Flight Circulators are fully louvered, top to base, a 
patented feature that increases air flow efficiency. 


Sef morE AIR VOLUME—Beautiful Welch Air-Flight 
Model 11 or 12 Circulators deliver more cooling air than 
any other circulator. 


Soff weicH BEAUTY—Welch Deluxe Air Circulators 
have life-long beauty. The plastic colors do not fade. 


Sef weich sAFETY—The fan blades of Welch Air- 
Flight Circulators are completely enclosed so children or 
pets cannot touch them or fall against them. 


Soff HEALTH—There is no air blast—no draft, when you 
cool with Welch Air-Flight Circulators. Intermittent 
blasts can be annoying, drafts are dangerous to health. 


Sef tHE WELCH FIVE-YEAR GUARANTEE — Every 
Welch product is backed up by a five-year motor guaran- 
tee against mechanical or electrical defect. 


SELL WELCH JE cuewr CIRCULATORS 


Customers buy the Welch line because they want the 
features found only in Welch Air-Flight Circulators. See 
your distributor, or write direct. 


W. W. WELCH COMPANY ° CINCINNATI 2, OHIO 
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Scheduled Meetings 


NATL. ASSN. OF TV & ELECTRONICS 
SERVICE ASSNS. 

Annual Conventior 

Kansas City Mo 

April 1] 12 


ROCKY MOUNTAIN ELECTRICAL 


LEAGUE 
Spring Conference 
Shirley Savi y Hotel, Denver 


April 26-28 


CHICAGO ELECTRIC INDUSTRY 
TRADE SHOW 
Electric Assn. of Chicago 
Conrad Hilton Hotel 
May 1] 14 


APPLIANCE PARTS JOBBERS ASSN. 
Annual convention 

St. Joseph, Michigan 

May 14-16 


1953 ELECTRONICS PARTS SHOW 
Conrad Hilton Hotel, Chicago 
May 18-21 


NATIONAL APPLIANCE SERVICE 
ASSN. 

Annual Convention 

Bismarck Hotel, Chicag 

May 20-23 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 

45th Annual Convention 

Conrad Hilton Hotel, Chicago 

Board Meetings—May 24 

Appliance Division—May 25-26 

General Session——May 27 

Apparatus Division—May 28-29 


EDISON ELECTRIC INSTITUTE 
2!lst Annual Conventior 
Atlantic City, N 
June | 4 


SUMMER HOME FURNISHINGS 
MARKET 
Merchandise and Furniture Marts 
Chicago 
June 22-July 3 


HOUSEWARES SHOW 
Auditorium, Atlantic City 
July 13-17 











Italian Market 


lhe demand for American-made ap 
pliances in Italy has tripled since 1945 
ind television set sales in that countn 
hould rise sharply this year 

[hose are the opinions of Arturo 
Mancini of Milan, a distributor for 
Westinghouse Electric Internationa] 
Co., who has just completed a fivc 
veek visit in this country. 

Construction of new transmitting 
stations in Genoa, Florence and Rom« 
ind construction of a coaxial cable 
from Milan to Naples are among fac 
tors which should produce good TV 
business this year, Mancini said. By 
the end of the year 60,000 sets should 


be in operation, compared to 5000 
now in use. Also a factor in this 
growth is an expansion program being 
undertaken by RAI (Radio Audizioni 
Italiane 

Mancini said that refrigerators and 
iutomatic washers were the most popu 
lar appliances in Italy. Shipping costs 
ind import duties add to the price of 
the appliances and the American-made 
market is confined to higher-income 
families. Locally-made appliances ar 


hased by many low-income group 
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You'll always be glad you bought a Ben-Hur freezer .. . Its 
proud modern styling and gay two-toned blue color trim 
win quick admiration ... and it has features like the 


“‘Desert-Dri'’ cabinet design, ‘‘Flex-Flo” positive seal 


D P 
NO? 
cae aa zw 


we 

* Guaranteed by @ 
Good Housekeeping 
+ te 7 


av 


cover, handier food baskets and 
dividers and many others, that 
promise food-cost savings for many 
more years. Choose any of five 


convenient sizes — 9, 13.2, 16.8, 







20 cubic foot Chest-Type freezers, or 





the new Upright ‘‘20"' space-saver. 





45 apvearistd 


Ben-Hur Mfg. Co., Milwaukee 12, 


Wisconsin. 


BEN-HUR FREEZERS 


MILWAUKEE 


© B-HMC 








12,585,000 Freezer Prospects 
in April and May will see ads 
like this in 


elier lomes 


and Gardens 


BEN-HUR 
9, 


hd 
FREEZERS 


. . . Provide Better Frozen Food Storage Efficiency 


You can sell with enthusiasm and confidence when you have the 
BEN-HUR Line! You can point out design and operating features 
that easily prove superior performance . . . Features like the new 
“DESERT-DRI” design, colorful new beauty, handier food storage 
convenience, moisture-proof construction, more economical operation, 
long-life trouble-free service. And no other freezer on the market 
gives you the R.O.P. RECORD OF PERFORMANCE testing that 


means so much to freezer satisfaction. 


Here’s What Makes BEN-HUR 


(Dhrerioas P TF (nese 
FREEZERS 


© A COMPLETE Line Four New 19 
Chest Type Models, 9, 14.2 16.8, 20 cubic 
foot sizes PLUS a Brand New BEN 
HUR “20” Upright 20 cubic foot Space 
Saver. 


1. Greater Beauty and Color in Mod 
ern Styling 

. Greater Food Holding Capacity in 
Minimum Space 
Handy Food Baskets for Easier 
Storage 


. Feather-Light Counter-Balanced 
Covers 


. Tamperproof Patented Cold Control 
Hermetically Sealed Throughout 
Separate Sharp-Freezing . New ‘‘Desert-Dri'' Design on chest- 
Compartment type Models, prevents outside sweat- 

. “Blex-Flo’’ Positive Seal Cover ing, provides quieter, more econ- 

nomical operation 


. R.O.P, RECORD OF PERFORMANCE 
Tag 


7. New Brighter Inside Lights 


Safety ‘‘Slamless"’ Latches 


Ask your Ben-Hur Distributor now about the advantages of the 
Ben-Hur Dealer Franchise More powerful National Advertising, 
New Dealer Merchandising Program, Sales Training Aids, Food Plan 


Program, and many other aids to sales leadership. 


DEPT. EM, 634 E. KEEFE AVENUE, MILWAUKEE 12, WISCONSIN 








Sell H.C. Little 


* Oil Heaters ‘ 





for Real Profit 


No. 71 
H. C. Little 
Automatic 
Oil Heater 








These consumer advantages build PROFIT! 


y/ No pilot light —On-and-off op- 
eration, thermostat controlled — 
the same system as on our costlier 
warm air furnaces. 


( Heat even if electricity fails 
— automatic models can be hand 
operated during power failure 


V No moving parts in burner 
or heater —no motors to oil or 
service. 


y Both radiant and circulating 
heat — instant, body-warming 


warmth and uniform floor-to- / Four sizes—42,500 to 77,000 
ceiling temperatures. BTU output. 


 Cheery, visible flame—On V Listed by Underwriters’ Lab- 
No. 71 model. oratories. 


Get details today about the money-saving DATING 
DISCOUNT PLAN that permits you to order oil beaters 











NOW F and PAY l Al R out of profs 


MAIL COUPON TODAY 
Burner Company, inc. 


H.C. LITTLE BURNER COMPANY, INC. 
SAN RAFAEL, CALIFORNIA 






Gentlemen: 


SAN RAFAEL, CALIFORNIA Please send us complete information about 


your OIL HEATERS and the new DATING- 


H. C. LITTLE DISTRIBUTORS: DISCOUNT PLAN. 
Avrera, III. 
Baltimore, Md 
Belmont, Mass. 
Boise, Idaho 
Columbus, Ga. 
Detroit Lakes, Minn. 
East Orange, N.J 
Fayetteville, N. Cor 


Prescott, Ariz 
Reno, Nev Nome 
Rochester, N.Y. 

St. Lovis, Mo. 

St. Petersburg, Fia 
Salt Lake City, Utah 
Seattle, Wash 
Spokane, Wash 
Toledo, Ohio 











Portland, Ore. 


PAGE 194 





MARKETING 





Stay In or Get Out? 


Department stores continue to ask themselves 
whether they belong in the appliance-TV picture and 
whether they can make money at it 


The place of the department storé 
in the appliance-I'\ 
picture is still uncertain 

hat conclusion is hardly news 
Ever since the end of World War II 
the entire trade has been trying to 
figure out the slot which the big stores 
are going to occupy in the industry's 
changing merchandising picture. But 
in the first months of 1953 there have 
cen new developments which make 
it obvious that the whole problem is 
still very much up in the air. Consider, 
for example 

Since the first of the vear two 
New York department stores have 
given up their appliance or television 
departments. Late last year a third, 
John Wanamaker, leased out these de 
partments to Sunset Stores, a large 
metropolitan chain operation 

Other department stores seem to 
be taking the opposite approach and 
would seem to be edging further into 
the appliance picture. ‘That’s true in 
Boston, for example, where 
stores sect up food plans to merchandise 
freezers. And Macy’s in New York 
recently organized a food plan of its 
own 

Several large stores (including 
Woodward & Lothrop in Washington 
and Daniels and Fisher in Denver) 
have taken a new approach to the 
appliance market by handling a single 
family of brand name appliances. 

An article in the February issue 
of Stores, official publication of the 
National Retail Dry Goods Assn., 
pointed out that department stores 
generally were unhappy with volume 
and markup on appliance and ‘I'V 
lines. Acknowledging that low mar 


merchandising 


several 


gins on television in particular were 
leading many stores to reconsidér their 
position, the Stores article suggested 
that department store executives might 
satishied if they evaluated 
these departments in terms of dollars of 


be more 


gross margin per square foot of space. 
It was the magazine’s contention that 
the volume and high turnover possible 
with this merchandise was satisfaction 
enough in terms of the floor space oc- 
cupied by this particular type of 
merchandise. 

Ihe magazine had some 
mendations for department 
Number one was simple: aim for 
large volume. ‘The magazine recom- 
mended working with fewer brands 
and warned that private brands were 
only for the stores which would go for 
them in a big way. Other recommen- 
dations included (1) creative selling; 
(2) attention to servicing; and (3) a 
study of sound trade-in practices. On 
this latter point, Stores spoke kindly 
of a sound trade-in operation but 
added that “the trade-in that is taken 
simply to reduce price 1s best left for 
the price cutter.” 

Rebuttal. ‘hese ideas are perfectly 
all right, said some merchandising ex 
perts, but they don’t solve the prob 
lem. 

“T know of some stores which have 
given up their appliance lines”, said 
“and they haven’t based 
their decision solely on low profit per- 
centages. They’ve also considered the 
dollar volume per square foot, the 
size of the sales check, and 
the prestige that goes with handling 
such merchandis« And they've still 
given up on appliances and ‘TV, even 


recom- 
stores. 


one observer, 


average 


Open Circuit for New Program 





TALKING OVER merchandising plans for the firm’s new ‘Dorm’ 


alarm clock 


are, right to left, A. F. Fisher, Telechron general manager; R. T. Woodward 


manager of marketing M. J. Dunn, 


clock sales manager and E. C. Pease 


merchandising manager. Telephone conference originated from headquarters in 


Ashland, Mass., 
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and covered 24 field men in 19 cities 
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Makes Delicious Ice Cream 


Automatically ! 


-44>487 448 


i aa 






- © NO SALT! 
NO ICE! 
->NO MESS! 


‘ENTERPRISE 


home arch 
ICE CREAM FREEZER 







PEDERAL TAX 
INCLUDED 


ee (Where Applicable 


2000 soe oe TORES 
IN ONLY 2 SHORT MONTHS! 


No wonder everybody wants one! The LOOK AT THESE FEATURES! 





















amazing new ENTERPRISE Home-Aid @ Nationally advertised. 

Freezer makes rich, smooth-textured @ Handsomely styled. 

home-made ice cream... without hand- © Takes little shelf space. 

churning! without ice! without salt! ® Trouble-free! Compact. Portable. 

So easy to use, children can make ® Cold-proof, water-proof motor. 
their own desserts. For information, call © Works in any electric refrigerator. 
; your distributor or write us today! Join @ Easy to clean... wash with dishes. 
En TTI E * the profit parade! ®@ Makes 9-12 servings (1'/2 quarts). 
Guaranteed by ” ae 





Good Housekeeping Made by the oldest manufacturers of food processing equipment in the country 


45 apvearisto 


The ENTERPRISE MFG. CO. of PA. miciesns ss r 
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Electrically Reversible WINDOW VENTILATORS 


Nall 
breeze through 


summer in 


Profitable 
Style... 


(Seuns 


__—_—=FAN-MOBILE 


The one fan with practically every 
wanted feature. For exhaust or 


orteee 


merry 


intake—can be used for one room 
or entire average home or apart- 
ment. Completely and easily por- 
table and adjustable. The hand- 
somest mobile fan on the market, 
Finished in lustrous ivory. 16-inch : 
model. List Price $69.95 vibe 


| MD i 


Handsome, color 
ful, wood display 
that holds 2 or 3 





ein 7 





j window fans of 
| different sizes » 
| ready for instant | 


demonstration 
YOURS FREE with 
minimum stock of 
fans. Ask your 
jobber or write 
for details 
















Ask your jobber or write for fully illustrated catalog to 


BERNS MFG. CORP. 


3050 NORTH ROCKWELL STREET CHICAGO 18, ILL. oe, 


» PEDESTAL CEILING 
FANS FANS 
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VENTILATORS 





2 SPEED MODELS 


New Berns Air King models with al! the power, style and 
efficiency you'd expect from the originators of reversible 
window ventilators. Two speeds for both Exhaust 
and Intake. Precision engineering for amazingly quiet 
operation yet cools an entire small home or apartment in 
minutes. Shallower design and lustrous ivory baked enamel 
finish achieve unequalled style-appeal. Completely adjus- 
table. Full 1 year guarantee. In 16-inch and 20-inch models. 
Priced to list at $54.95 and $59.95 


Also 10-inch and 12-inch Manually Reversible 
Window Ventilators handsomely styled as illustrated 
above. 2-Speed in 12-inch model only. 10-inch—$29.95 
12-inch single speed—$33.9§ 12-inch, 2 speed—$37.95 





Beautifully designed into smart, compact unit measuring 
only 13°x18”x20” high. Finished in rich Mahogany with 
chrome grill front. Dehumidifies up to 10,000 cu. ft.; 
removes 2 to 3 gals. every 24 hours. Removable .2 gal. 
drawer-type container. Equipped with non-marking rubber 
covered casters. Perfectly priced to meet the demand of 
this fast growing market list $139.95 
Available with Automatic Timer that starts Dehu- 
midifier once each 24 hours and operates it for the selected 
number of hours. Optional and extra. 





America’s biggest value now smartly styled to appeal to 
every prospect. Blades accurately pitched and balanced to 
operate efficiently in horizontal position. Rubber mounted 
legs. 3 speeds. Finished in rich Mahogany. 12-inch model 
list price $29.95 


_ ‘ 
HDRIZONTAL 


WwInDOW SIDEWALL 
FANS ATTIC FANS 


after considering these favorable yard- 
sticks.” 

“Their basic difficulty,” continued 
this expert, “is the cost of servicing. 
A department store is asked to give 
more service—it’s one of the things 
that built reputations for the stores. 
There are ways out of the problem. 
Many stores are tending to reduce the 
number of lines they handle—and in 
so doing are working with the suppliers 
who will protect the line.” 

The Future. That’s about where 
the matter stood last month. To some 
extent the solution to the problem was 
up to the individual store. That was 
the thinking of some of the men who 
sell department stores—they thought 
the success or failure of a store was 
pretty closely tied to the merchandis- 
ing effort the store put on the mer- 
chandise. Others thought that the 
stores faced obstacles which would re- 
quire cooperation from suppliers if 
they were to be solved. Probably both 
viewpoints were valid. The stores and 
the manufacturer and distributor were 
going to have to tackle the problem 
together. ‘The big question remained: 
would they do it? 


Early Start 


Heavy early-season sales on room 
alr conditioners wcr'e reported by two 
manufacturers last month. 

An active consumer market for 
room air conditioners equipped with 
heating elements has led Mitchell 
Mfg. Co. to revise its orginal plans 
for marketing such equipment in 
1953, Eugene Tracey, vice-president, 
said in February. Originally the firm 
had introduced the heating elements 
on only certain models in its line 
Public acceptance and off-season sales 
of units with this equipment have now 
led the firm to incorporate it in the 
entire Mitchell line. List prices and 
discounts on these units remain the 
same as originally announced 

Speaking to the annual meeting of 
the firm’s stockholders, Herbert | 
Laube, president of Remington Corp., 
revealed that shipments for the first 
quarter of 1953 are 200 percent above 
1952. “Our backlog today of unfilled 
orders almost exactly equals total sales 
for all of 1952,” Laube added 


Philco Breaks Ads 


Philco started its 1953 refrigerator 
advertising campaign with double and 
single page newspaper spreads backed 
by radio and TV programs. The ads 
were pegged to the new Philco refrig- 
erator described as “the refrigerator 
that thinks for itself.” 

Spring announcement campaign be- 
gan week of February 16 with teaser 
announcements. Philco ‘Television 
Playhouse demonstrated the new 
model and Don McNeill and_ his 
Breakfast Club program played it up 
over 325 stations. A four-color maga- 
zine ad program followed. John Gil- 
ligan, advertising vice-president, 
pointed out that this was the initial 
phase of the refrigerator schedule for 
1953. 
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Call your Admiral Distributor for 
ADMIRAL TV ANTENNAS 

TV MASTS and TOWER EQUIPMENT 

MOUNTING HARDWARE and ACCESSORIES 


a NEW t 
TV table from... 








ype of 


Now available 
from your Admiral 
distributor 


Suggested $795 


Retail Price 


Take one look at this Admiral TV table and you'll say, ‘““‘Why 
didn’t someone think of this long ago?’’ 

It’s so practical! Just one size that fits all current Admiral 
table television models and many other makes...no mul- 
Seamless steel tubing construction 
supports up to 500 pounds. . 


tiple models to stock. 
. no glue joints to loosen. Ball- 
bearing casters for easy rotation...even permit set to be 
rolled from room to room. Choice of attractive mahogany, 
ebony or walnut finish. Priced so ‘ow you can afford to 
include the table at no extra charge when necessary to clinch 
the sale of a table TV receiver. 





Admiral Lightning Arresters— Recommend a lightning arrester 
with every installation to prevent damage to receiver and to 
improve reception by blocking static charges before they affect 
the picture. Admiral Lightning Arresters are furnished with 
hardware for easy mounting anywhere.. 
stripping. UL approved. Available in 
dielectric plastic. 


. require no wire 
porcelain or high- 





iJ 














Admiral Corporation, Accessories 





and Equipment Division, Chicago 47, Ill. 
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You'll move it faster. 
easier. safer with 


AMERICAN-KEEN TRUCKS 


Adjustable All- 


FLEXIBLE! You tailor-m 


Easy, sure, safe and deper 


adjust the cruck to fit units to be moved . 


Purpose Home MOVERS 


ake your truck to fit the job 
idable. Only seconds required to 


. Extra carrying 


handle—-stair-climber feature 


LIGHT! 


sections for light weight—strength 


STRONG! Constructed of extruded 


magnesthm 


rigidity 


MANEUVERABLE! Equipped with quick-acting swivel 


casters tO move in any direction 


onto delivery trucks and fo 


SAFE! Surfaces rubber p 


scratching, det 
, T 


RUCy 


patente 





W rite 
copy 


r 
Materials Handling by | 





Complete Line of Pressed-Stee! Hand Trucks, | 
Barre! Cradles, and Steelite Industrial Wheels | 
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for easy handling, loading 


r use as a dolly 


added to protect appliances from 


web straps with 


iting, marking 
-d, self-tightening leverage buckles 


insure positive locking of load to truck 


> today for full details and a free 
of the new American-Keen Catalog 


CLIP THIS COUPON NOW! 


The Cinerican Yilley G ‘ompany 
4234 Wissahickon Ave, Philadelphia 29, Pa 


Gentlemen 
Please send me full details and a free copy of the new 
Americon-Keen Catalog today 


Nome 
Title 
Firm 


Address 


Rumblings on Fair Trade 


Court decisions in Georgia and New Jersey pose 
a momentary headache but Fair Traders now feel that 
the rulings are not as serious as they seem to be 


There were renewed rumblings on 
the Fair ‘Trade front last month but 
when the noise died down it appeared 
that Fair ‘l'rade advocates had weath 
ered two more storm 

Higher courts in New Jersey and 
Georgia provided the legal firework 

An int ting delight m bai 
lL rade iS pro ided by Standard ] 
tors Corp. in a survey of retail cha 
vhich mdicated that Fair Vrade legi 
lation had little effect upon ictual 1 
tail price 

Ihe first court action came. in 
Georgia when the Supreme Court 


ruled that the state’s 1937 Fair ‘Trad 


iw was unconstitutional because it 


vas contrary to provisions of the Sher 
man anti-trust act. ‘The Federal law 
vas amended last year (in the M 

Guire Act) and the Georgia court 
greed that the state law was now al 
most in line with existing Federal 
legislation. But, said the court, the 
legislature will have to re-enact th 
Fair ‘Trade law since the McGuire Act 
passed in 1952) can’t legalize a state 


act passed in 1937 

Lhe legal war then switched to New 
Jersey where the Supreme Court ruled 
that bound to 
lan Vhe four de 
however, were made without 
to the McGuire Act and th¢ 
noted that relief is now 
sought under the McGuire Act and we 
to than 
ilthough seeming to immuniz« 
the no-signer the 
acts, this statute is not retro 
in its operation.” Fair ‘Trad 
idvocates even found a favorable angk 
to the New Jersey decisions 
that the state Fan 
been found sufhcient 


non-signers not 


l'rade 


wcr'¢ 
merchandis« 
cisions 
reference 
court “no 
have 
that, 
also 
state 
active 


no occasion SAV more 


provisions of 


lhe court 
l'rade Act 


under the 


ruled 
ha 


Getting the Inside Story 


cue proce nad equ yotection 
lau ot the | t ith Amend 
ment Chis quest en raised 
in courts in oth« tat 

Study. Standard Factors president 
l heodore H. Silbert is quick to point 
yut that his firm’s Fair ‘Trade studs 

is limited to 27 retail chain manage 
ments and seven manufacturer But 
these respondents agreed that the con 
umer 1s still boss and that consumer 
demand fixes prices in the market 
place Silbert found that, with the ex 

ption of larg icpartment tores, 
lair ‘Trade legislation has very little 
effect upon actual retail prices, al 
though retail managements favor it in 
principle. But, concluded  Silbert, 
when demand is brisk, price mainte 


And when de 


cut prices dc spite 


nance isn’t important 
mand sags, retailer 


inv agreements they have signed 
Radio-I'V dealers covered in the 
sUTVeY reported price utting could 
take the form of extremely liberal 
trade-in allowances or that the retailer 
might sell the merchandise to discount 


} 


houses in order to get his money out 


Department stores in the survey 
said they took Fair ‘Trade seriously 
since their ads are policed and their 


counters shopped by manufacturers 
They face problems, they re- 
ported, when smaller retailers begin 
cutting prices to move merchandise 
Medium-sized manufacturers, 2¢ 
cording to the study 
the problem of wanting their « ind 
deciding whether or not to eat it. All 
showed leanings toward price maint 


real 


: 
are faced with 


ike 


nance but thev also wanted “flexi 
bilitv.” When demand is brisk, they 
like it. When it isn’t they tolerate 


price cutting if it is not too blatant o1 


too well advertised 





SIX MEMBERS of o new sales development force created by the electric housewares 
division of Landers, Frary & Clark watch the manufacture of a Universal Coffee 
matic. The men are the first of a group of 18 who will work closely with dealers 


and distributors in promoting Universal appliances at the local 
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True Story magazine challenges you... 


nek On Aly Door 


in a wage earner neighborhood 





Chances are 1 to 4 you'll find at least one major appliance 
bought during the past year 


That's natural. Wage earners today have more money to spend than 
ever before. They‘re spending it, too! Big!* 


Chances are 1 to 3 you will also find at least one reader of 
True Story magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story,every article, every feature in True Story magazine 
is edited for wage earners —catering to their tastes, their needs, their 
judgment of what makes good reading. 





NEWS FLASH! 


stores 









To see what they earn and how 


Across the nation, 
e earners 


they spend — write for your copy of 
AMERICA’S NEW BUYING POWER 








that serve Wag 
doing the big volume 
ales! 


are 


49 
in today’s appliance s If it’s wage earners you want, turn to 


True Story 


the market place of wage earner America! 


Check your own 
sales figures! 
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Now — the nationally advertised, 
HI-LO TV Indoor Spiral-Tenna is applicable for both VHF 
and UHF with our exclusive UHF antenna adapter, from 
channels| 2 - 83.| But, you still get the volume by selling 





at the same low, low price. 


®@ seconds fo install 
® receives clear pitture immediately 
® tuned to high and low TV channels 
®@ no switches or rods fo adjust 
® high signal gain 


® height 20" — 


width 32" 


®@ gleaming gold appearance 


® bakelite base 


® aluminum bars 


®@ modern design to blend with any fu 


Sold by recognized jobbers 


Hi-Lo 
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consumer accepted 











TV ANTENNA CORP. 


3540 N. Ravenswood 


Chicago 13 


Illinors 











The Hi-Lo UHF antenna adapter is available 
separately for all previous HI-LO antennas. 
List Price $2.00. 


Order HI-LO UHF-VHF TV 
Spiral-Tennas NOW! 





Used Box Program 


Kelvinator is now offering dealers 
1 new renovation processes to impl 
ment its “Verified Value” refrigerator 
replacement program. Realizing th: 
importance of proper materials and 
equipment to do a complete refinish 
ing job, William G. Kronauge, sales 
manager for used refrigerators for the 
firm said that improvements to the 
program are aimed at increasing 
quality of reconditioning at low 
cost. 

I'wo new types of paint are avail 
able—a_ synthetic white for exterio 
finish and a vinyl plastic compound for 
glossy, light blue finish for shelve 
\n electric oven for high temperature 
baking of shelves is available. Also 
offered is a new interior cleaning solu 
tion where complete reconditioning 
is not needed and a factory-tested 
bleaching solution for faded or yel 
lowed exterior finishes. 

Stressing the four basic phases 
appraising, reconditioning, merchan 
dising and control—Kronauge stated 
that the refrigerator sales have moved 
into a replacement market and that 
despite saturation, this market alone i 
in the billion-dollar class. 

Dealer aids from the Kelvinator 
firm include a complete specialized 
idvertising and promotion service 


Try It First 


An offer to “try before you bu 
highlights a new merchandising pro 
gram on Westinghouse’s line of el 
tric dishwashers. Customers are of 
fered a free trial in their own home. 

Westinghouse has a simplified plan 
built around the firm’s new model 
DWB-24-P portable dishwasher to 
iid dealers in the home demonstra 
tion plan, plus free direct mail activ 
ity When a dealer purchases this 
model, he receives a three piece direct 
mail campaign free to fifty prospects 
Ihe dealer supplies the names; mail 
ings are made by the factory. In 
iddition, he receives newspaper adver 
tising mats and radio spot announce 
ments identifving his store with the 

l'ry before you buy” plan 

Also available as a natural tie-in 
with the dishwasher sales program is 
1 Waste-Away waste disposer demon 
strator model 


Telecast Tie-in 


Deepfreeze dealers are being urged 
to use various promotional tie-ins with 
the Garry Moore TV show, the first 
segment of which is currently being 
sponsored by the Deepfreeze firm. A 
cording to Robert A. Gilruth, appli 
mce division advertising manager, the 
luncheon demonstration technique 
can be used for maximum local sale 
results at minimum cost The dealer 
is asked to serve food taken from 
Deepfreeze home freezer or refriger 
ator, wrapped in Deepfreeze packag 
ing materials and cooked on Deep 
freeze electric range 

Literature is being distributed to 
dealers wherever a tie-in with the 
Garry Moore show is possible. 
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prospects can see 


...JOU can sell 


New BENDIX Kitchen Appliances 
are first in easy-to-see advantages! 


Here are the most easily demonstrated new appliances on the market—with 
features that sell because they're features prospects can see. 

See them just as Mrs. Customer sees them—one look tells exactly what they 
do, what obvious advantages they are, how easy to use they make these new 
Bendix Refrigerators, Ranges and Freezers! 


And to make the selling easier too—Bendix, as Bendix always has, offers 
its dealers all the powerfully effective selling tools they can use! 
See your Bendix distributor right now—find out how you can get in on this 


traffic-building Bendix All-Star Preview. 












































NewBendixAutomaticDefrost 
does its work at 3 A.M. every 
day, so swiftly frozen foods 
never begin to thaw! Node 
frost water to empty. Some 
models available with Presto 
Defrost 
when you want to defrost, 


lets you choose 
then just push button for 
automatic, quick, work-free 


defrosting! 


Exclusive | 
Bendix 
Bonus 
Doors 


ore built 
like big 
bay 
windows, 
with door 
shelves that 
steal no space 

from inside. Door { 
shelves are extra deep, 
roomy enough even for 
quart milk bottles! 





Adjustable Shelves! Room for 
tall soda bottles with stop 
pers. Room for big turkeys 
or watermelon—or an extra 
shelf for desserts, salads 


pans, 


















ExclusiveCircalitePush 
Button Color Controls! 
Colorful push-buttons 
light up, a different 
color for each of seven 
measured heats, to 





show ata glance what 
unit is on, at what heat 
Makes electric cooking 
far simpler, more cer 
tain, than ever before! 





Big 5-Way Selector Switch 
and Automatic Timer can be 
seen from all over the room 
Easy to set, too, for com 
pletely automatic cooking of 
Controls both 


ovens, Deepwell Cooker, 


entire meals 


Deepwell Unit when ele- 
vated, and appliance outlet 
The very latest in automatic 
electric cooking! 
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Exclusive Bendix Butter'n Egg 
Conditioner has 6- position 
finger-tip control, stores but- 
ter tokeep it at easy-spread- 
ing temperature, eggs to 
keep them at the idea! tem- 
perature for cooking. 





| PLUS—Dovble Doors, Huge Full-Width 
Freeze Chests in every model, giant Cris- 
and new beauty that surpasses 
any other Refrigerator ever built! 





{| 
b4 
} 
Recessed 
Back Leaves 
} Room for 
; “Baseboard, 


for installation flush with the 
Helps give kitchen the 
Built-In" look 


wall 


modern 





en 


Safe Divided Top. No chance 
of burning hands or arms 
reach 
over heated units to operate 
controls. Pan-handles can be 
turned in, away from grasp 


because you never 


of curious youngsters 
— | 





—— 

















Upright Freezer with sepa 
rate locker-com 
doors that open 


down to become sturdy, 


insulated 
portment 


handy loading shelves, Com- 
partments stay cold even 
4 : when outside door is open 
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Chest-type Freezers are re- 
frigerated on all 4 sides and 
bottom—you can quick- 
freeze anywhere in the 
Freezer! Makes it unneces- 
sary to move previously 
frozen foods in order to 
quick-freeze. 


BENDIX HOME APPLIANCES, Div AVCO Manufacturing Corp., South Bend, Indiana 


ee eee Om a ls ceeded 





PLUS many other features such os —Fast- 
Heat Units, Easy Cleaning, 3-Way Elevat- 
ing Deep-Well Cooker and French Fryer, 
a new 30” Automatic Electric Range with 
Full-Width Oven, and striking new design! 












For You, Mr. Bendix Dealer, 
the biggest money-maker 
of them all—the complete 
Bendix Food Plan sales and 
training material! Here's the 
hottest appliance sales idea 
in America! 
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PLUS —new, easy Push-Pull Handle, Self- 
Rising Lid:, 
Bendix Pastry Rack, 
wonderful new features! 


PANAMA 
pouBLe WARRANTY 
Full 5 year Food tose 


_~ Full 5 
ranty 
paid Unit Warranty 
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Free—in writing —the Bendix 
Double Guarantee—a 5 
year Warranty on both food 
spoilage and 


the freezer unit 






Protect-O-Light, Exclusive 
and many more 
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FOR FULL PROFIT... 
SELL THE CROSLEY 
FULL LINE! 













Model CAE-8 with 
PushButton Auto- 
matic Defrost, 


















$289.95* 
look , 
s t it, 
This “Star Salesman” refer: Ctheary f 
Is Working for You! ‘* "igerat rb 
Lovely Mar i i i &Cause 
: garet Lindsay is helping GG ym 
you sell by demonstrating '53 Crosley 4 Med, 
Shelvador Refrigerators and other IG y 2 
Crosley products to your customers on z “z‘zE-°- Lehiave, 
that top TV show, ““‘What’s My Name?”’ Gedave, 
See your local paper for time and station. for 
your 
Make the most—sell the most—stock the UStome, , 


Crosley full line! 
If you’re not a Crosley dealer now, write Crosley 
Division, AVCO Manufacturing Corporation, 1329 
Arlington Street, Cincinnati 25, Ohio, or phone your 
nearest Crosley distributor for full information. 








/ 
THE NEW 9 


CROSLEY SHELVADOR 


Your customers are setting their hearts on Crosley Shelvador 
because there’s a size and price just right for everyone! 
Look at these values, for example: 











Model SE-7—$199.95*. 7 cu. ft. Real 
freezer -—frozen-storage drawer — 


For ’53, seven beautifully styled single-door models 
—plus two breathtaking twin-door models at the 
top of the line. 


PushButton Automatic Defrosting even in moder- 
ately priced models—Completely Automatic 
Defrosting at the top of the line. 


A huge, across-the-top freezer locker is built right 
into every model for ’53. 


And in every model, famous Crosley recessed shelves 
in the door. 


Removable shelves provide flexible interiors for all 
53 Shelvadors. 








Model SE-95—$299.95*. 9.5 cu. ft. 
42-lb. freezer—roller-mounted crisper 
roomy door shelves. —ButterSafe. 





Model CAE-11—$439.95"*. Fully Automatic 
Defrost. 50-lb. freezer—meat holder— 
adjustable and removable ButterSafe. 


Every model has either a meat holder or a frozen- 
storage drawer. 


Seven models have a ButterSafe: The ButterSafe in 
the top three models is adjustable and removable. 


Sealed crispers in all models but one. 


Seven models have color styling—Custom Models 
in beautiful “‘sortr-GLo,”’ Standard Models in strik- 
ing “‘SEA-MIST.” 


* Manufacturer's suggested retail price 


ds, it Gets instant 


extra adver. 


‘SING valye 


Better Products for Happier Living for you! 





Shelvador® Refrigerators + Shelvador® Freezers + Electric Ranges + Range and Refrigerator Pantries + Automatic 
Dishwashers + Sinks and Electric Food Waste Disposers + Electric Water Heaters + Steel Wall Cabinets - Steel Base Cabinets 
Vinyl-on-Steel Continuous Counter Tops +» Handy Accessories + Television » Radios » Room Air Conditioners 
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READY TO GO on Crosley’s ‘Paris in the Spring’’ jaunt, dealers and manufacturers 


enjoy a send-off party. Standing, 


left to right, are George Simons 


appliance 


advertising manager for Crosley, Hy Rabin, Quality Appliances and TV, Dayton, 
Ohio, Edward Erisman, Radio Shop, Eaton, Ohio and Joseph L. Armstrong, manager 


»f refrigerator sales for Crosley 


Cruising Down the River 


Appliance dealers hit the road in a flurry of 
manufacturer sponsored vacation trips; Europe, the 
Indies and the Coronation are among destinations 


You can’t Way 


notch 


identify a top 


ipphiance dealer by his 


wear but it wa 


CTUISC 
1 pretty good indica 
tion last month—a ifter 


rat ale I 


manutacturer 
loaded his best 
on shipboard for free 
ill over the world. 
Most of these jaunts are 
backed, but many distributors 
ire also offering free vacations. With 
travel fever for Europe hitting high 


manufacturer 
cruises to resort 


manufac 
turer 


with the British Coronation later this 
year, the cruise appeal should stay 


trong. Here is a round up of what 


some of the firms are doing 
Crosley. “Paris in the Spring” con 
test winners were split into three 


groups for trip to the French capital 
on Pan American Airways. Represent 
ing some 26 cities and 15 states, the 
dealers—with and without wives 
feted takeoff in New 


were 


York 


before 


Keeping Up with the Times 


Spd NM 


eae te 





i 
LATEST TECHNIQUES and methods, 


meeting in Dayton recently 


are welcomed by Verna L. Miller, 
during gathering 
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plus information on the 
presented to home economists frem 42 Frigidaire distributorships at a four-day 


Guest speakers Mrs 
National Assn. of Margarine Mfgrs. and Mary | 
director of 





1953 line, were 
Clara G. Snyder, right, of the 
Barber, center, food consultant 
home economists for Frigidaire 


OFF FOR EUROPE to make final preparations for 


: 
ee 





“European Holidays’ which 


Westinghouse is offering its television dealers is Earl Hadley, ad manager for the 


company’s television division. Four 


hundred 
free 12-day European tours as prizes in the contest 


dealers are expected to receive 


Seeing Hadley (right) off at 


the airport are travel agency and airline officials 


March 2. Second group left March 6 
with third close behind. Some win- 
ners qualified for additional trips to 
such places as Tel Aviv, Rome, Swit- 
zerland and London Contest was 
based on dealer purchases of Shel 
vadors in carload lots, ran from Octo 
ber 1952 to January 1953 
Westinghouse. “European Holi 
day” was the cruise lure for Westing 
house dealers. On the basis of early 
contest results, more than one hun 
dred distribution areas expect a sell-out 
of the alloted 450 two-week vacation 
trips. Westinghouse has contracted 
with Sabena Air Lines for travel 
Admiral. The first forty-nine dealers 
who accept delivery of 75 ‘T’'V-radio 
phonograph combinations will win an 
all-expense 11-day trip to Nice, Rome 
and London (Coronation included) 
from Admiral. A larger number of 
dealers and distributors will also vie 
for an eight-day trip to the Virgin 
Islands. Winners unable to make the 
European trip will get $1,500 in sav 


ings bonds as an alternate. No limit 
is placed on number of bonds dealers 
may win, but trips are limited to two 
per dealer. 

General Electric. No contest here 
G-E picked some ninety of its top 
radio and TV dealers from all parts of 
the country and gave them a 16-day 
cruise aboard the R. M. S. Maure- 
tania. The trip, called the G-E 75th 
Anniversary Radio and _ ‘Television 
Cruise, touched seven ports in the 
Caribbean. 

Hotpoint. The company gave win 
ners of its annual Salesmaster Club 
retail selling competition a one-week 
all-expense cruise to Bermuda. Some 
thirty-six salesmen and distributor reps 
with high sales performance during 
nine-month marketing campaign (April 
to December) got the nod. Competi- 
tion resulted in sales of over 100,000 
Hotpoint appliances at retail level. 
Weighed sales quotas put small, me- 
dium and large the 
leagu 


dealers in same 


Who Buys Refrigerators ? 


Philco’s Raymond Rich comes ups with answers 
to that and several other interesting questions in a study 
of the 1953 refrigeration market 


Newcomers and veterans alike in 
the appliance industry are often 
tempted to ask “Who wants a new 
this particularls 
when they consider that the industry 
has sold about 28.5 million units 


refrigerator year” 


since the war alone 

One industry veteran—Raymond A 
Rich, vice-president of sales for 
Philco’s refrigeration division—has now 
come up with an answer to that 
problem and several others as well. 
Here’s the way Rich sizes up the 
1953 refrigeration market: 

How Big. To that question, Rich 
answers: “Close to four million 
units.”” Here’s the way he arrives at 
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that figure. Relying on consumer sur 
veys, he feels that eight percent of 


the 39 million present refrigerator 
owners will replace their present 
units. That’s about three million re 


frigerators to start with. To that, he 
adds one million to cover new 
families and new housing units. The 
four million units will mean a retail 
dollar volume of a billion dollars 
again, Rich Furthermore, says 
Rich, when one considers the steady 
increase in p%pulation and in crea- 
tion of new family units, “we can’t 
possibly see how the dollar volume 
can get much lower than this.” 


Why Will They Buy. About 38 


Says. 
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Dealow soll teousanids and thousands of 
WESTINGHOUSE DEHUMIDIFIERS 


.of course, it’s electric! 


by the Amazingly Successful 
FREE HOME TRIAL PLAN 


Dealers over the country report that FREE HOME TRIAL se//s 9 out 
of 10 Westinghouse Dehumidifiers placed in the home on a Try- 
Before- You-Buy basis, This timely Westinghouse plan is a natural . . . 
and as simple as this: deliver, plug in and leave a Westinghouse 
Dehumidifier for 2 or 3 days. It sells itself because the prospect sees 
results immediately ... buckets of water (as much as 3 gallons every 
24 hours) sucked right out of the air is convincing evidence; the 
prospect is sold and stays sold! 


WHERE TO SELL .. . Wherever there’s moisture 


damage, you have prospects. In the home market: basements, 


A utility rooms, darkrooms, recreation rooms, locker rooms, 
sk About Or 


Fare 


ye Ti 
OME TRIRI 


hobby shops, laundries, beach homes, libraries, storage rooms 
and many others. In the industrial market: warehouses, stores, 
toolrooms, kitchens, garages, bank vaults, lofts, beauty parlors, 
stock rooms, studios. 


HOW TO SELL . . » Westinghouse has a complete 
sales kit, everything you need for FREE HOME TRIAL .. . 
featuring a Big Animated Flasher Display. It’s all for FREE! 
In your store, this dramatic, functional display, as illustrated, 
will attract prospects like honey attracts flies. This is the year to 
GO WITH WESTINGHOUSE. See your local distributor 


for details. 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division ° Springfield 2, Mass. 


vou caN BE SURE...1F 's Westinghouse 


: 
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AEN A CUES BRAY ROLE GRE NRE SATS RIS TORTS. 
* New improved “Infra-Red” broiling. 


*& New giant-size 36-inch fluorescent-tube illumination. 





— 
rill * New “Oven That Breathes" for perfect browning-baking. 


— * Famous Vari-Speed switches for 1001 cooking heats. 


* New 2-position Duo-Cook that can't burn out. 








r 
\ ES — and these are just a few of the intriguing, 
sales-clinching features offered in new L&H ranges 
for 53. Plus sleek new beauty of line and styling 

— a size and model for every demand — 

and all with the famous L&H quality that has 

been the envy of the industry. 


No wonder L&H dealers report that these are 
the fastest-moving, easiest-to-sell ranges in L&H 
history. Why not get the facts today on the 
valuable, customer-building L&H franchise. 


Consult your L&H distributor for prompt action. 


A. J. LINDEMANN & HOVERSON COMPANY 
MILWAUKEE 15, WISCONSIN 


TT 








Home Freezers f Refrigerators Water Heaters 
















percent of this year’s refrigerator cus 
tomers will buy because they want 
modern design, another 33 percent 
want a larger refrigerator and 20 per 
cent must replace a worn out or noisy) 
unit. Rich emphasizes two points: (1 
eighty percent of purchasers will buy 
because of obsolescence; and (2) at 
least 38 percent are buying because 
new functional features appeal to 
them 

What Kind Will They Buy? About 
two-thirds want a refrigerator with a 
good-sized freezer compartment. And 
there is a ‘“‘great desire’ for two-door 
units, particularly in larger sizes. As 
has been indicated in previous sut 
veys, customers want larger sizes 
About 27 percent want a 10 or 1] 
cubic foot size and 42 percent want a 
10, 11 or 12 cubic foot unit 

What Features Sell. In this order, 
the customer wants: (1) easier, or no 
defrosting; (2) a unit with separate 
frozen food space, or larger freezer 
space or a two-door unit; (3) storage 
space in the door; (4) adjustabie 
shelves; and (5) butter conditioner. 
Also mentioned were quality, quiet- 
ness of operation and styling 


Multiple Store Trend 


Major appliance dealers with mul- 
tiple store operation will play an in- 
creasingly important part in the future 
of appliance retailing 

Speaking before the Electrical Ap 
pliance Dealers’ Association at Minne 
apolis, H. L. ‘Travis, manager of r 
tail distribution for Kelvinator 
division of Nash-Kelvinator Corp., 
called the individual appliance dealer 
the backbone of the industry. But, he 
said, other retail outlets—such as de 
partment, furniture and hardware 
stores—are gomg to remain an im 
portant factor. 

From the manufacturer’s  stand- 
point, ‘Travis saw the new trend as 
having a stabilizing influence upon 
the industry; he pointed out that 
increased business going through re 
tailers with sizable investment should 
lead to sounder business practices and 
greater stability in the industry. 

Pointing out that this trend applies 
to small towns as well as metropolitan 
areas, he outlined the advantages of 
quantity buying, central service ot 
ganization and the combination of 
credit, collection and administrative 
overhead in the over-all operation. Be- 
cause of this trend, ‘Travis said, Kel- 
vinator recently established a depart 
ment of retail distribution to advise on 
changes in appliance retailing and 
uid in developing more efficient re 
tailing operation 


Calgon Sales Up 


Retail selling of Calgon and Cal- 
gonite is being supported by a diversi 
fied promotional campaign using new: 
paper, women’s magazines, spot TV, 
point-of-sale display and_ literature 
J. C. Weithaus, vice president of Cal 
gon Inc., revealed that sales in 1952 
hit a new high because of adequate 
raw matcrials and the ability of the 
products to “stay sold.” 
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Let's look this gift horse in the mouth 


here’s a fine set of sales teeth in the NEMA 
gift promotion for April. Just look at the facts: 


April’s the month for moving into new homes— 
and for the buying of housewarming gifts. 


\pril’s the month when presents are bought for 
Spring brides—and the practical electrical 
appliance leads all the rest in welcome! 


April’s the month when fond sons and daugh- 
ters start thinking of suitable Mother’s Day 
gifts. (May 10th!) 


And April’s the month in which about 1/12 of 
all the people in the country have birthdays. 
(There’s something for everyone in the elec- 
trical appliance line!) 


Collier’s urges all electrical appliance dealers 
to get behind this promotion. 
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this gift market 
in the pocketbook! 
wit Fg ee Collier’s 3,116,000 families. 


72% of them are in the $3,000 to $10,000 
income bracket that buys most of the electrical 
appliances. 


Collier’s leads its field in percentage of fami- 
lies with children to cook for, feed, wash dishes 
for, clean up after. 


2 


x 


$4911 0,) 


O Electrical appliances are a “‘must”’ among 
Collier’s families. The only question is— 





whose? 





The answer can be predetermined by any 


Ye 
word Uma 
OWE id) od 


manufacturer who tells them his product story 
in their best-read magazine. 


Which one is that? Well, according to a recent 
survey, they spend more time per page—includ- 
ing advertising pages—on Collier’s than on any 
other magazine in its field. 


Colliers 


Collier's MAKES THINGS ae 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y.— Publishers of Collier's, 
The American Magazine, Woman's Home Companion 
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The Complete 
Line . . . Offering 
Your Best 


Prospect for 
Full Profit! 


YEAR 
GUARANTEE 


Cash in on the Exclusive 
Kisco Styling ... The Rugged 
All-Steel Construction... 
and the Unmatched Perform- 
ance of the Kisco Full-Profit 
Line, Get Extra Sales benefits 
from Kisco’s Dealer Helps .. 
Direct Mail, Newspaper Mats 
and Animated Window 
and Store Displays. 


Don’t Wait! 
Get ready Now 
for the Big 
Demand for 
KISCO CIRCULAIR 


. —/ "The ° Successon to the Fan” 


New Glamour New Beauty . . .Make 


the Most Sell the Most Profit 
the Most with the Complete Line of Com 
pletely Beautiful CIRCULAIRS. 


REGAL-AIRE 
JUNIOR 


The Line 
That Has 
Everything! 


BEAUTY! 
Cap 
PERFORMANCE! 
PRICED TO SELL 
AT FULL 
MARK-UP 


FOR DEALER 
PROFIT! 


Write Toda 
for the 195 
Kisco Program 





NEW CABINET WINDOW FAN 


KISCO COMPANY inc. 





KISCO 
ADJUSTO-AIR 





2400-40 DEKALB STREET, ST. LOUIS 4, MO. 
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First Aid for Dealer Aid 


NRDGA official tells a NAM distribution clinic 
why many dealer aids are not used; suggests check list 
for improving these materials 


Want to know what’s wrong with 
the “dealer helps” which manufac 
turers are turning out? 

According to a recent survey by the 
National Retail Dry Goods Assn., 
much of this manufacturers’ material 
is not used. There are four reasons be 
hind this, J]. Gordon Dakins, executive 
vice-president of NRDGA told a dis 
tribution clinic sponsored by the Na 
tional Assn. of Mfrs. recently. They 
are: : i 

(1) Manufacturers and/or their 
agencies don’t use the “retail slant.” 

(2) The material isn’t flexible 
enough so different stores can use it. 

(3) The material is usually too ex 
clusive. 

(4) It often arrives at the wrong time 
ind goes to the wrong people. 

Dakins told the NAM group that 
there are at least 15 specific steps they 
can take to improve their sales helps 
Basically, however, it all boils down to 
one fundamental rule: Dealer helps 
must be geared to the retailer’s think 
ing. That’s because the dealer’s think 
ing is geared to that of his boss, the 
consumer. If manufacturers will fol 
low this rule, Dakins said, “dealer 
helps will live up to their purpose.” 

Dakins suggested that manufacturers 
work with their largest dealer in 
mapping out dealer helps. This will 
provide them with a pattern for other 
retailers. ‘The pattern may require 
modification if different type of siz 
dealers are involved 

Here are Dakin’s suggestions 

1. Abolish the word “dealers” from 
the manufacturers’ vocabulary. Stores 
do not consider themselves as “deal 
ers” or manufacturers’ agents. Stores 
ire purchasing agents for consumers 
and consumers are their bosses, not 
manufacturers 


Under Full Head of Steam 


STEAM IRON campaign for Casco Products Corp. was uncorked recently by Harry 


2. Think of the different store types. 
There are bargain stores, ligh quality 
stores and all the in-betweens. ‘They 
have their own distinctive businesses 
catering to definite markets. ‘Thes« 
variations in stores create the need for 
different advertising styles and appeals. 

3. Give stores fact sheets about the 
merchandise. Most stores want selling 
information, specific details and uses 
of the product. Usually these stores 
can do their own advertising job if 
these simple tools are provided. 

4. Give stores selling instructions 
for their salespeople. ‘The entire prob 
lem of sales training is a difficult on 
Detailed information on how to sell is 
generally appreciated by the retailer. 

5. Give stores thumb-nail rough 
layouts. The larger store can inject 
its own originality once it gets a spark 
of an idea. 

6. Give stores good artwork. Good 
photographs and photographic copies 
of good artwork are what larger stores 
want. Don’t surprint your name slug 
on the art. Most stores don’t use art 
that way. They'll use the name in 
headlines if it is important. They'll 
use the manufacturer's specially de 
igned name slug too, if it has been 
backed by national publicity, but the 
tores prefer to use it in their own way. 

7. Give complete mats to smaller 
stores. The smaller stores with one 
man advertising departments need and 
will use well conceived, complete ad 
vertising. 

8. Have retail advertising look like 
store advertising. Many “‘dealer helps’” 
ire only remakes of national cam 
paignus. National advertising often 
fails to give the minute details which 


retailers use because customers want 
that information 
QY 


) Give the advertising store iden- 






Davis, left, sales manager of appliance division and John Reidy, vice president of 
Casco. Double spreads wil! run in national consumer magazines. Ads will feature 
the fact that iron uses ordinary tap water rather than distilled water 
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WHATS AMERICAS 
TASTEST GROWING 
AUTOMATIC WASHER ? 


lime-Lite 


AUTOMATIC 
WASHER 


Now watth sensational 
SAFETY SPIN boost sale 
higher. and. highor ! 


Last year, manufacturers sold a lot of automatic washers. Sales 
soared. But the one that soared the fastest was Norge. 
























Leave it to these wonderful Norge 
exclusives to clinch your washer sales! 





There’s a clear and simple reason. What with the exclusive 
Time-Line Control, matchless washability and a price that's really 
low—there wasn’t anything comparable on the market. 











Now comes the sensational new Safety Spin to make the 











Norge even easier to sell. For with the Safety Spin, when you 
Time-Line Control. So Safety Spin. Just raise lift the lid the spin stops. Close it and spinning resumes. Yet 
easy to -posepting fagte oe lid a this new raising the lid does not stop the fill, wash or rinse actions! And 
60 op | cee eerastes Rasim miust | that's exclusive with Norge 
now it's illuminated! again automatically. No wonder Norge dealers have a golden gleam in their eyes 
these days. You can, too. Call your Norge distributor today. 


MERCHANDISE MART, CHICAGO 54 ° DIVISION OF BORG-WARNER 
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WEBSTER ELECTRIK 


ater is now available 


NTERCOMMUNICATION 


Tie a iltelilelilslmn Chia atete (it 


TELETALK SERIES 1000. Maste 


teat 


You now can offer the finest 
in low-priced intercommunication 

ER ELECTR a dalek Al -telel-te Mal -telel-] anim ial nial Ly, 

Series 1100, with bi 
t Series 1000 


Sl olalemaelt] slelsmielmmillimiali 


TER] 


WEBSTER Wietecrric 


RACINE + WISCONSIN 


Ress ty i Fo 


— ) 
ee cet TE RS RS AE A ND AY RE 


Webster Electric Company, Dept. EM-4, Racine, Wisconsin 


Send me full information on the new Teletalk Series 1000 
and 1100. 


Nome : a 


Firm name 


Address Te ce Nae ek 


a Zone State 











PAGE 210 





tity. Headlines should be planned to 
include the store’s name. Sufficient 
area should be left for the store name 
cut, address, store hours, floor lines, 
credit terms, and any other essential 
details. Copy should be written so it 
sounds like the store. 

10. Include reproductions of other 
store advertising where possible. Stores 
like to know how other successful 
retailers promoted the merchandise. 

11. Make mailing pieces look like 
retail ones. Many of those which | 
have seen are magnificently prepared 
and printed but leave a small space 
on the back reading “Distributed bi 
the Jones Store.” Give adequate spac« 
for store identification. 

Use light weight stock in direct 
mail. Many stores are concerned about 
high postage costs and mail several 
pieces in the same envelope 


12. Posters should conform with 
typical store signs. ‘They should look 
like retail posters. 

13. Display material should look 
retail. Too much of it spreads the 
manufacturer's name so _ extensively 
that stores refuse to use it 

14. Send the material at the right 
time. Often the matcrials should be 
shipped at the time the merchandise 


is sent. However, there are many 
instances when promotion material 
should be sent six or eight weeks 


before the time it meant to be 
used 

15. Send the material to the right 
people. Th most im- 
portant person to get promotion kits 
Most often the advertising manager 
hould have a duplicate Often the 
display manager should have a com- 
ete kit too. 


buver is the 





Revise Dryer Book 


A revised edition of “An Automatic 
Clothes Dryer Teaching Plan’”’ is now 
available from the Hamilton Manufac- 
turing Co., This illustrated, eight 
page booklet covers advantages of an 
automatic clothes dryer, construction, 
efficient use and the points to con 
sider in purchasing a dryer. Designed 
to aid individual teaching needs and 
interests, distributors and dealers can 
use it as an aid in sales meeting or 
clinics. 


“A . 7 
Sellerbration 
The Royal Vacuum Cleaner Co. 


launched a major sales campaign last 
month to celebrate the 48th anni 
versary of the firm’s founding in 1905 
It will extend through April 30 

Called the “Royal Spring Sellebra 
tion,” the event will feature special 
low, limited time only prices on three 
top-selling 1953 models. Price cuts 
range from $10 to $4 with dealers en 
joying regular discounts. 

Dealers are being furnished with 
special newspaper ads for cooperative 
advertising. Special point-of-sale ma 
terial includes tie-on price tags. Royal 
dealers signs are also available. 

In announcing the campaign, E. A 


Comedy on the Set 


Admiral 


. i a 


; 


¥ = ¥ 
i ; 
es 


_ * 


THIS LINE-UP of four top-rank comedians appears in a new 
being prepared for Admiral Corp. at the Kling Studios in Chicag 


Hamala, Royal’s director of sales and 
advertising, said it was one of the first 
moves in pushing sales volume to a 
level higher than anv reached by the 
firm during recent years. The com- 
plete reorganization of production fa 
cilities puts the firm in a position to 
go after considerably higher sales vol- 
ume, said Hamala. No special models 
will be made by Roval. All models 
featured in the anniversary promotion 


are regular stock models in 1953 line. 


Promotion Briefs 


@ Conlon-Moore Corp. has revealed 
plans to greatly accelerate its advertis- 
ing and merchandising. Monroe A. 
loussaint, vice president says the pro- 
gram will cover the firm’s line of home 
ironers, washers and dryers. 


@ Tracy Kitchens has announced an 
expanded national advertising program 
with first consumer ads having ap- 
peared in March issues. A consistent 
schedule of insertions will carry 
through the following twelve months. 
Consumer magazines being used are 
American Home, Better Homes @& 
Gardens, Better Living, Good House- 
keeping, Parent's Magazine, Small 
Homes Guide and Home Moderniza- 
tion. 





commercial film 
From left to 


right are Willie Shore, Henny Youngman, Jean Carroll and Ish Kabibble 
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NOW! From the World’s Largest Manufacturer 


| INFRA-RED 
BROILERS AND 
ROTISSERIES 


ADDITIONAL GRILL SPIT. _///Tamor 8 | 


Model MR 750 timer) Ha Model MRT 


$ (with timer) illustrated 
50 $6495 RETAIL 


Watch for news of our great national advertising schedule. 


aul AayaZ MODELS FEATURE: 


© Six broiling levels from rare to well done. 

@ Wide-open front for that broiled-outdoors flavor. 
@ Removable tray shelves for easy cleaning. 

@ Firm-grip side handles for easy carrying. 

@ Detachable Kool-Grip tray handle. 

® Triple chrome-plated steel construction. 


@ Full year guarantee. 


33.49 Ask Your Distributor now about the Royal Line made Model BR 


95 
by the world's largest manufacturer of *29 


INFRA-RED ROYAL SUPER Infra-Red Appliances INFRA-RED ROYAL BROILER 


It Broils, Fries, Grills, Toasts! Great new broiler with famous “QUIK-SEAR” 
It's a three-in-one broiler, grill and frying unit! infra-red heat that seals in all natural juices, 


ROYAL BROILER CORP. « 2330 FIFTH AVENUE ¢ NEW YORK 37, N. Y. 
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Which figure should make you blink ? 











APPLIANCE 


1952 GROSS SALESi 








Irons 


Fans 


Toasters 





Mixers 





y — = 





Vacuum Cleaners 


Dishwashers 


Electric Clocks 


$ 
$ 
$ 
$ 
$ 
$ 
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lf you looked twice when you saw the first 
figure above, we're not surprised. 266,000,000 
bucks is worth blinking at—and you’re getting 


the mouse’s share of this business! 


But why should you? Cleaners are appli- 
ances—and appliances are your business. ‘This 
the lion’s share because 


to it! 


is the year to get 


General Electric has everything do 
Here’s why .. . 

General Electric’s new Swivel-top cleaner 
sells at a new low price of only $89.95," includ 


ing attachments and caddy! 


1953 





Jan 


‘ 


‘ 


to offer “‘Reach 
and millions know it. Millions 


This cleaner was the first 
easy’ cleaning 
more will learn through the biggest advertising 
campaign in cleaner history! 17 full-color pages 
in LIFE and GOOD HOUSEKEEPING. 26 per 
sonal in-home demonstrations on General Elec 


tric’s new television show, “‘I Married Joan’’! 


So this new cleaner has more pre-sold cus- 
tomers than any other cleaner. And General Elec- 
tric has a promotion to sew up sales to these 


customers. Just look ... > 


a 





* Manufacturer's rec mended retau price 


Mou can ful VA (+s confrlence a— 


GENERAL @@ ELECTRIC 
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$266,000,000 
95,203,250 

63,000,000 | 
87,994,500 
63,187,850 


67,227,250 





ee 


Ae enn 





eee 


48,575,000 | 











Here’s how to pin ’em down outside 
—and bring them in your store! 


Wonderful new win- 
dow display withlights, 
action, color makes 
tells 
them that sensational 
G- 
cleaning story! 


“ passers-by blink 
E “‘“Reach-easy” 


This electrically animated display dem- 
onstrates famous Swivel-top room scene in 
just 18 inches of counter space! Stops ’em 
cold 


your G-E distributor today! 


so you've got ’em sold! Get one from 


General Electric Co., Small Appliance 
Division, Bridgeport 2, Connecticut. 
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Mothers Joy! 


the pot that never needs watching! § 
The Cory Automatic Coffee Brewer i 
turns itself down .. . keeps the coffee 3 
hot...makes perfect coffee every time 
America’s Finest 


Automatic Coffee Brewer! 


automatically! 


Cory Corporation, Chicago, Illinois 


Bashful Billboards 


\ different approach in appliance 
idvertising will be used on the nation’s 
billboards by the Norge Division of 
the Borg-Warner Corp. according to 


David H. Kutner, director of adver 
tising 

Instead of highlighting its products 
directly, Norge will emphasize th 


work accompli hed by the appliances 
Lhe 
+ 


featuring the results 


um is to sell appliances by 
ind performance 
intages 


instead of mechanical ads 


Designed for the firm’s ranges, re 


frigerators and automatic home wash 
ers, the four-color outdoor 

ries will c than n 
f its space to thi ipplian ( Ih 
major part of the pack vill fe 
food items prepared on Norgi 


elt-defrosting 


advertising 


iture 
ranges 
ice cream kept In it 
refrigerator made 
ivailable by using automatic washer 
Additiona on other Norg 
roducts  aré pI 


tin 


] ] 
ind ( ure 


More 


paper ad 


’ ! I 
vertising by Admiral Corp. in the post 
war period put the firm in “first place 
in TV sales,” according to vice-pres 
dent Seymour Mintz. Admiral spent 
$69 million on promotion from 194¢ 


Admiral Spends 


Concentration 01 


to 1952 Nearly 60 percent of $40 
million went to newspapers. National 
magazines got cond largest sharc 
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pette® " COMER cenit 


ameni© 


'V was third 


million, is 


Ihe 1953 budget, $20 
largest in firm’s history. 
\dmiral’s appliance division will step 


up its newspaper schedule to promote 
room air conditioners, moisture con 
ditioners, home freezers and electric 
ranges in 1953 


Magnavox Opens Up 


he Magnavox Co. opened the 
greatest integrated TV sales drive in 
in March. Drive featured 
olor national magazine advertis- 
ing, imtensive cooperative newspaper 
promotion with dealers, colorful win- 


its history 
four 


dow displays, point-of-purchase dis 
play ind other selling aids 
Highlighting the promotion wer 


lealer proof tests demonstrating com 
arative 
et 
The campaign opened with a four 


olor spread in March 9 Life. Spread 


performance of Magnavox 


t 
} 
I 


i epeated in Saturday [vening 
Post March 21 issue, inviting readei 
to make their own proot test at 
Magnavox dealers 


Available are 
' 
pack ges 


two planned selling 
containing comprehensive 
plan book on proof test campaign, ar 
rangement of window display and ef 


fective radio advertising. Direct mail 


pieces and telephone canvass sugges 
tions are included. ‘The display pack 


ige has mounted reprints of the ad 
spread with blowups of the ad, plus 
display and sheet: 
telling various features 
model screens 


acctate 
for use on floor 


window 
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Crosley Breaks Series 


A high impact ad campaign on a 
new series of clock radios has been 
undertaken by the Crosley division of 
Avco Mfg. Corp. Initial newspaper 
ads appeared in Sunday magazine and 
comic sections announcing suggested 
retail price of $27.95. Combination of 
the Metropolitan Group and Pictorial 
Review Sunday supplements and lo 
cally-edited units in 29 key city news 
papers exposed the offer to nearly 48 
million people. 


Spring Cleaning 
Universal has set up a million dol- 


lar spring campaign for home cleaning 
equipment. Purpose of the drive is to 


get more demonstrations of Jet 99 
cleaners into consumer homes. It will 
feature increased national magazine, 


newspaper and radio activity, supple 
mented by T’'V coverage in major mat 
kets. 

Feature of the spring cleaning cam 
paign is special 10 day free home trial 
offer where homemaker will receive 
free home cleaning kit valued at $3.69. 
Ihe kit includes waste paper basket 
individually packed with plastic bowl 
cover, Beacon floor wax, Beacon wax 
and dirt remover, Glass Wax, Brillo, 
Vernax furniture polish, Ivalon sponge, 
E:xpello moth crystals and Glad Rag 
polisher. Cost of kit for dealer is 
$1.59. If customer returns cleaner; 
she keeps kit. If she keeps cleaner, 
dealer is then able to offer special Uni 


Father's Pride 


sharpens knives professionally 


right at home! 


The Cory Electric Knife Sharpene: 


versal Chest-O-Seat valued at $24.95 


as trade-in on her old cleaner. ‘The 
firm will replace any trial cleaners _re- 
turned to dealers. 

Universal opened its spring adver- 
tising campaign to coincide with this 
offer in March with ads appearing in 
national magazines. The hrm is also 
presenting the Jet 99 on ten leading 
'V shows in major markets built 
around well known personalities 


Increase at GE 


A widespread advertising and sales 
promotion campaign has been started 
by General Electric’s receiver depart- 
ment. ‘The campaign is designed to 
backstop the department's expected 
35 percent increase in radio and ‘T'V 
It’s the most widespread and 
intensive in G-E’s history says S. M. 
l'assler, advertising and sales promo- 
tion manager for the receiver depart- 
ment. 

he 75th anniverary of G-FE. will be 
theme carried through all phases, with 
1953 advertising budget showing a 62 
percent increase over previous year. 
ight national consumer magazines 
will carry 66 radio and ‘TV ads to an 
estimated readership of 20 million. 
GE’s clock-radio lines will be featured 
in ads carried by 163 newspapers in 
152 markets, while the firm’s Ultra 
Vision T'V receivers will be shown in 
190 newspapers in 164 TV markets. 

An elaborate promotion kit for the 
introduction of TV into new markets 
is being offered. 


sets, 





is the gift that’s unusual but useful. 


Just plug it in 
quickly through and zzzzzst 
blade is sharpened perfectly! 

Sharpens every knife 
can’t hurt any knife 





. draw the knife 
... your 


® 


Cory Corporation, Chicago, Ilinois 
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Education gives you an edge! 


Yes, if you will just blot up a little of it, education can give you power. It's 
the same story in appliance sales, Orders are often lost just because the 
salesman can't tell the prospects the good points of his merchandise. One 
of the most important is the material used in a product 

Stainless steel, for example, gives you a sales point that is second to 
none, Here are questions you may be asked about stainless steel—and the 
correct answers 

Q. Just what is stainless steel? 


A. It's an alloy steel containing 11 per cent or more of chromium. Other 
elements such as nickel are often included to give it special proper 
ties, but it's the chromium that makes the stainless steel ‘‘stainless."’ 

Q. Do products made of stainless steel cost more? 


A. Not always. And even when the first cost is higher, they're a better 
buy in the long run, For Armco Stainless Steel is a permanent invest 
ment—solid rustless metal all the way through with no plating to 
wear off. 

Are foods safe for use after contact with stainless? 

Yes. Foods are not affected by stainless steel; they don't get a me- 
tallic taste. 


Is stainless steel easy to clean? 


7 Oo oO 


Very easy. Usually soap and water will do the trick. Use ordinary 
household cleansers when necessary. Sterilizing and cleaning agents 
properly used don't affect this attractive gleaming metal. 

Q. Will stainless steel stand up under hard usage? 

A. It will. Stainless steel is exceptionally strong, durable and heat- 
resistant. 


There's your sales story. Simple—and effective too. Use it to show your cus- 
tomers that Armco Stainless Steel can't be beat for its multitude of applications, 
such as range burner bowls, broiler pans and grids, kitchen sinks, refrigerator 


parts, dishwashers, washing machine parts, holloware and table ware. 


ARMCO STEEL CORPORATION Vaney 


RMCO 
WY 


2203 CURTIS STREET, MIDDLETOWN, 
EXPORT THE ARMCO INTERNATIONAL CORPORATION 
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MANUFACTURING 








FPS fiscey. Poin ND cll FO 


Cutting Production Costs 


Bureau of Labor Statistics cites 23 cases of appli- 
ance manufacturers saving money by standardizing, 


simplifying and specializing 


lhe first im a series of studies on 
ivings in costs and man-hours result 
tandardization, 
tion and pr ialization | 
released by the division of produ tivity 
ind technological developments of the 
Bureau of Labor Statistics. 


ing trom simplifica 


just been 


Case studies in this mitial report 
were Obtained from manufacturers of 
refrigerator vashing machine ind 
vacuum cleaner According to Robert 


R. Behlow, New York regional director 
of BLS, the studies were sponsored by 
the Mutual Security Agency, which is 


making them available to ooperating 
| uropean countries mn their drive to 
increase productive ethcienc 


I 


[he American 


operated in the 


companies which co 
tudy provided a total 


ot twenty-three case studies illustrating 
dollar ivings ! manutacturing 

hieved by the tandardization of 
parts and components, simplification 
of design and method nd pecial Za 
tion of productive facilities. 

Broad Principles. Although the case 
tudi ill relate to refrigerators, wash 
ng machines and vacuum cleaners, th 
rinciple they illustrate are broad] 
ippli ib] ove th entire ran 
products of the electrical ippliance 
7 \I th rama rtar f 

in ispects of ng ( beyond 

tion in costs, as suggested in the 
ng excerpts: 

ihe standardization of a refi rator 

trol mechanism meant ivings of 

than $100,000 a year to the firm 

t lustrat 1 principle of manu 
vhich can expedite the prodi 

1 of a multitude of items of el 

} + 


juIpmen 


Checking the Line 









OFFICIALS OF SPEED QUEEN Corp. gather to inspect the company’s first auto- 
matic washers coming off the production line 
director of sales Reg P 


H. A. Bumby 
president, W. A. Royce 
and C. W. Jaspers 


APRIL, 


James, R 
secretary-treasurer, W 


of refrigerator 


> 


he standardizatior 
blocks vielded 
over $150,000 a year to another firm 
lhe change in method which followed 
released 22 skilled machinists, a critical 
occupation, for assignment to defense 
jobs within the plant. 


COMPpressor savings ol 


he redesign of the capillary system 
ed to the conservation of 100,000 feet 
f scarce copper tubing by a refrigera- 


manufacturer. 
I'he redesign of a vacuum cleanet 
10zzle, ind casting with dic 


casting, pi rmitted considerable saving 


replacing 


in the consumption of aluminum 
These studic 
hich are detailed in the report clearly 
veal American ingenuity in manufa 
turing better products at lower cost 
Simplification. ‘Tremendous strid 
iave been made by the electrical appli 
ince industry in simplifying the design 


ummaries Of case 


of its products In the 10 vears just 
prior to Pearl Harbor, for example, the 
total number of parts in one popular 
American domestic refrigerator was de 
percent 
Not nly has the number oft part 
n reduced but redesigning and 
locating the major mechanical com 
nents of the refrigerator, such as th 
den npressor and motor, h 
ulted in 35 percent increas 
torag thout any appr iab 
hange in exterior dimension At the 
1 tim th tail p CT D1 
I f cle ied \ | ) t I 
L.SO te 5 
Labor's Resection. On hapter 
ie study reviews th tions of lab 
id labs t t inol ] 


+ 


From left to right are president 
C. Labisky, assistant to the 
N. Pearson, director of production, 


planning and traffic manager 
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Now...You Can Offer ¢ 
Full-Sized, Fully Auto- 
matic Electric Range at 
a Real Budget Price! 














Super-Oven Electric Range 


MODEL RB 51 
Suggested List 


“ *% Fully Automatic Super-Oven 
—— *% Giant Hi-Speed Broiler 
*% Deep-well Thrift Cooker (6 qt.) 


% Famous Calrod” Instant Heat Unit 






% New, smooth Rota-Switch Control 
*%& Fluorescent Lamp 


%& Oven Timing Clock 


fere is a fully automatic range of genuine Hotpoint to} making features plus beauty of design ordinarily found on ranges 
quality and performance that you can offer at a low budget price selling at much higher prices 
Featuring the newest and biggest oven ever made for a standard This is the range that is capturing America’s mass market. Have 
size range, this Hor ont Mod le] RB § offers a host of other sales- your Hoy oint distributor vive you all the profit-making details. 





7 of Progress! 


RANGES - REFRIGERATORS - DISHWASHERS - DISPOSALLS® - WATER HEATERS 
FOOD FREEZERS - AUTOMATIC WASHERS - CLOTHES DRYERS - ROTARY IRONERS - DEHUMIDIFIERS - CABINETS 


HOTPOINT Co. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois 
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Electric Housewares News 





NEMA ELECTRIC HOUSEWARES SECTION 


155 EAST 44 ST., NEW YORK 17, N.Y. 





GIFT CAMPAIGN SUCCESS! 


Year-Round Industry | 
Promotion Puts 1952 | 
Sales At New Highs! 


Manufacturers, distribu 
tors and dealers everywhere 
have voiced the view that the 
high sales level achieved in 
1952 could not have been ac 
complished without the added 
impetus of the Electric House 
wares Gift Campaign 

It was pointed out that 
booming business was devel 
oped in 1952 on the solid | 
basis of the Electric House 
wares industry's gift promo- | 
tional program, unlike the ab 
normal situations that ac | 
counted for so much scare 
buying after the second world | 


war and again in 1951. 


The sound year-round suc- 
cess of the electric housewares 
campaign in 1952 proves that 
the gift idea has the pay-off | 
power to move merchandise 

With the benefit of sever 


al years of actual Electric | 
Housewares Gift ¢ ampaign | 
experiences by distributors 


and dealers, 1953 promises to | 


be the most exciting promo 


tion ever devised 


GIFT CAMPAIGN _— 
FLECTRIC HOUSEWARES oh’ %, 


Cash-in With This New 


1 DISPLAY YOUR 
FREE DECAL to identify 
your store as Gift Headquar 
ters for Electric Housewares 

2. DEVISE A FRONT 
DOOR DISPLAY to attract 
street trafhic 

4. INSTALL DISPLAYS 
to stop trafic and start sales 

4. PREPARE NEWS 
PAPER ADS to profit from 
the national campaign by us- | 
ing the free mats now at your | 





Leading Manufacturers 
Sponsor Gift Campaign 


The following members of the 
Electric Housewares Section of 
the National Electrical Manu 
facturers Association will par 

ticipate 

American Electrical Heater 
Co., Arvin Industries, Inc., 
Camfield Manufacturing Co 

Casco Products Corporation, 
Chicago Electric Mfg. Co., 
Cory Corporation, Dulane Inc., 
The Emerson Electric Mfg 
Co., Fieldcrest Mills Division 
of Marshall Field & Co., The 
Fresh'nd-Aire Company (Div 
of Cory Corporation) , General 
Electric Company, General 
Mills, Inc., Hamilton Beach 
Company (Div. of Scovill Mfg 
Co.), The Hobart Manufactur 

ing Co., Knapp-Monarch Co., 
Landers, Frary & Clark, 
National Pressure Cooker Co., 
John Oster Mfg. Co., Proctor 
Electric Co., Rival Mfg. Co., 
Ihe Silex Co., Toastmaster 
Products Division of McGraw 
Electric Co., Waring Products 
Division of Reeves-Ely Lab 

oratories, Inc., Westinghouse 

Electric € orp 











Spring Sales Planner, 


Display Aids—FREE! 


This year more retailers 


than ever will be able to ex 


ploit the enormous Spring | 


gift potential through the 


use of a special ‘Spring Sales | 


Planner” (illus. on left) 
Designed for easy prac 
tical use by all stores, it 


contains selling ideas for ad 


| vertising and display, trafhc 


pullers and a specific time 
table 

A simplified ad mat pach 
age, with item illustrations 
seasonal headings and gift 
has been distributed 


themes 


to more than 800 new spapers 


Action Plan! 


new spape 


WRITE SELLING 


| SIGNS to give every display 


pay ott power 


6 CHECK YOUR 


| STOCK to take advantage of 


every gitt selling opportunity 

7. COORDINATE ALI 
PHASES to multiply your 
message by tieing-in ads, win 


| dows, interiors, and point-of- 


sale. 


1953 Electric Housewares Gift 
| Campaign Backed By Powerful 
| $5,000,000 National Ad Tie.ins! 


wares Section of the 


Decal to Identify 
Gift Headquarters For 
Electric Housewares! 


‘The permanent 3-color 
decal illustrated here will en 
able retailers to establish their 
stores as gift headquarters for 
electric housewares 

It helps dealers to realize 
concrete benefits from the 
$5,000,000 spent annually on 
advertising by the manufac 
turers who are members of 
the NEMA Electric 


wares Section 





This emblem carries the 
new 1953 gift theme and logo 
as it will appear in manufac 
turers’ advertising Complete 
campaign continuity can be 
achieved in this way 

The decal will attract 


more trafic into stores that 
identify themselves with the 


gift campaign 








House- | 


The 1953 Electric Housewares Gift Campaign will help 
dealers take advantage of the $5,000,000 spent annually by 
the manufacturers who are members of the Electric House- 
National 
Association on national and trade advertising. 


Electrical Manufacturers 

This will be done through 
the use of a newly designed 
gift theme logo in the individ- 
ual appliance manufacturers’ 
advertisements. Retailers will 
tie-in and cash-in by featuring 
the same logo in local adver- 
tising and display. 

Reaching more than 
60,000,000 consumers every 
month in national advertising, 
the tremendous promotional 
impact of the manufacturers’ 
advertising will be multiplied 
by the electric housewares gift 
theme right at the point-of- 
sale. 

The 1953 Gift Campaign 
will be the most completely 
“wrapped-up” promotion of 
electric housewares in history. 


Distribution Of All 
Material Facilitated! 


Distribution of the free 
decal, display streamers (for 
Mother's Day and June 
Brides) and “Spring Sales 
Planner” to retailers will be 
simplified this year through 
Area Committees and Electri- 
cal Leagues 

The 1953 promotion ma- 
terials have been delivered to 
these local groups in bulk for 
dissemination to distributors 
and dealers in their communi 
ties. Ask your distributor to- 


J ’ 
ada) 


Enter The New Display Contest! 


Send photos (snapshots will 
do) of your Electric House 
wares gift displays to Contest 
Editor, Electric Housewares 
Section, National Electrical 
Manufacturers Association, 
15S E. 44th St., N.Y. 17, 
N.Y. Attach your letterhead 
to each entry, plus the follow- 


ing information: (1) store 


name and address (2) type of 
store (Appliance Store; Hard- 
ware or Housewares Store; 
Jewelry Store; Department 
Store; Electric Light & Power 
Company), (3) name of 
person responsible for each 
display, (4) description of re- 
sults. Submit entries post- 
marked not later than mid- 


night July 15, 1953. 
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change. Although the inauguration of 
technological change is one of the 
most important functions of manage- 
ment, agreements evolving from collec- 
tive bargaining contain provisions for 
cushioning the effects of such changes. 


For example, collectively 
seniority 


bargained 
grievance and 
arbitration procedures have been im 
portant in getting from workers an in 
creased measure of acceptance of tech- 
nological change. This chapter of the 
study also considers the general prob 
lem of sharing increased productivity 

The report consists of two parts. 
Part I includes introductory material 
which reviews industry developments 
in variety reduction, standardization 
and specialization. Other chapters re 
view developments in the firm, labor 
and technological change and_ back 
ground of the industry. Part IT con 
sists of 


systems and 


23 case studies. 

The report, entitled Cost Savings 
Through Standardization, Simplifica- 
tion and Specialization in the Elec- 
trically Operated Household Appli- 
ances, may be obtained free from the 
U. S. Bureau of Labor Statistics, 341 
Ninth Avenue, New York 1, N. Y. 


Still Changing 


The face-lifting of the appliance in 
dustry hasn’t been finished yet. 

I'he process of line expansions and 
changes of ownerships which reached 
almost fever pitch at year-end, then 
died down for a short time after the 
markets, was resumed in late February 
Only one definite change in brand 
ownership was announced during 
February but a whole batch of new 
rumors was being circulated 

The principals in the one definite 
change were Thor Corp. and Leeson 
Steel Products. Thor continued its 
line expansion by purchasing Leeson, 
which manufactures ranges 
under the Presteline trade name. Lee 
son will be operated as a wholly-owned 


electric 


subsidiary of Thor and the firm’s 
ranges will be marketed both under 


the Thor and Presteline names 
(Distribution of the  Prestelin: 

ranges will be handled by George ‘I 

Stevens & Associates as 


exe lusive Sale 
representatives 


I 
The capital stock of Leeson was 


icquired from six principal stock hold- 
ers for an undisclosed sum. The firm’s 
range has been restyled and will be 
manufactured shortly under the ‘Thor 
name. 
be a 


The only range in the line will 
wall range, built-in 
ind separate cooking surface. 


with oven 
Chor 
maintains that the new range will 
the first 
home cooking rang¢ 
duction of the 


present major change in 


since the intro 


self-lighting oven.” 


Thor, orginally confined to th 
home laundry business, has now 
ulded ranges and freezers to its line 
ind will add refrigerators this spring 


As far as rumored changes in the 


industry were concerned, there were 
only denials forthcoming from the 
firms involved. Some independent 


producers who have been mentioned 
as negotiating with firms intent on 
expanding their lines found that their 
own business was being hurt to some 
extent by the continual rumors. 
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|STROMBERG-CARLSON STEPS UP 


or 


First quarter sales for 1953 have proved this beyond our own 
forecasts: YOU HAVE WHAT THE PUBLIC WANTS IN THE NEW 
521 LINE OF STROMBERG-CARLSON PANORAMIC VISION* TV 


ec. ee 


Now we're going to give you more to meet this 
demand 


— with a well-rounded line to meet every taste and 
budget 


— with a line that holds down your inventory 


— with a discount structure that gives you the 
profit you deserve 


— with an exclusive selling feature in Panoramic 
Vision that offers more picture-visibility, wider 
viewing-angle than any other 21” TV! 


investment 





Keep your eyes 


on the news Panavue 521-TQ—An out- 

from Stromberg- standing value leader! 21” cylin- 

drical picture tube. Compact 

’ Carlson! cabinet in mahogany hue Plex- 


tone . . . . $289.95°° 
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* Patent applied for 


**Zone 1 — includes excise tax. 


Warranty and installation extra. 


Invader II 521-CM— 
A fine profit maker! 21” 
cylindrical picture tube. 
Handsome cabinet in 
mahogany finish Perma- 
Veneer. 


“There is nothing finer than a STROMBERG-CARLSON.: 


Stromberg-Carlson Company, Rochester, N. Y. 





Classic 521-C5M— 
Tops in fine furniture 
styling. 21” cylindrical 
picture tube. Hand- 
rubbed cabinet of Afri- 
can mahogany veneer. 









PAGE 


Selling a Selling Point 


Porcelain Enamel Institute reveals plans for five- 
year campaign to tell the story of porcelain finishes; 
product label and demo kit ready now 


[he appliance salesman can’t afford 


to overlook a single selling point if he 
is to operate successfully in today’s 
competitive market 


That's the premise on which the 
Porcelain Enamel Institute is basing 
a newly-developed five-year promotion 
and advertising campaign. Naturally 
enough, the “selling point’ around 
which PEI is building its campaign is 
the “superiority” and 
ceptance” of a porcelain enamel finish 
on appliances 


consumer at 


The campaign is an outgrowth of 
a market study by PEI’s market devel 
opment committee The group came 
up with a conclusion which is hardh 
news to the industry—that manufac 
turer and retailer must take more tim 
to select and train their sales staffs 
In addition, however, the committe 
decided to sponsor the five-year mer 
chandising program which will provide 
dealers with sales aids and which will 
include a trade paper advertising cam 
paign. 

rhe first two sales aids developed 
by PEI are a product label calling the 
shopper's attention to the features ot 
a porcelain finish and a demonstration 
kit 

The label is printed in yellow, blue 
and white and points out the qualitic 
that are embodied in a_ porcelain 
enamel! finish looking 
around a store can read over the label 
while waiting to be approached by a 
salesman; the salesman can use th 
label to review thes 
when talking with th 

Ihe demonstration kit contains a 
small panel of porcelain enamel, lip 


stick, alcohol, a mallet, 


Customers 


iclling feature: 
customer 


wood nN 


matches, a lemon, a coin, water and 
a cloth—all intended to show how 
easily porcelain can be cleaned, how it 
will not burn and is unaffected by 
lemon juice or alcohol, how it will 
stand more than average household im- 
pact and how a coin will not mar its 
surface, 

To convince retailers that a porce- 
lain finish is actually a selling point, 
PEI points to an Institute sponsored 
survey carried out by American Home. 
[he study revealed that 90 percent 
of housewives preferred porcelain 
enamel on their ranges, 87 percent 
wanted it on their refrigerator ex- 
teriors, 75 percent on washing ma- 
70 percent on kitchen sinks 
ind 70 percent on washing machine 
tubs 


( hine S, 


Trends Affect Design 


Current trends in home construc- 
tion of the single story, basementless 
house are influencing the design of 
home appliances, according to Vin 
cent DiMaio, manager of appliance 
manufacturer sales 
liberglas Corp 


for Owens-Corning 


Movement of appliances from the 
basement to the utility 
kitchen and added attention to fun 
tional styling and unitized arrang 
ment has affected both the design and 
appearance of present-day appliance 
DiMaio asserts that insulation handles 
than the 
containing heat and cold and also per 


room OI 


more thermal problem of 
forms an acoustical function of absorb 


ing noise and isolating vibration 


Becomes Kentucky Colonel 





RECOGNITION for his part in the defense effort recently brought the honorary 
title of Kentucky Colonel to Roy R. Fisher, president of the Electric Stear Radiator 
Corp. Fisher was honored by the state of Kentucky for his initiative and manu 
facturing know-how in renovating artillery shell cases shipped back from Korea 


Formerly designated for the junk pile 
$1. New ones cost around $4 
his wife at Chicago luncheon 
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Fisher is 


Fisher puts them back to use for under 
shown celebrating his appointment with 


Election Bet Pay-off 


. . 





ge - 


Gecmcil 


COLORADO GOVERNOR Thornton has an over-sized Hoover cleaner to help him 


but a grinning Utah governor to hinder him as he tries to pay off election-time 


bet Thornton had bet Utah’s Governor 


bigger percentage of registered voters 
for the winner 


Plastics Demand 


Refrigerator manufacturers are hav- 
ing “extreme difficulty” in locating 
enough plastic molders with sufficient 
press equipment to handle their re- 
quirements, O. E.. Norberg, director 
of appliance engineering for Crosley, 
told members of the Society of Plastic 
Industries in February. 

Norberg told the group that he felt 
Crosley “much credit” for 
the current widespread use of plastics 
in refrigerators. He contended that 
his firm’s use of polystyrene in 1948 
marked the first large scale use of 
plastic for refrigerators. 

(here are, Norberg said, many ap- 


deserved 


pli ations in a refrigerator where the 
use of plastics satisfies all requirements 
much better than any other material 
Since refrigerator manufacturers must 
meet thermal as well as_ structural 
problems, manufacturers can take ad- 
vantage of both the strength and heat- 
reduction properties of plastics. As 
examples of the use of plastics he cited 
phenoli impregnated door liners, 
large one-piece trim frames, and baffle 
assemblies that divide the freezer and 
refrigerator compartmnts. 


And More Plastics 


By mid-1955 all “important makes” 
window air conditioners will b« 
housed in one-piece plastic cabinets. 

That's the prediction of G-E’s John 
L. McMurphy, general manager of 
the firm’s plastics department, who 
points out that the air conditioning in 
dustry is becoming a “new major mat 
ket” for large molded plastic parts. 

In two years the plastics industry 
will be turning out more than 450, 
000 molded air conditioner cabinets 
per year. (General Electric, a major 
producer of air conditioners as well as 
plastics housings, thinks that industry 
wide sales will have hit the 700,000 
figure by 1955.) 


Plastic 


ot 


1 


cabinets can be molded in 
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Lee that Colorado would turn out a 
Loser had to act as janitor-for-a-day 


a variety of designs and colors, are 
strong and light, easily cleaned and 
are corrosion-resistant,  McMurphy 
said. ‘The firm’s initial shipment of 
cabinets from its Decatur, IIl., plant 
last month was consigned to Servel. 


New Finish 


A new stain-resistant, highly flexible 
baking enamel which may find im- 
portant applications in the appliance 
industry was introduced last month by 
the Glidden Co 

Ihe new finish (called Nubelon S) 
was introduced during a two-day na- 
tional industrial sales conference held 
by Glidden in Cleveland. According 
to A. D. Duncan, Glidden vice-presi- 
dent and general manager of its paint 
division, “Resistance of Nubelon § to 


Joins EM Staff 





N. BLEECKER GREEN has joined the 
editorial staff of ELECTRICAL MER- 
CHANDISING as an assistant editor. A 
photographer as well as a writer, he has 
been associated with trade papers in 
several fields and was at one time on the 
editorial staff of Living for Young Home- 
makers. Before joining this magazine he 
had been doing free lance work in de- 
veloping picture story techniques for use 
in the trade and merchandising fields. 
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the Zz¢ce 
that you need 





\ HY sell the “hammer and tongs” way — reduced prices at reduced 
mark-ups — when Preway gives you outright price leadership at your nor- 
mal profit. That’s strong language, but it’s crystal clear. 

You don’t have to cut anything with this fighting line. Everything is 
there — everything . . . price that beats the field, style that women want, 
automatic features second to none, and quality construction that you can 
prove black on white — for all Preway automatics have been tested and 
rated by the Electrical Testing Laboratory. No other ranges in America 

: eloin have scored higher than these four front runners that Preway makes to reach 
Titanium py h every segment of your market. Join the hundreds of alert merchandisers 
Enamel Finis who are promoting Preway—profitably. Write today for full information. 


PRENTISS WABERS PRODUCTS Co. 


9453 SECOND STREET, NORTH, WISCONSIN RAPIDS, WISCONSIN 





Seven-speed Tuttle and 
Kift Monotube Burners 

















Tole uc ...FIRST 


with TWO NEW 
FEATURES / 


SPRING-RATCHET 


LOCKS CRANK 
AT ANY HEIGHT 






















































Here's the safety feature that only TELE-VUE 

can give your customer! Patented spring-ratchet 
type of crank assembly locks tower at any height... 
makes it impossible for crank to “run wild” when 
raising or lowering tower. Crank requires inward 
pressure while turning - - when this pressure stops, 
crank locks automatically. Crank is fitted with easy- 
turning knob handle. 











STURDY TRANSIT-WRAP 


PROTECTS TOWER 
IN SHIPMENT 


Every TELE-VUE TOWER 
is now shipped in this stur- 
dy. protective casing...so 
towers reach you and your 
customer - - 















clean, gleaming, and 
unmarred! A TELE- 
VUE extra - - you get 
it nowhere else! 











TELE-VUE is the only name in television tow- 
ers... weighs only 60 lbs... telescopes from 20 
to 40 feet... made of }” aircraft type steel tub- 
ing. Built for better TV reception... Built for 
beauty... Built to make more sales and more 
profits for YOU. For full information, 

WRITE OR WIRE... TODAY 
Te / Dept. 7 

701 49th St. $., St. Petersburg, Florida 

East Street, Erskine, Minnesota 


UE roWweERS, INC. 
2301 University Ave. SE., Minneapolis, Minnesota 

















v™ =e 
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abrasion, corrosion and chemical ac- 
tion, plus its cost advantage, recom- 
mend it as a replacement for porcelain 
and galvanizing for many purposes. In 
addition, its extreme flexibility offers 
possibilities of finishing metal sheets 
before forming them into finished 
products.” 

Duncan said the development of 
Nubelon §S represents a triumph over 
two traditional silicone problems: soft- 
ening under heat and solvent solubility. 
Glidden officials said that vegetable 
dyes and mustard stains, fruit and lip- 
stick smudges which stain some white 
ippliance finishes may now be re- 
moved with soap and water. In addi- 
tion, the finish solves problems fr 
quently met in laundries and kitchen 
wh re 


vapors frequently discolor 
painted surfaces 
Ihe new finish is more expensive 


than standard baking enamels and r 


quires higher curing temperatures. It 
compares favorably with porcelain, 
however, in cost and, according to 


Glidden officials, “has many of the 
qualities of porcelain while also offer 
ing extreme flexibility and the elimina- 
tion of chipping and cracking prob 
lems.” The new finish is available in 
gray, yellow, blue, tan, green and red 
as well as white 


New Owners in West 


Negotiations are being completed 
for the sale of the Western Merchan 
Mart to Benjamin H. Swig and 
I'he Mart corporation is 
in the process of liquidation by its 
present stockholders who include 
rank K. Runyan, Mart president, A 
Cameron Ball, its vice-president, the 
Capital Co. and the Bank of Califor 


dis¢ 
Associates 


nia, trustee for the late Harry J. 
Moore, founder of the Mart. 

Both Runyan and Ball will con- 
tinue with the Mart; the former as 


general manager and the latter as as 
sistant general manager. The Mart 
will operate under the same name 


Western Merchandise Mart. 


Wins Oasis Award 





WINNING SALESMAN E. F. Meyer, left, of the Republic Electric Co., 


district manager 


refrigeration sales manager, Republic Electric Co. Meyer was one of five 


prize winners in the 


Looking on are J. K. Kimmell, president 


Survives Wild Ride 





DISTRIBUTOR and dealer inspect a Gib 
son refrigerator which rode the crest of 


wild Deschutes River 
Salvaged after seven 


a flood down the 
gorge in Oregon 

mile trip down the gorge, the refrigerator 
worked perfectly, scratch and 
dent on cabinet to show for its hazardous 


had only 


trip. At left is distributor sales manager 
Ken Peterson (Electrical Distributing 
Inc., Portland); at right is Estel Stovall, 


Gibson dealer in M 1UpIN Ore 


Twice as Big 


lhe number of electrical appliances 
in use on farms will double within the 
his is the estimate 
of the Pioneer Cooperative of Piqua, 
Ohio for the area cov 
tem. 

A 1944 survey indicated that farm 
ers would complet 
1954 


previou 


next ten years 


red by their sys- 


their appliance 
purchases by Ihe survey 
refutes the finding and con 
cludes that the number of appliances 
will about double itself by 1962 with 
out requiring a doubling of the invest 
ment in lines. 

But the 1944 which pre 
dicted that farmers would spend $4.50 
on power-using equipment for every 


new 


SsuTvc\ 


dollar used to bring in service has 
proved correct. Piqua now indicates 
that $2283 per consumer was prob 
ibly spent by farmers with local 


merchants during the ten-year period. 








Davenport 
lowa, receives engraved plaque and Oasis Air Drier from Russell E. Davis, Oasis 


and E. L. Bengston, 


major 

1952 Oasis sales contest on water coolers and air driers 

in which more than 2,500 distributor salesmen participated. Nearly 4,000 sales 
men have entered the coming 1953 Oasis contest according to A. R. Benua, presi- 


dent of the Ebco Mfg. Co., 
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makers of Oasis equipment. 


1953—ELECTRICAL MERCHANDISING 










a brand new incinerator 
--.garbage and rubbich dicposa 








fast selling major appliance ... brings big profits and opens a 
brand new market for appliance dealers, 


One satisfied customer sells another. No trade-ins to clutter up 
inventory. 

Advanced engineering, structural design and construction, together 
with proper tool and die equipment, result in a strictly quality product. 
The CORONATOR eliminates and makes unnecessary the old fashioned 
garbage can—paper burner—yard type incinerator—sink unit. . . all 
at an unbelievably low cost. It adds as much to modern living conven- 
iences as the refrigerator and the washing machine. 


Installation is done in a matter of minutes. As easy to install as a gas 
stove. No engineering knowledge or experience needed 


bi THESE EXCLUSIVE FEATURES ARE FOUND 
ONLY IN CORONATOR: 


1. Inner compartment made of 12-gauge heat- 
resisting steel. Especially designed for trouble- 
free service. 








2. Scientific screen guard built into cabinet to 
arrest sparks. 100% safe. 


3. Easy access door cannot warp or jam. 

















} 
” Built by a company whose reputation for advanced 
a engineering and quality is respected and known 
throughout the world. 

Handles all types of garbage and waste material. No 

electricity—no water—no complicated installation 
There area fe pe choice no rotors, gears or anything to cause service difficulties. 
ya <M by $ accuse coos 4 ASH oeawer Just place the refuse into the unit and < SCORONAT IR 
r phoue for details .. eee © Saunier’ miiiaans dehydrates and burns the rubbish efficiently, economi- 








cally and without odor, 


THE COROAIRE HEATER CORPORATION 


General Offices: 1422 Euclid Avenue, Cleveland 15, Ohio 
F.O.B. REPUBLIC STEEL, BERGER DIVISION, CANTON, OHIO 
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PROFIT from 
automatic heating 











fort Control — and provide your 


from your space-heater sales customer with the healthful com- 


Wherever you've sold a space 
heater, it’s easy to make a second 


sale. Sell the famous, nationally 





advertised A-P Thermomatic Com- 


fort of even, automatically con- 
with these great ip} ACCESSORIES trolled heat. Needs no installation 
or electrical connections .. . fits 
most space heaters equipped 
with an A-P manual control valve. 





PROFIT from automatic 


oil lifting PROFIT from increased 
efficiency 





SonTG } 
= 8) 








#) 
Then, sell your customer on the And —to free your customer 
clean, easy fuel oil handling he'll from all danger of burner failure 
get with an A-P Oilifter. The due to dirt, moisture or impuri- 
Oilitter will draw oil from tank ties in oil — sell him an A-P 
or drum located outside or in the Fuel-Oil Trap-It. Eliminates 
basement — and will deliver it to costly service calls... prevents 
the third floor if necessary! There's flame failure erratic flow, oil 
no worry, no mess, no eflort. leakage and sluggish operation. 





A-P CONTROLS CORPORATION 


For Air ¢ Oil © Gases @ Refrigerants 





Manufacturers’ Briefs 





@ Hytron Radio & Electronics Co. 
has announced plans to build a picture 
tube plant and warehouse in Kala 
mazoo, Mich. ‘The new plant, which 
will incorporate automatic techniques 
for the production of large 21 to 30 
inch picture tubes, is scheduled for 
completion in the summer of 1954. 


@ The Toronto Hardware Mfg. Co 
has been purchased by Affiliated Gas 
Equipment, Inc., a Cleveland firm 
which markets heating and air con- 
ditioning equipment under the 
Bryant, Day & Night, and Payne 
trade names. For the past three years 
the Toronto firm has been the Cana- 
dian distributor for Bryant products. 


@ Construction of a million dollar 
warehouse facility at the Coolerator 
plant in West Duluth was begun in 
February. In addition to providing 
warehouse space, the new building 
will house manufacturing offices. 


@ Construction has been started on a 
$45,000 warehouse for Quicfrez, Inc., 
Fond du Lac, Wisc. The new build- 
ing is located on the site of the firm’s 
old warehouse which was destroyed 
by fire two years ago. In addition to 
storing finished goods inventory, the 
new building will also house a 400 
ton hydraulic draw press used in 
manufacturing refrigerator doors. 


LETTERS 


To the Editor: 


‘Saturation” vs. “Penetration” 
I would like to call to your atten 


| tion a recent action of the Radio and 


Television Manufacturers <Associa- 
tion’s Sales Managers Committee 
which reveals their position on the 
use of the word “saturation’”’ as ap- 
plied to television market potential 
and sales. 

The RTMA Sales Managers Com- 
mittee, at my suggestion, adopted the 
word “penetration” in place of “satu 
ration” because it was felt saturation 
percentages did not portray a_ true 
picture of television market potential. 

We feel that there is no such thing 
as “saturation” in the television mar- 
ket. ‘This is typical of the new think- 
ing in television merchandising. We 
look upon television as parallel to the 
automobile industry. We believe that 
owners of present television receivers 
will, in a few or several years, be in 
the market for either a new model or 
a second or third set in the home. 

In light of the facts, we earnestly 
advocate the elimination of the use of 
the term “saturation percentages” in 
the television trade and suggest in 
its place a positive and more descrip- 
tive term—" penetration percentages . 

With best wishes and kindest re- 
gards, 

Sincerely yours 

Dan D. Halpin 

General Sales Manager 

Receiver Sales Division 

Allen B. Du Mont Laboratories 
P. S. In fact, doesn’t the distinction 
here lend itself to editorial treatment 
in a merchandising book? 
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FLASH! BY POPULAR DEMAND! WARING’S HUGE-PROFIT 
“EARLY BIRD SPECIAL” NOW EXTENDED TO APRIL 30th! 


$100 extra profit 
? forall ivaieael 

















6 
3433 


Ailes 


ihonin4 


BLENDOR 


sey ‘a! 
HOW THE EARLY BIRD SPECIAL WORKS: 
2 WARING Duo-Speed BLENDORS and 2 WARING 3-Speed MIXORS 
normally cost you $87.74. With the Early Bird Special, they cost you just 
$75.74...a saving of $12.00 cash! You get a whopping $53.16 profit at retail! 







*tanque® 


4 GET THIS HANDSOME 


$00 DISPLAY FREE 
WITH EVERY SPECIAL! 


— 


Yes, I want to make w ing profits with the WARING 
BLENDOR and WARIN MEXOR! Send me 
WARING EARLY BIRD SPECIALS, each special con- 
tains: 2 WARING BLENDORS, Model PB-5 and 2 WAR- 
ING MIXORS, Model RM-1. 












Here’s the deal you’ve been waiting for! Jn addition to your regular 
profit, you get $12 extra profit selling 2 WARING BLENDORS AND 
2 WARING MIXORS! By taking advantage of the sensational 
WARING Early Bird Special now, you put an extra $12 in your cash 
register for every deal sold! Order as many of the Early Bird packages 
as you'll need. Each one means a total of $53.16 profit selling the hottest 
traffic appliances on the market today: the WARING BLENDOR and 
the WARING MIXOR! And to make it all the easier for you, both are 
backed by a tremendous ad drive and phenomenal publicity in America’s 
top magazines! Order money making Early Bird Specials from your dis- 
tributor now before it’s too late! 

























IF 17 ISW'T A WARING, IT ISN'T A BLENDOR 





Name 





Address 








WARING PRODUCTS CORPORATION — A Subsidiary of Claude Neos, lac. 
25 West 43rd Street, New York 36, W.Y. Distributed in Canada by Canadian Westinghouse Supply Co. 
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THE HANDYMAN in Gimbels housewares department plugs the Hoover steam 


and dry iron to 100 housewives a: 
in Philadelphia 
phia representative 





MODELS CARRYING the new iron parade 
through Gimbels to call attention to the 
product 


Standing at extreme right is N. J 


part of introductory promotion on the appliance 


Alexander, Hoover's Philadel 


MAJOR DEPARTMENT stores gave win 
This 


dow display space to the promotion 


is Snellenburgs’ display 


Marketing a New Product 


Hoover successfully introduces its steam-dry iron 
in the Philadelphia area by selling dealers on a promo- 
tion before selling them merchandise 


he Philadelphia Story of the in 
troduction of the Hoover Steam and 
Dry which well set 
1 pattern for similar promotions on 


Iron is one may 


the iron elsewhere around the nation 

\s explained by N. J. Alexander 
manager for the iron division her 
the first job facing him (and Franklin 
.lectric Co., regional distributor) wa 
to sell the promotion Selling met 
chandise came later 

Alexander and nine men_ from 
lranklin [:lectric visited every cent 
city store in Philadelphia and 
stores in outlving area 

In their initial sales job they pre 
sented the Hoover selling chart to 
buyers, then unfolded the program 


for their new product Then the 
talked about Hoover support for the 
program, suc h as a counter displ iv and 


mailing piece if four irons were or 
dered by a store; flasher display was 


added if 8 to 12 irons were ordered 
a 100 to 150 line ad cooperatively was 
added for orders of 24 irons; a bill 
board was added with 36 to 48 irons 
and for a half gross or gross order radio 
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ind television cooperative money wa 
furnished 


len days after the first promotion 


presentation was made, a salesman re 
turned to get either acceptance or 
rejection and an order Stores were 
urged to order an ampk supply to 
meet demand. Only one downtown 
tore did not accept the promotion. 
Lit Brothers put models on all floor 


bearing the Lloover Steam & Dry Iron 
nd a chest banner, plus a window; 
Gimbels not only put on a daily dem- 
istration in their housewares depart: 
ment daily with their “Handyman,” 
but gave it a bank of windows: Snel! 


dw 
ind display Stern 


demonstration 
put in a mechan 
show i 


nburgs use ndow 
“woman” a 
Hoover item. 

Hoover opened the campaign on 
Feb. 16 with a full page in The In 
quirer, listing every store in the area 
cooperating in the introductory pro 
motion. Hoover also used 51,000 lines 
of newspaper space, and $10,000 for 
billboards, car and two radio 
ind two daily television spots 


ical window to 


tually ironing with the 


cards 





Glamour for the Freezer 


Features designed to help bring the freezer from 
the basement to the kitchen are previewed during Jordon 
national sales conference in Philadelphia 


New features 


home freezer 


designed to bring the 
from the basement into 
the kitchen,’ were revealed for the 
first time when Jordon Sales Com 
pany, Philadelphia manufacturer of 
refrigeration equipment and upright 


home freezers, unveiled its late 1953 
line of home freezers during a thre« 
day national sales conference at the 
Walnut Park Plaza Hotel in Philadel 
phia, February 19-2] 


In addition to new 1953 “Hostes 


and “Lady Jordon’’ upright home 
freezer models, Jordon offered a 


glimpse into its planning for 1954- 
55 and 1956 with the first showing of 
such models as a freezer with a clock 
radio in’ the slots for 


colored H 


door; special 
personalized initials; and 
Baked enamel exteriors. 

Plans for construction of a new 
$1.000.000 plant in northeast Phila 
delphia were announced at the open 
ing session by Frank Fogel, pre ident 
Construction 1 heduled to. start 
early this summer, he said. When th 
plant is in operation production facih 
ties will be double those at the present 
plant. Located on 20 acres of land, 
the new plant, which is expected to 
be operating by early 1954, will allow 
room for future expansion to five times 
the present. 

An estimated $7 will be 
spent in the coming 12-month period 
to promote the Jordon line of upright 


50.000 


home freezers and commercial re- 
frigeration, Harry Fogel, vice-presi- 
dent in charge of sales announced. 


Plans provide for the largest expendi 
ture of cooperative advertising money 
in the company’s history, he said. Co 
operative funds will be made available 
for dealers and also food plan opera 
tors handling the Jordon line in nearly 


50 markets. Dealers will be provided 


- " 


INFORMAL moment during the three-day February national 
Philadelphia finds officials of the Jordon Refrigerator Company 
1353 line with the firm’s Los Angeles and New York sales representative 
left to right, are Norman Rossin, of Norman Rossin Co., Li 





with complet kits, including § tel 
and _ radio 


display 


: 
mail piece ind 


vision 
mats, 
direct 
display 

Much of the 
will be built 
innouncement 


markets 


spots, new 
literature 


point of-sale 


P ipe I 


materials, 


ynsumer advertising 


around television spot 
SU major 
during the next four month 
ic indicated. Plans currently call for 
localized television programming, and 
1 possible national television show 


during the second half of the veat 


in more than 


Featured in both these new model 
ire the exclusive “‘Seal-O-Matic” door 
vhich provid iutomatic door re 


ilignment simply by 


“Juice 


lamming it hard, 


ind a unique Shelf For the 


Juice Shelf, the upper freezer shelf 
has been cut back and lowered to 
illow convenient, ! i] I essib] 
toring of frozen juice mcentrate 
can ind small irregularl haped 
packages Other n featur Ir 
warning light under the grille to in- 
dicate when thx urrent is off, and a 
new “Stowawav’” bin 





A CLOCK-RADIO in the door ¢ 


is one of the 


f a freezer 


glamour” ideas for futur 


freezer design previewed by Jordon Sales 


Co. during its national sales conference 
Colored exteriors and provision for mono 
ram initials on the door were al shown 


* 


sales conference in 
talking over the 
Shown 


s Angeles Frank Fogel, 


president of the Jordon company; Harry Fogel, Jordon vice-president in charge of 


sales 
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and Joe Miller, of Exclusive Export, New York 
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buyers want most... 


thow alll. now 


. a ia 
Mianitowoc 


Upright design...extra convenience 
C Manitowoc’s full-width door eliminates hidden 
corners — keeps all shelf space in sight. Cold- 
Hold inner doors reduce condensation .. . 
make it easy to store food in pantry-neat 
order. 


Compact ee | anywhere 


Manitowoc offers up to 18% cu. ft. of stor- 
age capacity in only 214 x 3 ft. of floor space. 


Big capacity for top economy 


Manitowoc freezers hold up to 650 Ibs. of food 
. room to let folks really enjoy the saving 
possible through quantity buying. 


Kitchen-ke ye “dl styling 


Manitowoc’s clean, function: v1 appearance fits 
kitchen, utility rooms, anywhere in the most 
modern homes. 





Easy quick-freezing .. . anywhere 


A flip of a handy switch seal te mperature in- 
side entire freezer down to 20 degrees below 
zero. 


A cinch to defrost 
Frost falls freely down smooth walls to bottom 


shelf — can be wiped up in a jiffy without 
tedious “bucket bailing.” 





. . . 
Real food protection 
Manitowoc’s Watching-Eye warning light is 
safest, surest in the industry, and food spoil- 
age insurance is available on all models. 








te- 
f-sale mo vovide men clos 
point-o -color P help your .. the store 
Compelling 1e, four- itch” to ither in the 
\\-color advertising antl rial including se Mery that make scorer prospects ~ 
Biggest fu ny exclusive ‘matte inserts for ws “ive.” or in the home. 
ate~ . freeze 
. » loca m y 





MANITOWOC EQUIPMENT WORKS 


Manitowoc, Wisconsin 
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GODFREY: 


“Wow! I'll say it’s hot. It's still steaming. 
You see how Fiberglas Insulation keeps 
heat where it belongs and cold where 


of 


HOT TEA FROM A REFRIGERATOR? 


Your customers saw Arthur Godfrey 


and Tony Marvin do it... 














ARVIN: 


“That's quite correct, sir. And now we'll 
make you some steaming hot tea with it.” 


cold belongs. That's why leading 
manufacturers use it in ranges, 


refrigerators, water heaters and freezers. 
Ask your appliance dealer about it.”’ 






ABSYLATIO, * 


OWENS CORNING 


1 FIBERGLAS 


*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning Fibergias Corporation for products made of or with fibers of glass, 


on the Fiberglas TV-Radio show, 
“ARTHUR GODFREY TIME”’ 


GODFREY: 


“Three quarters of an hour ago, Tony 
heated a pot of water, wrapped it in 

Fiberglas* Insulation, and put it in the 
refrigerator.” 


GODFREY: 


‘| hope it’s hot. Remember, the inside of 
that refrigerator is at least 140 degrees 
colder than that water was.”’ 


Now, more than ever, 
A swell feature to have... 
A swell feature to sell... 


OWENS-CORNING FIBERGLAS CORPORATION 


Dept. 104-D, Toledo 1, Ohio 
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Wins Blue Ribbon 


Samsons, Milwaukee, has been 
named Brand Name Retailer-of-the- 
Year in the electrical appliance field 
by a blue ribbon panel of retail execu- 
tives. This is the second time the 
Milwaukee firm has been honored, 


| having won a Certificate of Distinction 


in 1951. 

The four winners of Certificates of 
Distinction in the electrical appliance 
field for 1952 are Mort Farr, Upper 
Darby, Pa., Frankel’s Appliances, 
Huntington, W. Va., Raymond W. 
Hackett Appliances, Hudson, N. Y. 
and Gerhard’s, Glenside, Pa. The 
Mort Farr firm was also honored in the 
1950 competition. 

The winners will receive their 
plaques and certificates at ceremonies 
highlighting the tenth anniversary 
Brand Names Day dinner on April 15 
it the Waldorf-Astoria in New York. 
Ihe winning retailers and their wives 
will be honored guests of manufactur 
ers, publishers and other sponsors of 
the Foundation during a_ three-day 
entertainment festival preceding Brand 
Names Day. 

A panel of 16 judges, winners of the 
1951 contest, selected the firms for 
this year’s honors. Selections were 
made in each of 22 retailing fields. 
This year’s competition saw more than 
20,000 entries come in, more than 
tripling last year’s total 


Ads for Ads 


A coordinated co-op ad program at 
the local level is being used by Ben 
Hur Mfg. Co. to merchandise its own 
national ad campaign. 

In addition, the co-op plan itself is 
being merchandised to dealers. Ben 
Hur has contacted local newspapers 
calling attention to the program and 
supplying them with an ad material 
book which contains the national ad 
vertising schedule and directions for 
tving-in the local dealer’s name. The 
company has suggested a full year’s 
schedule of local advertising which has 
been coordinated with its own national 
campaign. 


| Making It Stick 


Trouble is mounting for trans 
shippers of TV sets. 

Last month both Du Mont and Ad- 
miral declared war. And legal troubles 
were on the transshipper’s horizon. 

The receiver division of Du Mont 
is now stamping serial numbers di- 
rectly on the T'V receiver chassis, while 
Admiral is riveting its serial numbers 
to the set. Basic aim is to make it 
impossible to remove or deface these 
numbers without detection. Manufac- 
turers can thus trace any transshipped 
receiver. 

Legislation has been pressed against 
transshipping on several fronts, no- 
tably in New Jersey last vear and the 
current legislation under consideration 
in Albany, N. Y. New York is ponder- 
ing the problem of requiring perma- 
nent serial numbers to correct the 
transshipping ills, giving greater pro- 
tection to the buying consumer. Ad- 
miral has backed this contemplated 
iction. 
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When deciding on a line of electrical 
household appliances look to the reputation 
and financial standing of the manufacturer. 
Back of every BIRTMAN guarantee are... 





@ Three thoroughly modern factories, 
geared to volume production, 


careful manufacture. 


@ Forty-three years’ experience in 
the manufacture of electrical household 
appliances. 


@ Millions of dollars worth of merchandise 













now in use both in America 


and foreign countries. 
@ Over ten million dollars in resources. 
@ Financial rating, AAAI. 


The entire organization — personnel, equipment 
and policies are of the highest type. In every 
department, from designing laboratory 

to final factory testing and shipment 

there is no compromise with 

“Quality, Always.” 


RTMAN ELECTRIC COMPANY 


CHICAGO 39, ILLINOIS, U.S.A. 
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Another Leading Motor Repair Shop 
Finds KLIXON Protectors 
Prevent Motor Burnouts 


WORCESTER, MASS.: Mr. F. P. Sweeney, assistant manager 
of A. L. Brown & Associates, authorized service station for 10 
leading motor makes, distributor, and representative for 
Browning V-belt drives, recommends KLIXON Protectors for 


motor burnout protection, 


“We find KLIXON Protectors prevent complete motor burn- 
outs. Save customers costly repairs, and permit us to render 


faster, more dependable service. We recommend them highly!” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 





motor by the motor manufacturer. In such equipment 


as refrigerators, oil burners, washing ma 
ay chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 
placements, it will pay you well to ask for 


equipment with KLIXON Protectors. 


Automatic 
eset 





SPENCER THERMOSTAT 


Division of Metals & Controls Corp. 
2504 FOREST ST., ATTLEBORO, MASS. 


LIxO 


ee “oF 
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They Like Their Freezers 


| Two independent surveys, one by FOA and the 
| second by Hotpoint, indicate that owners like conven- 
tence of a freezer even more than the money they save 


Behind the surveys were FOA Mar 


I'wo firms to whom it i important 


that freeze: be satisfied felt 
the pulse of their customers this win 
| ter Last month they released the 
results of their surveys. In brief, the 


freezer owners liked (1) the savings 


OWnerTS 


keters, Inc., a non-profit group which 
supplies food plan operators, and Hot- 
point, Inc KOA started to survey 
its 25,000 members last summer, got 


a 38 percent response. Hotpoint con- 





made possible with a freezer; (2) even fined its study to a group of 500 
more, they liked the convenience; and freezer owners across the count: 
(3) they found a freezer changed their Here’s the wav the two studies com 
food-buying habits pare on three important point 
THE ECONOMY STORY VARIES 
HOTPOINT— Owners made claims of saving from $5 to $75 a month on 
annual food bills. Additional savings of $2 to $30 a month resulted from 
gasoline and oil for shopping trips, parking fees, delivery charges and personal 
time Some 66 percent reported definite saving in food cost 36 percent 
claimed savings well over the minimum $5 figure in questionnaire 
FOA MARKETERS—About 75 percent reported savings ranging 
from $5 to $76 per month. Biggest savings were reported in buyin; 
meat in wholesale quantities—often as much as 30 percent over retail 
prices. Savings were also claimed through less frequent shoppins 
trips. Economy figures varied for location. City owners showed 


percent savings; suburban folks 37 percent while rural and farm sa 


were 41 percent 


CONVENIENCE RATES HIGH 


Owners repeatedly remarked that the most impressive part 
zer ownership was the convenience of having ampk 


HOTPOINT 
or fre 


yes on hand 


they said wrapping and packaging of foods for freezer storage took little tim« 
compared to previous canning and preserving methods. Some 88 percent 
rated convenience first over economy in advantage of owning freez 
FOA MARKETERS—To the query whether the freezer is a con 
venience, 43 percent rate this more important than economy. Location 
of freezer in the home affects the degree or convenience. Basement 


location drew 46 percent; garage location 21 percent, kitchen spot | 
percent. Space permitting, members voted kitchen as the ideal loca 
tion, bringing out that 65 percent of freezer owner's diet consists of 
frozen foods 


BUYING HABITS CHANGE 


Major change was from short-term, small quantity buying t 
quantity seasonal and bargain buying 
family’s 


HOTPOIN! 


long range, Quantity food pre] 


cooking habits and eating habits also changed 
reported eating more seasonal foods out of season, better 


changed th« 


owners uts of meat 


greater meal variety, increased consumption of frozen foods and greater con 


umption of ice cream 


FOA MARKETERS Asked as to satisfaction with standard 1 
12 oz. frozen food packages, 47 percent stated they wanted larger pack 
iges, preferably in 24 Ib. and 5 Ib. quantities in loose pack method 


of freezing. A large percentage wanted more information on cookin 


of frozen foods, while almost half wanted to know 


more about wra] 


ying and storing. Some 9 percent were int rested in buving ] 


Pointing out w ide 


prepare 


T 

| 

precooked frozen meals variety of food availal 
r 


¢ percent said they were eating more nutritious food, 16 | 
rid unple suppl made entertainime casicl never ¢ 1ught b ul 
pected guest); 19 percent had entirely forsaken home canning a 


were using easier freezer method of food conservation 





f d extended to one million man hours it 
Sa ety Recor working time without lost-time acci 

The television division of Arvin dents and on January 24 upped it 
Industries, Inc. has qualified for an record toa full year of operation with 
award of merit from the national out disabling injury. ‘he radio divi 
safety council and thus becomes the sion passed the million mark last 


third division of the company to be 
thus honored since last June. 
The TV division on January 


June and in September the clectri 
housewares division completed a full 
year of similar operation 


16 
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COMPLETE LINE FOR MORE SALES! 


1. Mary Proctor Custom Zedalon Cover 
and Stay-Smooth Pad. 


2. Custom Zedalon Cover only. 


3. Proctor Deluxe Zedalon Cover and 
Stay-Smooth Pad. 


4. Deluxe Zedalon Cover only. 


@ Get in now on the greatest new market in the industry! 
Cash in on the most advanced ironing cover and pad of 
them all—Zedalon! 


Zedalon is nationally advertised in Life, Good House- 
keeping, McCalls. It’s the name your customers know .. . 
the product they want... the ironing cover and pad that’s 
making sales history! 


PROCTOR ELECTRIC COMPANY, 
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Zedaron —most SCORCH-RESISTANT OF \ 
ALL IRONING COVERS. 





Zedalon Asbestos Cotton 





Zedalon —ourwears cotton 5 To 1. 
ZCUAION —evrs Aut STANDARD SIZE IRON- 


ING TABLES. 
Zedalon —wasrasre; won't SHRINK 
OUT OF FIT. 


ZCUAION—vereect sur AcE FOR STEAM 


AND DRY IRONING. 





| Zetia 
iN ZEDALON SPRING 
SPECIAL $ MAKER 


Free Display Rack with Each Order 


“| FULL 40% PROFIT! 


Sell More... Make More through 
impulse buying. Display Zedalon 
Needs only 28” x 15” of floor 


space 























al wire! Write for pean 


“PROCTOR 








3rd & Hunting Park Ave., Philadelphia 40, Pa. 
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ELECTRICAL MERCHANDISING “most useful 


Distributor executives have long recognized ELECTRICAL 
MERCHANDISING as the greatest promotional force in the 
appliance-radio-TV Industry. They’ve voted it their 
“Most useful publication for sales-making ideas” and 
use it to sharpen up their sales efforts and direct their 
sales force. But this is not surprising. ELecrricaAL MEr- 
CHANDISING has always been a prime source of money- 
making sales ideas. It still is. Dealers and distributors 
buy it because it helps them sell electric housewares, 
major appliances and radio-TV sets profitably. 


Issue after issue is loaded with promotions proven in 
the field all over the country. ELectricaAL MeRCcHANDIS- 
ING’s easy-to-read features are edited to make a sales- 





minded audience think of selling ... and you know that SHOBE, INCORPORATED, a big Memphis, Tennessee, distributor. 
: . . . P , . 1. covers 91 counties in five states and serves 2,400 dealers. Shobe 
selling is always easier with sound sales ideas. Distribu- distributes over $5 Million worth of major appliances, electric 
, , F F housewares and radio-TV products each year from one of the most 

tor executives certainly know it because they insist that modern establishments of its kind in the country. 


their salesmen use the sales ideas found in ELECTRICAL 
MERCHANDISING. 


How any publication is received, read, used and saved 
by its readers tells a lot about its value as an advertising 
medium. Here’s how ELectricAL MERCHANDISING plays 
a part in the sales efforts of a mid-Southern distributor- 
ship. We believe it is a significant tip off on why 
ELECTRICAL MERCHANDISING is regarded so highly by 
distributor executives ... key men in your sales efforts. 





FLOOR SALESMEN find pictures of effective displays in ELEcTRICAL 
4 MERCHANDISING. Here Vic Neef, city salesman, highlights a few dis- 

play ideas while Bob Miller catalogs them for future reference. 
They are always ready to help dealers solve display problems. . . an- 
other way that ELectricaL MercHanopisinc helps them sell. 


Leading distributorships across the country share Shobe’s experience. Top dis- 
tributor executives use ELECTRICAL MERCHANDISING and direct their salesmen, the 
men who sell dealers, to read it for sales ideas. Distributors read the advertise- 
ments for product features of the brands they carry and of competitive brands. 


They regularly build dealer promotions around ELECTRICAL MERCHANDISING sales 
ideas and plan their programs accordingly. Sales-minded distributor executives 
clip sales ideas for future reference and use them in sales meetings . . . service 
managers read it for management hints to keep customers happy. 


These are just a few of the many ways that ELEcTRICAL MERCHANDISING sparks 
distributor selling efforts. 


But ELectricaL MERCHANDISING, written primarily for dealers, also offers adver- 
tisers a basic circulation of the greatest paid dealer audience. Dealer readers rate 
ELECTRICAL MERCHANDISING as the outstanding appliance-radio-TV publication for 
sales-making ideas. 
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for sales-making ideas” 
... Distributor Executives 


Ses , #2 SN ee 
4 















CY SHOBE, President, reads ELEctTRICAL MERCHANDISING from cover . SALES MANAGER, C. M. Nevill (Standing), another long-time 

to cover every month . . . has done so for years. Many of his best 3 subscriber, uses ELECTRICAL MERCHANDISING regularly in_ sales- 

promotions come from ELEcTRICAL MERCHANDISING. Shobe read ‘“‘How : meetings to outline successful dealer promotions to be taken by 
to Sell Freezers With a Food Plan” in May, 1952, before manufacturers Shobe territory salesmen to their dealers. ELEcTRICAL MERCHANDISING is 
gave him full details of their plans. read by every Shobe salesman .. . each one of them a subscriber. 





em 
i 
. TERRITORY SALESMAN Bill Shepherd calls on a dealer with ELec- READERSHIP IS SOLID in Shobe's . . . all of it useful. Ralph 
4 TRICAL MERCHANDISING under his arm to propose a promotion in the 6 Moriarty, Sales Promotion Manager, clips ‘When Do Washers Sell 
= issue which will help his dealer make money .. . and get Shobe an *" Best?” for the Shobe Promotion Scrapbook. Since the scrapbook, 
order. Dealers find it much easier to sign the order when they have a and Shobe were organized, most of the promotion clippings have come 
proven sales idea from ELECTRICAL MERCHANDISING, 

Every month leading distributors and dealers get the kind of ideas they need to 

sell their local market from ELEcTRICAL MERCHANDISING. Use this great promo- 

tional force regularly. It can help you get your share of the national market. 

Sell your product to an audience constantly sold on SELLING. Use E vectrica. 

MERCHANDISING the Industry’s Best Seller to sell YOUR PRODUCT best. 
SERVING THE APPLIANCE-RADIO-TYV INDUSTRY a8. d 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. \| I h ( H \ \1) | \ | \ F | 
R 4 ; , , 
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...and here’s why! 





* Dishmaster is the only dishwasher on the market 


that sells at a price that makes sense to housewives and 


dollars for you-—-$49.50! 


* Dishmaster washes dishes faster and easier than 


models selling for as much as $300 


* Dishmaster « in be installed in minutes 


man who can handle a wrench and read simple dire 
*k Dishmaster has been proved in hundreds of thousands 
of home all over Ameri i Both men an 
claim Dishmaster! 
ok Dishmaster is easy to display, easy to demonstrate 
to sell! li i le iming streamlined beauty 


eye-appeal and buy-appeal! 


* Dishmaster’s national iivertising will reach over 


readers in American Home. Bette 
House Beautiful, House and Garden 


What's New in Home Economies 


* Don't wait. Big pontine opportunities are open in 


; 


your area, But 
prices today! Write— 


GERITY-MICHIGAN CORPORATION 


Merchandising Division 


10 S. Superior St., Toledo 4, Ohio 
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Homes and Gardens 

Sunset, Small Homes 
Guide, Good Housekeeping Business 
Newsweek, Woman's Home Companion, Ladies’ Home Journal 
Woman's Day, Family Cirele, MeCall’s. 


wurry! Get complete details and dealer 


TOP PRIZE of the Sessions Clock Company’s $20,000 Minute Man contest is 
viewed with anticipation by firm executives and salesmen at Farmington, Conn 


scene of opening announcement. In addition to Cadillac convertible, model wears 
one of four mink stoles to be awarded. Some 435 other prizes are included t 


highlight the ‘53 sales effort 


All-Out Program 


Forecasting the probability of th 
biggest year in the firm’s 120-vear his 
torv, the Sessions Clock Co. has an 
nounced new sales plans, new models, 
new production and service facilities 
plus a nationwide merchandising pro 
gram for 1953 

lopping the sales plan for the 
coming year is what the firm calls 
“the biggest and best deal ever offered 
in the clock business” a self-merchan 
dising display holding 16 units with 
12 of the firm’s best sellers 

Among the new clocks to be intro 
duced with this new sales policy are 
the Sessions Saucer Clock priced to 
retail at $3.95; free counter display 
comes with eight-clock order. Also 
scheduled for introduction is the 
Windmill Clock, a restyled and mod 
ernized model of the former Dutch 
clock 

\ $20,000 Minute Man prize con 
test for distributor salesmen and sales 
managers is aimed to spark distributor 
support for the new program. ‘The 
contest features a Cadillac convertible, 
four mink stoles and 435 other prizes 
\ supporting consumer advertising 
campaign using both color and black 
ind white will back the 1953. sales 
effort. Regional distributor meetings 
will be supervised by clock sales man 
wer Douglas Lapham 


Competition Does It 


Intens« competition among manu 
facturers will protect the public now 
that ipphiance price have been de 
ontrolled by the government, Inwood 
Smith, assistant to the general man 
ier of the Crosley division of Avco 


Mg. ¢ orp told a trade association 
in February 

Speaking to the Tennessee Retail 
Hardware Assn., Smith forecast a ré 
turn to the normal seasonal pattern 
of sales in the industry and said that 
dealers today are selling in a stable 
market, although it is a buver’s market. 

lorecasting business for the re 
mainder of the year, Smith said that 
sales in the frst six months would 
be considerably better than that 
period last year. For the final six 
months of the year he predicted a 
“slight decline” from 1952. 


New Cooling Units 


Three years ago Coleman Co. called 
a press luncheon in New York to 
show off its new Blend-Air heating 
system. Last month, the company 
igain invited the press to dinner, this 
time showed them the air condition 
ing equipment which fits into the 
Blend-Air system. 

President Sheldon Coleman empha 
sized that the company wasn’t merely 
adding air conditioning in recognition 
of a suddenly increased consumer de 
mand for such equipment. Instead, 
said Coleman, the firm’s new air con 
ditioning products had been under 
development for several years and in 
cluded at least four outstanding fea 
tures 

(1) The system removes about twice 
as much moisture from the air as do 
conventional residential air condition 
ing systems, Coleman said 

(2) A radically different evaporative 
condenser package has been devised 
as a water conservation measure and 
takes the place of cooling towers. 

(3) The system may be installed 
ill at once as a year-round system or 
the cooling equipment may be added 
to a heating installation later on if 


ar sired 

+) ‘The units are offered in two 
three and five ton « ipacities ind in 
two different types One consists of 
i furnace with cooling section mounted 
ibove it and an evaporative condenser 
ind compressor which may be in- 
stalled outside the house The other 
consists of a side by side installation 
of furnace and cooling unit 

Coleman wa optimistic ibout the 
market for such year-round equip 
ment. Within three vears, he said, a 
new house in certain price brackets 


will be practi illy unsalable unless 1t 


is air-conditioned. For the South, he 
said, this price range is $10,000 to 
$15,000. For the middle tier of states 
the range is from $15,000 to $20,000 
ind in the northern tier from $20,000 
to $25,000. In addition, he pointed 
out, a “very substantial part’’ of exist- 
ing dwelling units will one day have 
air-conditioning. 

In the three vears since the intro- 
duction of the Blend-Air heating sys 
tems the firm has turned out 100,000 
units, a figure which Coleman called 
unique in the heating field 
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Shae ag ene ame 


G 
Te BUILDE 


Compare the features of this Duchess — model A1l-O-1 — 
with anything near its price. Compare its appearance. This 
Duchess advertising leader is a tremendous value and looks 
it. You create floor traffic with the Al-O-1 to sell the ten 
step-up models in the 53 Duchess line .. . Get "Em In with 
this handsome leader — Sell "Em Up to big-profit Duchess 
models with the Lifetime Guarantee, Duchess Triple Flex 
Spiral Aluminum Agitator, Semi-Automatic Convenience, 
and other wanted features. You'll have Good Times in '53 
with Duchess. 


















. 


THE DUCHESS COMPANY « FAIRFIELD, IOWA 
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RADIO-TV 





RTMA Promotes Sports 


\ 10-point 
gram has been pre sented to radio-I'V 
manufacturers by chairman |. B. El 
liott of the RT’MA sports committee. 


lhe following recommendations are 


sport } promotion pro 


contained in the program prepared br 
Dan D. Halpin, chairman of the 
promotion ubcommiuttee 
1) Boost 
port 
moon 
) Display schedules of local team 


port 


ittendance at televised 


in national advertising and pro 


televised in store window 

3) Sell tickets for these events and 
build traffic at same time. 

+) Mention “see the game in per 
on” on radio and TV broadcast 

>) Sell T'V receivers to local sport 
celebrities and officials. 

6) Invite these people to isit 


dealers, make personal appearances and 
to meet their public 

(7) Avoid negative advertising whi 
suggests that patrons stay 
ce the game on TV 

(8) Visit local sports officials and 
ofter on promotion of 
televised event 


it home and 


to coope rate 


9) Offer tickets to games and event 
in local newspaper contests 

(10 Cooperate with NARDA and 
other dealer ¢ oups to encourage th 
televising of other sport event 


Replacement Program 


\ new sales 
dividual jobber 


program tailored for in 


has been announced 
by the replacement sal 
th ithode-ray tube division, Allen B 
DuMont Laboratories, Inc. It is de 
ined to faciltat 
ind warehousing by 


ment parts 


cle partment ol 


} 


inventory contro: 


iObhe rs ot TC pl cet 
The program is based upon re place 


ment parts potential in each re 


non 


Wins Sylvania Contest 


Turns Out 100 Millionth Tube 





CONGRATULATIONS to plant manager Harry Van Twistern are extended by 


Tung-Sol president Louis Rieben after firm’s 


off lines 
Ruth Hampton 


tube came of company’s 
John R 


president Milton Schulte, extreme right 


tarlet 


“TV Facts of Life” 


Ihe facts of life, ‘I'V servicing, that 
is, are being called to the attention of 
the viewing public through a 
booklet prepared by G-I s tubs depart 
ment. John ‘I 


new 


[hompson, manager of 
r placement tube sales, d ribed the 
booklet “as another step in the G-l 
tube department’s public relations pro 
gram of telling the public the story on 
1\ ervicing.”” 

Che eight-page, pocket-sized booklet 


tells in simple, non-technical language 
the complexity of the T'V receiver, thi 
danger of tampering with the set and 
the reasons for use of skilled service 
men when repairs are necessary. Onc 
page gi hints on care of set 
Booklets are suitable for distribution 
by the service dealer to the television 
t vner at the hop or on hom 


1] 





BUCK ROGERS theme with flying spacemen took first prize for Zemel 
in Sylvania‘’s regional TV window display contest 
sales manager for Sylvania distributor, B. H 


New Haven, 


award of $100 to Herman Zemel as 


manager for Zemel Bros., looks on 
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Bros P 
Paul Sweedler, 
Spinney Co., presents first prize 


Julius Bronstein, advertising and display 


Weatherly, Pa., 
Williamson, 


100 millionth miniature electronic 


plant. Looking on are movie 


plant personnel director, and vice 


NARDA in Service 


Believing that television service will 


operate best if in close liaison with 
dealers, manufacturers and parts sup- 
pliers, the National Appliance and 
Radio-I'V Dealers Association is or 
ganizing a Chicago service group 
I'he black eve that woodchoppet 

in ‘I'V service have been giving the 
industry, particularly in large cities, 


is something that must be eradicated 
in the opinion of A. W. Bernsohn 
managing director of the association 
Che public will benefit by standard 
itemized bills, and repairs 
made in the home whenever possible, 
he thinks. First step will be a public 
relations program in Chicago, and dis 
of what i 
tional basis 
Members of the service group do 


not have to be NARDA members 


( harge s 


over ipplicable on a na 


Public Sees Service 


IV set owners in the Atlantic City 
rea had an opportunity to look at a 
seldom-seen type of program in mid 


lebruary when the New Jersey De 
partment of Education, in coopera 
tion with Raytheon ‘T'V and Radio 
Corp., presented an hour-long telecast 


on good 'T'V servicing. 

he material for the show was pre- 
pared by Raytheon from its ‘T'V serv- 
ice men’s training program, “How To 
Interpret What You See in UHF” 
and was presented on the air by Ray- 
theon’s Willis L. Ashby. 

(An added audience consisted of a 
number of educators who were hold- 
ing a national convention in the resort 
city at the time.) 

According to station — president 
l'rank Weber, “The public wants in- 
formation about UHF and we felt 
confident that they would be inter- 
ested in the important TV story the 
Raytheon service training program 
tells.” 

he service training program is of- 
fered by Raytheon as a public service 
to television technicians the 
country 


across 
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Holding the Line 


Paul V. Galvin, president of Moto- 
rola Inc., has urged all suppliers to 
hold the prices of radio and ‘T'V equip- 
ment at current levels. Referring to 
the lifting of price controls by the 
federal government, Galvin said in a 
letter to suppliers that “each of us 
again will be permitted the right to 
exercise Our fur prerogatives over ma- 
terial, inventory, wage and price poli- 
cies. With the return of this right, we 
must re-accept important responsibili- 
ties to our country, industry and com- 
pany.” 

The American business leader will 
be under close scrutiny, he said, since 
the slighest wave of price increases 
would be looked upon with grave sus- 
picion by the public. He emphasized 
the serious long-range effects of such a 
hort-sighted policy. 

Motorola’s management is con- 
that the market can bear no 
increases in the prices of radio and ‘T'V 
receivers and still fulfill the ambitious 
program planned for 1953 and 1954. 
It had been called to Galvin’s atten 
tion that certain firms were giving con 
ideration to the instance or timeliness 
of decontrol as an excuse or license to 
increase their prices. He advised 

iwainst ind cited 


vinced 


trongly uch action 
steps taken by Motorola to discourage 
such action. Announcement was made 


throughout the firm’s administrative 


offices that no price increases were to 
be allowed this vear on anv of the 
firm’s lines of radio and _ television 


products 


Motorola’s ba } policy 


for the long 


range will be to lower prices. Any re 
quests for price increases from the 
firm’s suppliers during the next four 
months will be examined by a com 


mittee of top management including 
Galvin. He acknowledged the neces- 
tv of a profit on the part of his firm’s 


uppliers and said that he felt no sup 
plier has ever suffered by his associa 
tion with Motorola. Galvin made 
clear that his firm’s committee would 
follow the materials market in detail 
ind would know whether a supplier 
had the long view or the immediate 
mins in mind in his relationship with 
Motorola. He termed the need to hold 


hallenge to 


prices all along the line a 


industry 


Setting a Style 





THIS HALLICRAFTERS clock-radio in a 
transparent case was originally designed 
as a dealer display item. But public de- 
mand for the novel set was so unique 
that the set has been put into regular pro- 
duction Set features  Hallicrafters’ 
“‘photo-etch’”’ printed circuit. 
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Westinghouse makes your store 


GIFT HEADQUARTERS | 


\ nd She'll be Happy Ever After = 
\ Westinghouse ELECTRIC a 


o7gS = , | ) : SET uP THIS | 
Ups Westinghouse 
GIFT DISPLAY 


(NOTHING INTERESTS A WOMAN 
LIKE A WEDDING) 


It’s FREE 


: { fale Sn? - c.f a of Extra Charge with Your Initial 
9 Stock Offer... Quantities Limited! 
Perfect N.E.M.A. Tie-In! 














-Offer This Handy 
Check List FREE 
to Brides 


(Past, Present and Future) 


NOTHING LIKE IT! 
COMPLETE! INFORMATIVE! 


Appeals instantly to every 
woman who has...or hopes 
to have...a kitchen! © 





| 
Ask your wife to watch the NEW ‘‘Meet Betty 
Furness’ Daytime TV Show on CBS 


Gye ane BNG BUSINESS... Vy 20° 4% 


esting 
Order Now from your Westinghouse Distributor ighouse 


Westinghouse Electric Corporation + Mansfield, Ohio 






ELECTRICAL MERCHANDISING—APRIL, 1953 PAGE 235 







ae WARE ESSN a 





Testing the Market 





Additional Productio 
Now in Operation 


Now! SINK TOP and 
‘CABINET TOP Service 
with PALLEY KITCHENS 








THIS HIGH FIDELITY sound reproducing unit housed in a single cabinet was shown 
at the Winter Markets by Hallicrafters, is being used to test dealer reaction 
Section at left contains tuner and amplifier; tape recorder is in the center and 
record changer, player and speaker are at right. Further national showings are 



























ELAIN 


acid res 


PORC 


Beautifully designed .- - 









isting 




























planned before firm makes decision as to mass production of unit 


Vigor for CBS-TV 


linal plans for first six months pro 
motion of the 1953 CBS-Columbia 
television sects have been completed. 
Gerald Light, advertising director, said 
the advertising and promotion budget 
would be the highest in relation to 
sales in the industry. Light said that 
it calls for investment spending to 
establish a top competitive position in 
the industry in addition to obtaining 
a greater share of the TV set market 

No media will be 
ing to Light, and heavy radio and 
I'V spots, plus national magazines 
billboards, trade and newspaper ads 
are just part of the plan The key 
to the message will be “Engineered 
by CBS”. Radio spots are running 
in every key market using top CBS 
stars Saturation spot radio cam 
paigns are running in New York 
Boston, Chicago, St. Louis, Los An 


nored, accord 


fu 
1g 


lation which would have put a license 
stamp on all ‘TV servicemen in the 
Badger state, Sidney Harrell pointed 
out in behalf of the association that 
such action might restrict the number 
of technicians available in the grow- 
ing Midwestern market area. The 
bootlegging of service, the troubles of 
legal protection for the consumer and 
a possible increase of service price 
were cited in testimony before the 
Wisconsin committee on state affairs 
Harrell also said that public dissatisfac- 
tion from service delays and possible 
holding back of TV expansion might 
result from the contemplated move 
Che outdating of examinations due to 
technical changes is another dang« 

hie said. 

In a similar action requiring the 
listing of exact screen dimension 
plus labeling of these facts on T'V set 

NARDA pointed out that a set of 


trade practice rules for the radio and 


or¢ les ind San Francisco on CBS r\ industries va he ng ( tablishe 
station hy the | IC Victor P Joerndt 
Che magazine campaign started last NARDA secretary. said that it is im 
fall will continue, with full page ad portant that any such regulations b 
ae ndard sizes. . in Life, Look, Saturday Evening Post f a national scope rather than ot 
t sien —_ a : as | 42 to 96 inches li | B tter ac Tie (7 Gardens + \ = . } es r 
NOW: double bow! models . « - u tte | : | | tate-wide basis The consideration 
, ton syromotion on loca eve is tied te befor +] FTC. includ dditional 
d cabinet tops cus . e the idditiona 
wi Sink age oes -. this national « impaign, which include pecifications on. this mM pictu 
NO @ size or § a : wall and utility il dealer ads. promotional displa\ seniaadt Yee Wak iiiaaneen Ma 
line of undersink, base, 
f A complete tine igns and complete kick-off to launch 
Now @ cabinets - “CBS-Columbia Week” in dealer 
tor \ sound-color motion pictur 
bei : how 0 le § giving ( 
tail f the enobis ti “tgs sihteeiba TV over Bathtubs 
WRITE OR , i) SO ae 
ct nm ou than home t mn , 
viata vathtubs. Th vas disc] l by a 
FOR CATALOG ; | : ent TV census which ved 1.360 
AND PRICES State TV Legislation anak EY conone which ) 








PALLEY MANUFACTURING COMPANY 
1101 WEST NORTH AVENUE 


Pittsburgh 33, Pennsylvania * Phone Allegheny 1-1600 





Moves to license TV servicemen 
ind the setting up of certain requir 
nents on advertising and labeling of 
sets in the State of Wisconsin a1 
being opposed by the National Ap 


iccording to W. C. Johnson, vice pres 
dent-sales of Admiral Corp 

Vhere are 1,320,000 telephones in 
homes in the area according to the 


Mlinois Bell Telephone Co The 


pliance & Radio-TV Dealers Assn Census Bureau lists 1,260,000 bath 
#ts i 
Speaking against the proposed leg tubs 
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Sparton dealers started now in 


_———— ————$_—— 





SPARTON COSMIC EYE TELEVISION 


Great new promotion for 


Recommended by America’s fine stores 





The Higbee Company, Cleveland, Ohio, interprets Sparton 


for its Vivid Realism 1V ceatian in special display, above, in their store this week 


Model show 


for its Quality 





va 
is the beautiful 21” Sparton Carrington rhe 


if 
yparjon 


COSTE Pye lolovision 


LOIN FINE STORES A 








Here it is! 


The second ad in Sparton’s sensational new cam- 
paign, one of the biggest ever to run in LIFE... 
13 color pages a year to LIFE’S 24,000,000 readers, 
thousands of them in your own area. 

America’s 
finest stores.” That means power behind you, the 
only Sparton dealer in your community or shopping 
area. And all the LIFE local impact feeds right 
to you. 


Note the theme: “Recommended by 


Back that up with Cosmic Eye, the most dynamic 
name in TV today, and the Sparton franchise, and 
you've got real merchandising power! 

If you are a Sparton dealer, check your District 
Merchandiser for details. 


If you are not a Sparton dealer, there may be a 


Sparton franchise open in your community. Write 


B. G. Hickman, Sales Manager, today. 


THESE FRANCHISE BENEFITS HELP 
SPARTON DEALERS GET THE MOST 
OUT OF LIFE 


A protected market: You are guaranteed ex- 
clusive selling rights in your community ot 
shopping area. The full power of LIFE in your 
section funnels to you, 

Liberal discounts: Sparton dealers get probably 
the longest discounts in TV ... plus up to 3° 
retroactive discount. 

Direct-to-dealer selling: Sparton sells direct to 
you. There’s no middleman. 

Low customer-service costs: Sparton’s trouble- 
free performance means complaints and nuisance 
calls are practically nil, 

A quality brand: Sparton has been manufac- 
turing quality products since 1900, The Sparton 
you sell today is the result of over fifty years 
of research and pioneering in engineering and 
electronics. 


SPARTON RADIO-TELEVISION 





The 21” Courtland 















There never was 


a better time to be 


a Sparton dealer 





$349.95 





17” Danbury 


$209.95 





The 27” Continental 
$675.00 


With All Channel Tuner $725.00 


par 
COSIUC ele 
lolevision 


* JACKSON, MICHIGAN 
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The 21” Clifton 
$459.95 


The 21” Glenhurst 
$289.95 











More Profits a 
fn te tre ROHN 
TOWERS § 


standard self- 
supporting ROHN a 
STEEL TOWERS j 


Proved to be the BEST answer to your Tower needs! 
Thousands of installations prove ROHN superior in design, con- 
struction, and quality. Made in standard 10 ft. sections, using 
heavy duty tubular steel and electric welded throughout. Tests 
prove the rugged construction can be climbed - no 
guying needed up to 50 ft. Double-coated with a finish 
that’s permanent and non-corrosive. Quickly installed in ce- 
ment base. These towers can be used to any height . even 
up to 150 ft Here's true permanent installation that has real 
sales appeal. Get the facts — you'll be convinced ROHN is BEST! 


@ No. 5 Tower Self-supporting up to 40 ft. 
Uses 9” triangular design. Can be used up 
to 80 ft. if guyed. 

@ 10 Tower The Standard Rohn Tower in 
use for years thousands of installations 
throughout the United States. Self-support- 
ing up to 50 ft. Can be used to 120 ft. if 
guyed. 


Now 








@ No. 20 Tower Heavy-duty Tower 14” 
triangular design. Self-supporting up to 60 
ft. can be used for communications, etc., 


to heights up to 150 ft. if guyed. 


Rohn “Fold-Over” Tower 


This type tower is built 


Rohn Telescoping Mast 

nstalled and 
sired height 
Heavy 


1s quickly I 
raised to de 
Rohn tower sections and if in a 
an inexpensive Fold duty galvanized steel 
Over kit. Has all the tubing in heights from 
advantages of the stand- 20 to 50 ft. An abso 
ard Rohn tower, lutely sturdy and dur 
of the fold-over type able mast non- 
that makes it perfect corrosive and indestruct 
for antenna changing, able. Excellent rigidity 
rotator servicing, exper- at joints 
imentation, etc. Kit in- plete with guy 
cludes hinged section, ind all necessary parts 
boom, reel and cable for instant installation 


mechanism, 4 uy an can be purchased 
chors and special base with or without base 
section Available in 20, 30, 40, 


and 50 tt. sizes 


by merely using regular 


moment 


but is 


Comes com- 
rings, 













UHF Antenna Mount for 
Towers for use with Rohn 
No. § 10 of 20 type 


towers 


-— 
Je. 
ee 
New Quick ‘Drive- Ht 
in" Base for use with 
standard tower in 
lace of concrete 


se. Permits instant 
tower erection. Not 
recommended under 
certain conditions 
however 


UHF Antenna Mount 
for Mast, Pole-type in 
stallation of Towers 


Flat Roof mounts 
for use with regu- 
lar towers on flat 
surfaces 


1 ae |: Brackets 
ee roof mounts for added stabil- 
for use with stand TT 
ardtower meee 


’ 


Sell the ROHN line... where satisfaction 
and quality are ASSURED 


WRITE PHONE OR WIRE FOR NAME 


All Rohn Products Sold Only Through 
OF YOUR ROHN REPRESENTATIVE Authorized Representatives and Dis- 
tributors. Select territory open in some 


Designed and Mfg. only by states. Write for information 


ROHN MFG. CO. 
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116 Limestone, Bellevue, Peoria, Illinois 








ASSOCIATIONS 








AT SPEAKERS TABLE during annual winter conference of the Bureau of Home 


Appliances of San Diego county were, left to right, Victor C. Eggerding, 
the National Assn. of Credit Men, George Stoltenberg, president of the 


head of 
Bureau, 


and George C. Foerstner, executive vice-president of Amana 


San Diego Dealers Meet 


Sixteen speakers and two skits are crammed onto 
program for San Diego Bureau’s annual winter confer- 


ence in Balboa Park 


Four national figures, a dozen local 
speakers and two skits were crammed 
into the annual winter conference of 
the Bureau of Home Appliances of 
San Diego County on February 18. 

National speakers included Victor 
C. Eggerding, president of the Na- 
tional Assn. of Credit Men, Amana’s 
George C. Foerstner, Norge’s H. L 
Clary and Willie Mae Rogers, for- 
merly director of home economics for 
Admiral and now head of the Good 
Housekeeping Institute. 

National Speakers. Eggerding, a 
former credit man for an electrical 
supply house, gave down-to-earth ad 
vice on keeping the credit situation on 
a sound basis. He discounted all ideas 
of a depression. 

George C. Foerstner, executive vice 
president, Amana Corp., declared the 
freezer and food plan situation which 
has given the industry unfavorable 
publicity is being cleaned up and the 
business sound and 
honest basis. 

At the evening session Clary dis 
pelled all doubts that the future is 
bright for the appliance industry. He 
recled off a list of laboratory develop- 
ments which hold promise of entirely 
new appliances and which 
should keep it a fascinating business 
to be in for years to come 

Miss Rogers told in a human way 
how important 


can continue on a 


designs, 


women are in the 
business life of the appliance industry. 
She included both the women who 
worked for dealers and distributors 
economists, etc., and more 
important still, the customers. Women 
who spend most of the home dollar 
are the most important segment of a 
customer market to develop, she 


pointed out 


is home 
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From the local bureau came skits 
and speakers. First skit was one put on 
by sales-training Director Dan Turner 
and Rex Gorton, vocational school 
educational coordinator. It introduced 
a simple form for use by dealers to 
interview prospective salesmen and 
proposed a_ testing program be set 
up along with it. 

Local Speakers. H. G. Dillin, vice- 
president in charge of sales, San Diego 
Gas & Electric Co., gave a concise 
picture of the sales opportunities in 
San Diego County based upon the 
growth of the company’s customers, 
kilowatt-hours, building permits and 
its general economy. He pledged the 
company’s support of the bureau by 
a continuance of a $700,000 sales-pro- 
motion expense and $250,000 adver- 
tising budget. 

Following him, F. M. Raymond, 
director of advertising, and ‘Taylor 
Brown, dealer advertising committee 
chairman, illustrated with a stunt what 
this budget would mean in terms of 
promotions for various appliances 
throughout the year 

Of special local interest were two 
speakers who discussed the plans for 
programming of the two local tele 
vision stations, KFMB, Channel §, 
ind a brand new station in Tijuana, 
Mex., XETV, Channel ¢ J. Clark 
Chamberlain, bureau manager; George 
Stoltenberg, president; and 
Gordon Dawson, chairman of the pro- 
gram committee, each participated, 
introducing speakers and discussing 
details of the bureau’s promotion pro 
gram 


bureau 


The evening dinner had a record 
ittendance of some 500 dealers, sales- 
men, wholesalers and manufacturers’ 
representatives 
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Big Spring Sellebration’ 


, mopet 701 for March and April 


jarly $63.95 


SNATVER OBE 











Cash in NOW! Royal's 48th Anniversary ‘‘Sellebration”’ enables 
you to offer bargains in brand-new 1953 ROYAL Cleaners that 
simply can't be beat. They're values of a lifetime, for a lifetime of 
vacuum cleaner satisfaction! 














Order at once for quick delivery. Royal Dealers get their full profit 
even at these Special 48th Anniversary prices. The sale of *‘trade- 
ins'' means extra profit to the dealer! 

Act quickly! Contact your Royal Distributor! Royal's 48th Anni- 
versary ‘‘Sellebration’’ ends April 30th. 

Ask your Royal Distributor about these 48th Anniversary sales helps! 











VARI Hi viwe 
VARIN SUAREM, 
AUTHORIZED DEALER 








AD MATS AUTHORIZED PRICE TAGS 
DEALER SIGNS 






L 
1953 MODE Regularly $09.95 9! 


Regularly $79.50 


AND Olb 
CLEANER 








ROYAL VACUUM CLEANER COMPANY -~ Cleveland 8, Ohio 
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FARLOW of Moline: wiring jobs bring a 
profit and jump his appliance sales, while 
for 





ROBERTS 


of St 


jobs produce a 30 percent jump in use of 


Joseph: 300 rewiring 


current. According to 


Wiring Sells Appliances 


Speakers at Adequate Wiring Conference cite 
figures to prove that properly-wired homes produce in- 


creased appliance sales 


Not far from the Farlow Electric 
Company in Moline, Ill, is a group 
of old homes crowned with a 
of television masts, and 
overloaded with appliances 

G. O. Farlow looks on this area as 
a hunting preserve—a place to hunt 
for rewiring business when refrigera 
tion or heating business gets dull, He 
proposes to bring these old houses up 
to adequate wiring standards, He has 
ilready found the jobs are easily sold, 
easily financed, financial 
risk. ‘They bring a profit, jump th 
sale of appliances, and add to the 
revenue of the utility. 

Such opportunities today dot the 
landscape in every community, visi 
tors to the Ninth Adequate Wiring 
Conference in Chicago, February 26 
27, learned 

That's Not All. ‘That adequate wit 
ing is much than a device for 
drumming up business for contractors 
became apparent to the 250 visitors 
from all walks of the electrical industn 
as the program unfurled. The affair wa 


torest 
obvioush 


involve no 


MOTE 





TWO CHICAGO HOUSEWIVES receive attendance prizes from Clif Simpson, secre 


tary of the Electric Assn., 
recently by the trade group 


during one of a series 
On stage with Simpson and the two winners 
yre Ruth Fuhs and Darlene Zimmerman of Detergents, Inc 


ponsored by the National Adequate 
Wiring Bureau, 155 West 44th St., 
New York, 17 

It was the theme of the meeting 
that the rapid saturation of appliances 
is being choked off by the bottleneck 
of old wiring which will not carry the 
load. Success has been enjoyed by 
the Louisiana Power & Light Co., J 
M. Mooney, wiring consultant, said, 
in making New Orleans dealers under 
stand that many of their 
troubles originated with wiring that 
was unable to carry the load 
i screen that showed 10 foot candles 
how the voltage 
dropped when the appliances on the 
dealer y 


Service 
Using 
to demonstrate 


floor were plugged in proved 
to be an effective Dealers 
in the Crescent City today bring in 
the wiring situation as part of their 
sales talk. 

Wiring Sells. J. M 


director 


CONnVINCCT 


Hollingsworth, 
merchandise sales and pub 


licity, lowa-Illinois Gas and Electric 


Company, Davenport, lowa, came up 
1 properly 


with hngures that showed 





of home laundry shows sponsored 
center) 


More than 100,000 


people saw home laundry exhibits during five week promotion 
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HINES of General Electric: twenty million 
homes today need additional wiring. Go- 
ing after this market is 


wired home does result in increased 
appliance sales. 

An analysis of 100 rewiring jobs, 
in since 1949, revealed a 48 percent 


increase im Current consumption, 
which of course indicates that new 
ippliances are on the scene Che 


utility spends about $25 promoting 
the sale of each job. 

It was equally effective in St. Jo 
seph, Mo., where S. J. Roberts, St. 
Joseph Light and Power Company, 
reported a study of 300 rewiring jobs, 
and they showed a 30 percent in- 
crease in use of current. 

In the ‘Tri-Cities (Moline, Daven 
port and Rock Island) it was found 
that an analysis of 1,843 calls showed 
that utility girls saw 36 families a 
week, talked with an average of 18 
people, made 6 surveys for possible 
Cost of 
$100 to 


rewiring jobs, and 3 sales. 
work per 
$200 


family ran from 

Girls doing similar work in St. Jo- 
seph took from persons interested an 
application for an FHA loan—based 
on a horseback estimate of cost—and 
if credit was approved, turned the 
papers over to contractors for real 
Most modernizations of 
homes are cash jobs or easily financed 

More Light, Too. Light condition 
ing of homes was discussed by a panel 


estimates. 


Laundry Show Pulls 


It is a well rubbed tradition of the 
washer industry that a laundry show 
will not bring in the crowds. The five 


week event recently sponsored by the 
Chicago Electric Association knocked 
that hoodoo into a cocked hat. It is 
believed that more than 100,000 
people saw show’s exhibits 

What made it work was probably 
the complexity of the program and 
the way the publicity was handled 

Direct mail invitations to 60,000 
home makers whose houses enjoy 230 
volt wiring, to women’s organizations, 
schools and building organizations, 
plus newspaper advertising broke the 
news to the public 

Door prizes, and the chance to win 
a dryer or automatic washer by means 
of a 25 word contest, stimulated in- 
terest still further. A laundry show was 
presented three times a day as part of 
the promotion 

Demonstrations were called “par 
and Miss Ruth Fuhs, laundry 
consultant for Detergents, Inc., (All) 
was on stage at all shows, aided by 
different equipment people 


ties,” 
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MOONEY of New Orleans 
shows voltage drops and convinces skepti- 
cal dealers that 


a visual aid 


and it was stated that visitors to model 
homes cost the utility about 15¢ 
apiece, that they were solid citizens 
who owned homes or were thinking 
of building, much higher types than 


attend cooking schools for prizes. 
Chief job was to sell speculative 


builders on the idea of light condition- 
ing (which automatically takes care 
of adequate wiring). On a $10,000 
home it amounts to the cost of 15 
additional outlets, can run to $150 
extra. Most light conditioned homes 
are traditional in type. 

rhe utility is in the best position 
to promote such homes through its 
ability to give publicity to them, and 
Allentown, Pa., builders proved glad 
to cooperate. H. H. Brenan, Pennsyl- 
vania Power & Light Co., Allentown, 
said. KE. W. Commery, Lamp Divi- 
sion, General Electric Company, said 
that G-E was going to continue its 
push behind the light conditioning 
program. 

Future Growth. Carl T 
Northern States Power Company, 
Minneapolis, said that 21 percent 
of his company’s current was used by 
residential customers, and 55 percent 
of this electricity was applied to ap 
pliances. The growth appliances 
freezer, dryer, etc., will eventually 
boost the average family’s meter read- 
ing to 2,000 kw. hrs. annually. The 
Psychological Corporation’s survey r¢ 
vealed that there are 41 percent more 
ranges and 364 percent more dish 
washers in homes where the wiring is 
adequate. 


Bremicker, 


Present wiring systems in most 
homes are close to the elastic limit, 
and a change is certain to come, 


There are other fac 
tors that encourage this trend, he said 
a broken hip or a fire is a high price to 
pay for inadequate wiring the speaker 
concluded. 

A. R. Hines, commercial vice presi 
dent, marketing services division, Gen 
eral Electric Company, said that the 
residential use of electricity is going 
to double within the next ten years, 
ind many communities are doing 
nothing to promote adequate wiring 
Some 20 million homes need addi 
tional wiring, which, at $100 a home, 
is a sizeable nest egg of business. H« 
felt that the recent erection of a mil 
lion new homes a year will continu 
for a number of which 
means a good market for wiring serv- 
1ces. 

W. R. Milby, customers service 
division, Detroit Edison Co., was gen 
eral chairman of the meeting. 


Bremicker said 


years, also 
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%, V2 and 3 h.p. models to fit 24’ windows. 


SEE COOLERATOR 





Before You Sign 


for any room air conditioner 






ELECTRICAL 


Yes, see Coolerator —see your Coolerator distributor! 
Ask him these two questions: 


What's better about the 
Coolerator line? 


Here’s what gives the Coolerator line 
real sales drive! 


The new Coolerator Room Air Conditioner is de- 
signed as carefully as a fine piece of furniture. The 
neutral Mirro-tone decorator finish blends pleas- 
ingly with any room setting. The unit is designed 


without side vents so draperies can hang right up 


next to it without discoloring or impairing efficiency. 
Makes a big hit with women! And, of course, it’s 
engineered with all the famous Coolerator skill— 
automatic thermostat (at no extra charge). Ultra- 
High Velocity air circulation for faster, more efficient 
total room-cooling without drafts, positive double- 
action forced exhaust, engineered for unusually quiet 
operation, 








PTET if coe | 
Re ‘| | MN (qe) and local levels. 
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\| L 












8 ELECTRIC 
RANGES 


4 ROOM AIR 
CONDITIONERS 


3 UPRIGHT 
3 CHEST TYPE FREEZERS 
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What’s better about the Coolerator 


merchandising program? 


Here’s how Coolerator merchandising 
program helps you clinch sales! 


National Advertising — Hard-hitting, hard-selling 
full page ads in Lire and SATURDAY EVENING Post 
during your big selling months— May, June & July! 


Intensive key dealer advertising—territory by ter- 
ritory —to insure maximum sales and profits for 
selected key Coolerator dealers. 


Complete merchandising support for each individ- 
ual dealer—the kind of really effective sales helps 
that reach out and bring customers into your store— 
ready to buy! 


It all adds up to an intensive, planned sales program at national 


DON’T WAIT ANOTHER DAY! You may still qualify as a 


Coolerator key dealer. See your Coolerator dis- 
tributor or write us direct for full details. 


REFRIGERATORS 


‘ra The Leadership Line 


by \\ Coolerator 


Refrigerators, Freezers, Ranges and 
Room Air Conditioners 





THE COOLERATOR COMPANY, Duluth 1, Minnesota 
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Cadillac dealers 
Crack sales with this combination 


. easy %° 
Cc rice, ©8°7 ©, 
oP AR pRi moderate - i nore pt oft 
P cleaners “ re prospe* die 
' Cadill nis means mo 
aie 
afore Cadillac dea yentisiN po 
0 ne 
, ales : na- 
ation ter gets importa oot or mes 
Wac ale n t chi 
eH A Cadillac nat appe 4 gazines aoe " \oca 
advertisint ations: Bip cre 
‘ tional ae area of th | 
m in ever F 
® demand. oD 4istribut om rt 
prov han 40 years ailiac qua 1 of 
tha oe 
* roe re pee oe ct olicy ai 
jers 1 rn : 
sevoyed ” 7 for infor ation \ of life 


© Disposable dust bag 


@ “Floating brush” nozzle 


@ Attractive silver-grey Hammerloid body 


PLUS 2-Speed control: HIGH for deep-down cleaning; 
LOW for delicate fabrics 


MODEL 143A 


The famous Cadillac 
“upright’’ Model 
with beating, sweep- 
_§ ing brush; 2 speeds. 


CLEMENTS MFG. CO., Dept. A, 6650 S. Narragansett Ave., Chicago, Ili. 


Since 1911, sold only by reputable dealers and distributors 


bt DN atig “2 2M 
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GET-TOGETHER before dinner finds SKCMA officials and their guest speaker 


exchanging views 


From left to right are Charles S. Motter of Morton Mfg. Co., 


executive secretary Arthur Tuscany, Ray Bookhout, editor of Plumbing and Heating 


Wholesaler and speaker for the 
Products, president of SKCMA 


meeting, and 


Mike Miller of Miller Metal 


Promoting Your Products 


Kitchen cabinet manufacturers study ways and 
means of promoting their merchandise during quarterly 
meeting of SKCMA in Cleveland 


Hlow do you let home owners, ar 
chitects, builders and other interested 
parties about th¢ 
merits of your industry's product. 

That was 
the sales promotion and advertising 
committee of the Steel Kitchen Cab 
inet Mfrs. Assn. during its 
meeting in Cleveland last month 

Mecting at the Hotel Cleveland 
the group discussed various ways that 


know particular 


the problem tackled by 


quarterly 


interest can be aroused from hom«e 


owners, builders, architects, plumbers 


ind dealer for kitchen cabinets. 


Nothing definite was decided in the 
closed committee meetings, but the 
proposed program would be ome 


co-op action on the part of members 
with a special 
their ads. 


them< slogan in 


Chis would give us a greater unity 


in Our program,” a member of the a 


sociation said. “It would probably 
be some phrase that would show what 
teel cabinets could do for thei 
kitchen,” 

Ihe sales promotion committee's 


discussion fitted in with the major 
iddress at the general session meeting 
Kditor Raymond G. Bookhout, of 
Plumbing &* Heating Wholesaler told 
the group that there will be a great 
gcrowth of appliances from 1952 to 
1960 and every effort should be mad« 
to promote kitchen cabinets. Book 
hout discussed ways that the plumb 
ers might help in this program 

Another the Association di 
cussed was how a better plan of re 
porting the total volume distributed 
ind sold (retail value) in the 63 trad 
ing areas of the country could help 
industry At the 
present time, members report to Dun 
& Bradstreet quarterly. Some mem 
bers feel that monthly reports would 
be of value in marketing cabinets. 


item 


the members and 


APRIL, 


Memberships which have been on 
a full-year basis were clarified in the 
code and by-laws concerning member- 
ship obligations in the Association 
SKCMA now about 90 
percent of the productive capacity of 
the kitchen cabinet industry. During 
the quarterly meeting a number of 
firms that might be members were 
considered. Six were definitely con 
sidered for membership at the annual 
meeting on June 3, in Cleveland, 
Ohio 


represents 


Dealers Organize 


An effort to establish a non-profit 
dealer association is being waged by a 
group of Ohio dealers under the lead 
ership of Frank Jaye, Cleveland ap 
pliance dealer. 

At an organizational meeting in 
January, plans were laid for the es 
tablishment of Bonded Dealers, Inc., 
which, according to Jaye, would aim 
at restoring the dealer’s prestige in the 
community and would assure cus 
tomers of complete satisfaction. 

A variety of malpractices has hurt 
the dealer and his standing in the 
community, the Bonded Dealers be 
lieve. The new group would act as 
spokesman-arbitrator between  deal- 
ers, distributors and manufacturers 
ind would help to maintain proper 


retail prices, offer protected dealer 
franchises and run bonded dealer 
group ads. As its most immediate 


ims, the group hopes to improve 
delivery rates and practices, develop 
in appliance page in daily newspapers 
ind send out weekly bulletins. 

The group hopes to offer financial 
help to dealers, offer insurance and 
legal advice, insure high wages for 
salesmen and give training help. 
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EMERSON RADIO AND PHONOGRAPH CORPORATION 
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Fmerson 


APOLOGIZES . 


... for being in short supply. Yes, at a time when television receivers are 
generally available, we are unable to meet the steadily rising demand for 
Emerson merchandise. Despite the fact that our production has tripled in the 
last six months, our dealers are still selling Emerson television receivers 
faster than we can produce them. 


In order to achieve a proper balance between supply and the constantly 
increasing demand for Emerson merchandise, a planned program of accel- 
erated production has been instituted through the acquisition of additional 
plants and production facilities. 


Emerson is both apologetic and proud... apologetic to the thousands 
of television dealers from coast to coast whose complete requirements we 
have not been able to meet; and proud that in the most competitive industry 
in America, Emerson is the most wanted line. 


The most wanted line because of: 


@ exciting innovations in style such as Emerson’s all screen 


front and exclusive side controls. 


@ performance superiority as attested to by authoritative im- 


partial surveys, and consumers and dealers alike. 


@ leadership in value, which has always characterized the 
Emerson name and is being maintained with prices as low 


as $179.95, 


PROOF AGAIN...THAT EMERSON IS AMERICA’S BEST BUY! 


111 EIGHTH AVENUE, NEW YORK 11, N. Y. 








1953 





* Reg. U. S. Pat. Of. 
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AVAILABLE IN 
«a & | HORSEPOWER 


DEERING cloes it AGAIN! 


World’s smallest room air conditioner, 
yet packed with more capacity per H. P. 


Fits all Steel and Aluminum Case- 
ment Windows without alterations 


a is a room air conditioner that will be 


in big demand this year. This is your oppor- 
tunity to make DEERING your complete room 
air conditioner line. Send coupon today for 
YOUR franchise. 

The DEERING can be installed in just one win- 
dow opening as small as 1014" high and 141." 
wide, It can be installed in less than 30 minutes 
by service man or customer. It requires no spe- 
cial framing, window brackets or wing adapters 
— no installation kit needed. Just slide-in . . . 
hook-in and plug-in. NO WINDOW MUL- 
LIONS AND MUNTINS ALTERED, MUTI- 
LATED OR DESTROYED, no drilling, cut- 
ing or filing. 

The only unit that meets all demands, because... 
THERE IS NOT A WINDOW MADE (CASE- 
MENT OR DOUBLE HUNG) THAT THE 
DEERING WILL NOT FIT. 


AIR CONDITIONING CO. 





CINCINNATI 2, OHIO 














ACT Now! PROFIT IN 1953 FROM A BRAND NEW 

@ DIMENSION IN ROOM AIR CONDITIONING 
“Seepage Gates a Be ro ee ee  eagneeieer 
i | am interested in a franchise for the |: 
@3. DEERINGcasement window roomaircon- | 
ditioner. Please rush me full information. ; 
Name 
! | 
, Company oe 
Position 
City Zone___State 
MAIL TODAY TO 
| THE DEERING AIR CONDITIONING COMPANY 
j 1069 CELESTIAL AVENUE * CINCINNATI 2, OHIO i 
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APJA Sponsors Clinics 


For parts jobbers, clincs are one solution to prob- 
lem of meeting industry's service problems without actu- 
ally getting into service work themselves 


[he initial session in a series of 
clinics sponsored by the \p 
pliance Parts Jobbers Assn. in coopera 
tion with home 
laundry equipment will be held in St 
Louis this month 
Whirlpool Corp. is the 

facture! with 
and the 


SCTV ICE 


manufacturers of 


first manu 
APJA on 
\pril 10 


Louis will be devoted 


to cooperate 
this new program 
meeting in St 
to that firm’ 


Ihe idea of a seri 


jutomatic washers 

s of local clinics 
co-sponsored by the association and 
various washer manufacturers provides 
APJA with an effective 
problem which has bothered the o1 
ganization for time Jobber 
group agree gen 


way out of a 


SOT 
member of the 
erally that they must render assistance 
ind distributors of 
service and main 
But not all APJA 


members agree that this requires their 


to manufacturer 
vashers in meeting 


tenance probl ms 


ictually engaging in service work 
themselves. The group now feels that 
by sponsoring the clinics thev can 
render “‘vital assistance” in the ser 
ice field while still retaming their 
identity as jobber 


Booth, Rich 
mond, Va., parts jobber and chairman 
of the APJA service clinic committee, 
points out that the clinics will pro 
vide service information to organiza 
ind rat ilers 


Their Purpose I. | 


not being 
factorv-directed 


tion who ar 


reached by training 


programs now in effect These pro 
grams, he points out, train the fran 
chised dealers and their service pei 


It is Booth’ 
that the majority 
out-ot Wa 


onnel in a specific area 
contention, however 
of repairs on older and 
being handled by 
independent servicemen who do not 
factory-directed training 


independent service 


ranty machines arc 


receive thi 
Many of 

men are more familiar with one brand 
than with another, and the APJA 
clinics will expand their knowledg« 
training on a number of brands, Booth 
points out. In addition, many trade-in 


these 


onditioned by dealers 
handled that 
ind are unfamiliar with specific service 


techniques for it. ‘The APJA clinics 


would help these carry out 


washers iT¢ re 


who have never brand 


dealers 
their r 
feel 

In most cases, training under th 
APIA program will be given by fac 


tory personnel 


conditioning programs, Booth 


Jobbers in a given 
irca will arrange for a meeting place, 
procure necessary equipment, and han 
dle invitations The St 
ing is under the co-sponsorship of the 
Mar-Cone Washer Parts Co and the 
Wash Machine Parts & Sales Co 


lickets may be obtained from either 


Louis meet 


organization 


Study Expansion. At a_ special 
meeting of the APJA board of direc 
tors in Cincinnati in February, sug 
gestions for expanding the member 
hip of the APJA were advanced by 


APRIL, 
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William Schwefel, chairman of the 
group's constitution and by-laws com 
mittee. In a letter to the board, 
Schwefel pointed out that there is 
little likehhood that the 
would ever have more han 100 mem 
bers if membership is confined to 
appliance parts jobbers. He suggested 
that anvone connected with service 
manufacturer service personnel, the 
parts jobber, the product distributor's 
service department and the repairing 
dealer—be eligible for 
an expanded or 
have the statur 
necessary to carry weight “in the na 
tional picture.” Schwefel’s proposals 
will be studied by the APJA membei 
ship during the group’s 
in St. Joseph, Mich., 


association 


considered as 
Such 
would 


membership 
ganization 


convention 


on May 14-16 


Range Promotion 
Details of an April-May 


promotion on electric ranges have 
been released by the EEI and the elec 
tric range section of NI-MA, co-spon 


ors of the promotion 


industry 


with traditional 
\pril and May range promotions, the 
new campaign is built 
slogan “Women Who 
Electrically” Ihe 
wailable in the form of wall posters, 


limed to coincid 


around th 
Know Cook 


slogan will be 


window strips and glossy prints from 
which other advertising pieces can be 
produced. Range manufacturers and 
ilso being urged 
the slogan in their 


dealers are to usc 
idvertising. Pro 
to have the 


logan available for postage meter im 


visions are being made 


prints. Other promotional materials 
include scotch-backed stickers, book 
lets, a window display piece, a 27 
minute full-color movie and a cook 


book featuring recipes of motion pic 


ture stars 


Fan Display Contest 


AY i\ 
if the 
has its wa\ Ihe 


good for fans this vear 
electric fan section of NEMA 


section 1s sponsoring 


will be 


in clectric fan window display contest 
Some $2,500 in De 


warded for the 


unong retailers 
fense Bonds 
event which runs from May until Junc 
It is open to all fan retailers 

Prizes $1,000 defense 
bond for top spot to ten honorable 
mention places rating $100 bond each 
Windows must feature fans 
exclusively and must remain in placc 
for one week during May. A picture of 
the window display must be sent to 
Fan Window Display Contest, Elec 
tric Fan Section, NEMA, 155. East 
44 St.. New York. The back of each 
photo should list*person installing dis 
play, store name and address, date and 
length of time of display, tvpe of stor 
ind distributor or distributor 
serving the 


\ il] b« 
trom 


rang¢ 


clectric 


alesman 
retailer 
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DOES MAGAZINE EDITORIAL SELL... 










... vacuum cleaners? 










LEW YT thinks so! 


Ad Manager Don Smith bought 
11,000 reprints of a cleaning — 
article from March McCall’s. 






BENDIX thinks so! 


Ad Manager Ed Herbert bought 
14,000 reprints of a laundry 
article from March McCall’s. 










Lots of SMART 
MERCHANDISERS 


think so! so far in 1953, 
appliance manufacturers and public utilities 
have bought 1,054,300 reprints of 
McCall’s appliance editorials. 


...the products you sell? 









Only a woman’s service magazine can do 


this kind of selling job... 


only McCall’s does it ® 
so well. 45 | ; S, 


more appliance-selling editorial and more brand-selling 
appliance advertising than any magazine for women. 
Over 4,400,000 circulation! 
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IT WILL PAY YOU TO INVESTIGATE 
FRESH-AIR MAKER ATTIC AND EXHAUST 
FANS. AN OLD RELIABLE LINE WITH 
BROAD COVERAGE IN TYPES AND SIZES. 


MOST ATTRACTIVELY PRICED 


Horizontal "Package" models—24”-30”-36”-42” 
4500 cfm to 16000 cfm. 


Vertical and Exhaust Types—24”-30"-36”"-42"-48”" — 
4500 cfm to 23500 cfm. 


Two speed or explosion proof motors, Shutters, Grilles, Automatic Controls. 


PORTABLE FANS «+ WINDOW FANS 
REVERSIBLE FANS «+ ATTIC FANS 


~ 
eaEesH AIR maAKE 


SCHWITZER-CUMMINS CO. 
VENTILATING DIVISION 
INDIANAPOLIS 7, INDIANA 
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CITY BY CITY 


®@ Louisville. }. C. Kelsall was elected 
president of the Retail Appliance 
Dealers of Kentucky to succeed Joseph 
Fleischaker. Other officers chosen by 
the Louisville group were Fred Speier, 
vice president; Karl Daubert, secre- 
tary; and E.. J. Lawson, treasurer. 





@ Cincinnati. Newly elected officers 
of the Cincinnati Electrical Associa- 
tion are Arthur Radtke, president; 
William B. Meek, first vice president; 
Felix Kahn, second vice president; 
Edward W. Hodgetts, secretary; and 
Emil ‘T’. Glaser as secretary. Edward 
J. McGinnis is business manager. 


@ Spokane. ‘The appliance section of 
the Inland Empire Electrical League 
has announced a spring electric 
kitchen campaign. According to Glenn 
Waugh, chairman of the section the 
promotion will offer an attractive me- 
dium for the sales of various kitchen 
1ids and appliances. 


@ Kansas City. Kenneth G. Gillespie 
was elected to the presidency of the 
Electric Association of Kansas City 
during the course of a recent meeting 
of the board of directors. Gillespie's 
election to the post of president comes 
about as a result of the resignation of 
C. P. Hass of General Electric, who is 
being transferred to Omaha 


@St. Paul. New officers were chosen 
for both sections of the ‘Twin City 
Appliance Dealers Association during 
the course of a recent meeting which 
set an all time attendance record. 
Chosen as new president of the Min 
neapolis division of the association was 
George Holmes, with Phil Moser as 
vice president. H. A. MacDowell is 
treasurer, and William Warmington, 
secretary. Officers chosen for the St. 
Paul group were Ernie Hientz, presi 
dent; Les Lassard, vice president; and 
C. Schmidt, treasurer 


@ Philadelphia. ‘The Electrical Asso 
ciation of Philadelphia, aided by over 
1000 dealers, housewares manufac- 
turers and distributors has announced 
plans for its third annual electric 
housewares drive. ‘Tentative plans for 
this year’s promotion include the award 
of war bonds to distributor representa- 
tives winning sales contests, and for 
outstanding dealer windows. Slogan of 
the drive which is coordinated with the 
yearly NEMA campaign is “First gift 


choice electric housewares.” 


@ Seattle. For the first time in the 
history of the Northwest Appliance 
and Television Association, officers 
and members have decided to hold a 
1953 appliance and television sales 
conference The plans call for the 
conference to be held in the city of 
Seattle on Sunday and Monday, Sep 
tember 27-28. It is anticipated that 
appliance dealers throughout the 
northwest area will be in attendance 
to air problems and exchange ideas 
with distributors and manufacturers. 


@ Wilmington. Paul Dorsney has 
been installed as president of the 
Electrical Appliance Dealers of Dela 
ware. New vice president is John F. 


White 





Priced to Sell 





in today’s 
tough market 


SON-CHIEF 


Traffic Appliances 


Toasters 
Fans 
Hot Plates 
Combination Sandwich Grill 
and Waffle Irons 
Automatic Irons 
Heating Pads 
Heaters 


SON-CHIEF ELECTRICS 


Inc. 
WINSTED, CONN. 
Over 30 Years of Appliance Manufacturing 











pene gene tae amattarars Waae 


New Haven Quilt 
& Pad Co. 
1953 Catalogue 


A completely illustrated and 
fully described catalogue. All 
famous DREADNAUGHT 
products that will help you to 
protect your deliveries from 
damages; reduce delivery costs; 
make deliveries easier. This 
catalogue includes padded ap- 
pliance covers, furniture pads 
and covers, movers and ware- 
house accessories. Write for 
your FREE copy today. 


NEW HAVEN QUILT 
& PAD CO., INC. 


80-86 Franklin St., New Haven, Conn. 
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MORT FARR, Owner of Mort Farr, Upper Darby, Pa. 
BOARD MEMBER OF NARDA, PAST-PRESIDENT OF NARDA. 


Mr. Farr writes for the fourth edition of ‘Ladies’ 
Home Journal Appliance Store Success Bulletin.’ 
This new service to a group of appliance dealers is 
condensed each month in this space for the 

benefit of the entire appliance industry. 


NARDA Past-President 


tells how to be 


successful retailer 


On selling...‘ Most dealers are making a liar out of 
Ralph Waldo Emerson...the gent with the bright idea 
that if you make a better mousetrap the world will 


beat a path to your door 


‘Ralph was never in the mousetrap business—or, if he 


was, he lost his shirt in it 


The best mousetrap made could be outsold by the worst 

if the good one sat on a dusty shelf and someone was 

out telling and selling the world on the beauty, simplicity, 
light weight, ease of cleaning and social prestige that 


could come from having the other 








On trade associations... Ther € proper place 
we can turn to for the answers to our difficulties: ourselves 
And € his. as we prove, ar i together 
for the imy ement of our whole retail lot, we will 
¢ ist-—be n er, stronger, finer retailers 


should start with the 


On credit... Credit decision 


salesman first waiting on the prospect. Teach the salesman 


to learn as much as he can about the paying habits 


| 
and the income of his prospect. The results will be faster 
pay, more Sales, less wasted time, fewer headaches for 

} 


you, and greater financial security for you, your firm, 
and those your firm employs 
"Get the largest possible down payment...don't ask 


how long they may want to pay, ask how much they can 


ford to pay a month. Perhay 


ps it can be paid off in 14 


instead of 18 months or 24. Then you can move in 
{ or 10 months sooner and sell another appliance, with the 
monthly payments being a sum to which the customer’ 


budget is attuned 
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On servicing... We have an organization of 


0 people, of whom only 


f are salespeople (except for 


several c fhice help ) 


of the products we sell 


The rest are devoted to the Servicing 


“Every study I have ever made, or seen, giving the 


reasons why a customer buys a particular (TV) set 


ws that the iin reason for their selection ts 


ised on Good Service 


Your future business is more dependent on the attitude 


of your custumers to the products you have sold them—than 
on anything else you will ever do of an advertising 


or sales promotional nature 


The serviceman must be made to understand that 


Service comes second to manners, patience and insight. 


“ee JOURNAL 


magazine your customers believe in 


March, 1953, the fifth consecutive 
month over 5,000,000— 
newsstand price now 35¢ 


A Curtis Publication 
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Putting School 
on the Road 












Norge takes its key executives and a variety of school- 
room props on a cross-country tour which covers five 
cities from New York to San Diego. 


he things you'd expect to find ina San Diego and Seattle, the company 
school room—visual aids, notebooks, unveiled its 1953 product, merchandis 
examination papers and prizes for the ing and advertising story for distribu 
outstanding students—were in plenty — tors in each area. The list of speakers 
of evidence last month as Norge staged and details of the meetings varied only 
a series of six sales training meetings slightly from city to city, however 





OVATION 5 th | slides ( 4 th “gee ‘al for its distributors and their salesmen. Here’s a photographic round-up of 
INNOVATI was use of three dimensional slides (viewed through polarized glasses : ; : 

The color slides cost Norge $2500 but enabled the firm to give 2000 distributor men In sessions held in Chicago (two the Nc w York meetings held in the 
o realistic view of manufac turing processes mcc tings), New y ork, No w ( yrle ans, | ark She raton Hotel 





‘ene Tae, 
NOTE TAKING was ao serious matter. Bonds were awarded PRE-MEETING HUDDLE finds Warren-Connolly LUNCHEON conference finds James Brown of Borg 
for best marks on “‘examinations."’ From left to right are vice-president Ed Frolich, right, briefing Norge Warner listening to range sales manager B. H. Melton, 
Charles Burger, Jr., his father Charles, Sr., and Irvin vice-president H. L. (Red) Clary on conditions left, and regional manager Charles McMahon. Meetings 
Abram f Trilling & Montague, Philadelphia in New York market were held in Park-Sheraton Hotel 







‘ 
ANECDOTE by John Knott of Charles B. Scott Co NOTES for presentation on advertising plans are PRODUCT PITCH on refrigerators is handled by Norge 
Scranton distributor, brings chuckle from Norge general completed by ad manager Dave Kutner, left refrigeration manager Jack Tenney, who uses cutaway 


ales manager R. C. Connell and Kutner and agency man Harold Tasker model to explain defrost cycle 
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You can count on Motorola for... 


LL CHANNEL 
RECEPTION 


po! 


Naturally, the world’s largest exclusive electronics 








manufacturer has the most complete selling story on UHF. 


The Motorola All-Channel UHF Strata-Tuner may be installed by you, 


built-in at the factory, or attached as a beautiful top-of-set cabinet. 


Your customers will prefer Motorola Strata-Tuners. ‘Their 
extra stage of Cascode amplification means a stronger UHF signal. 


Complete. No VHF limitations. One installation. Lowest over-all cost. 
But Motorola TV dealers have even more to offer. They can sell Motorola leadership. 


Reports from dealers in the first commercial UHF test market (Portland 
prove this. They agree Motorola All-Channel Strata-Tuners give far 
superior performance, with a saleable picture over 70* miles from 

station. Since then, results in Mobile, York, South Bend, 
Youngstown, Wilkes-Barre and Atlantic City prove 


beyond question Motorola leads in UHF. 


That’s why you can count on Motorola for all-channel reception, 
—and then some! 


*Letters from dealers available for inspection 


Better See Motorola TV 
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IT'S EASIER TO SELL 












+ SUPERSTAR + 





Everyone Wants 
The “Finest of Them 


Automatic 
Bell Ringing 
2 Hour Timer — 






Switch 





Set It... 
Forget It 


Pat. pend. 


Special added 


feature .. . 


barbecue grids 








Pat. pend 


Acclaimed the Cadillac of 
BARBECUE - ROTISSERIE - BROILERS 


A wondrous cooking miracle . . SUPERSTAR. new Borbecue- 


Rotisserie-Broiler-Grillette, Barbecues . . . Roasts . « Broils 
. Grills . . . Fries . . . Toasts . etc. Automatic ‘Bell 
Ringing” Timer — just “Set It''-Up to 2 hours. . . ‘Forget it" 


— current shuts off automatically. Exclusive 3 Heat Switch 
Control. Adjustable broiler tray positions. Removable broiler 


tray racks . . . easier cleaning, greater roasting room, Remov- 
able spatter shield with oven glass window. Concealed spit 
motor . . . separate switch. Double wall for faster cooking. 


Triple plated (copper, nickel, chrome) 


(Model +35 Non Automatic Same as V53 without automatic timer) 
(Model ¢# 57 Sealed top without automatic timer) 








#18 De Luxe Mastergrill - 
Combination WoMe & 
Sendwich Grill 















2650 Automatic & 
Toastrite Toaster 






80 Travel Iron 
#75 infra red 2 Heat Broil-O Cri 


Write for complete catalog 


tern- Brow 42-24 Orchard St. Long Island City, N.Y. 


Trade Mark of Quality 
Household Applionces 
for 25 years 
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| Taking On a Line 


Paes 





additional revolving 






















OFFICIALS of Coolerator and of Krug Distributors, Newark, share a light as they 
puff on souvenir cigars given out during formal opening of new Krug showroom. 
Standing, left to right, are Edward Margolf, Coolerator sales manager, Norman 
and Henry Krug, and Jack Davidson, eastern divisional manager, Coolerator 


- 


:] 
% 


<* 
wt. 
ee 


“~~ 


TALKING: Davidson gives the pitch to the assembled Krug sales group, plugging 
hard at the features of the new Coolerator refrigerator line. 





LISTENING: Sales force listens carefully as Davidson describes lines to be pushed 
in five-county Coolerator area now covered by the Krug crew 
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2 Gs ue a4 i 

Choice of model FA 55B (one-half horsepower—115V) or FA 75A 
(three-quarters horsepower—either 115V or 230V) to provide cool, cooi 
comfort for average rooms 300 and 500 sq ft respectively! 


Cernren Hee Automatic temperature control at no extra 
=" cost! Thermostat turns conditioner on or off 


as room temperature varies! 


| 


Kitten-quiet operation for undisturbed sleep! 
Proved quiet by actual test! 
famous 


G-E dependability backed by the 


5-year protection plan! 


Model FA 75A (three-quarters horsepower 
removes up to 3 pints of water from hot, muggy 
air in first hour of operation to provide humidi- 
ty-free comfort! 





3 adjustable air directors send cool air to every 
corner of the room, prevent drafts, over- 
chilling! 





sales story 


G-E ROOM AIR CONDITIONERS 


The product with a complete selling program! 









oo 


) Stes 


; wo ecrait Bcd 

ent OY 

Powerful national and local advertising to run during your “hot’”’ 

selling seasons in LIFE Magazine and in key market newspapers! It’s 
advertising aimed right at your customers! 


Key market newspaper advertising to com- 
mand the attention of your customers at a time 
when they’re ready to buy! 





cawweroms OL 
Be “pa i ‘ . ee 
MG poet Liberal cooperative plan for local advertising 


ps = in newspapers, radio, television, movie trailers, 
billboards and car cards! 


a 





Free floor plan makes it easy for you to stock, 
display, and sell early! 


Plus a NEW merchandising display stand to 
give your salesmen a de luxe selling tool! 


Plenty of sales promotion aids, including 
specification sheets, envelope stuffers, mailers, 
and window streamers! 





ADD IT ALL UP! We think you’ll agree this is a mighty strong 


the kind of story that spells bigger, faster profits for you. 





ROOM AIR 
CONDITIONERS 


So don’t be caught short this summer. Contact your General Electric 
distributor and order enough units now. He’ll help you plan your sales pro- 








gram, train sales and servicemen, and supply you with your promotional 
aids. Get ready to move GENERAL ELECTRIC ROOM AIR CONDITIONERS 
faster than ever! General Electric Company, Louisville 2, Kentucky. 














So quiet! So very dependable! 


GENERAL @@ ELECTRIC 


ELECTRICAL MERCHANDISING—APRIL, 










1953 PAGE 251 













SCHOOL ROOM atmosphere is 


obvious as distributor salesmen take notes when Motorola ad manager Ellis Redden 
addresses a workshop session. At table (with faces visible) are, left to right, Kenton Schoen of Falls City Supply, 
Louisville, Ray Kiiskimen f Electro-Pliance 


TARDINESS brings with it a cash fine 
in a dollar bill to ‘‘kitty’’ 
650 persons attended the workshops 


held by Redden. Some 


Jones of Servies, 


Distributors Go Back to School 


In a series of 11 workshops held throughout the country, Motorola redefines the 


functions of the wholesale salesman and shows him how he can help his dealers. 


TEW in the ipphan held i 
N the stvle ~ mecting illed 
the worksh yp Men attend 
ing them cmerge stuffed like ‘Voulous 
reese with all the facts the in 
imilate 
\ series of such worksh ps wert put 
on by Motorola between I cbruary It 
ind March 1. Some 650 sales peopk 
trom 50 distributorships attended se 
ions in Chicago, Detroit, Philadel 
phia, Atlanta, St. Louis, Dallas, I 
Angeles and Portland Th hool 
vere conducted by Ells L. Redden 
livector of advertising, |. B. Anger 


sales training manager ma ¢ 1] 
Coombe, retail merchandisin man 
wel 

The Motorola wns were thor 


ugh-gomg \ good exampl vas the 
discussion on mailing lists. Distributor 
ind dealer might think of one mean 
f assembling such a list. At the work 
hop, however, the men learned the 
ould use customer list names trom 
delivery record trom service il] 
charge account from the tel ph iT 
book, from strect classihed director 


(in town wer LOO.000 yw from tax 
lists and rural boxholder Or, pro 
fessional firms will mn pil ih list 


fo the ck iler 
And so it went in the Motorola 


workshop vith the men getting an 
I 





on every phase they advantages of 10, 
yuld encounter in their job of 
; Che big thing in selling the dealer 
lies in planning out a campaign and 
Plan Your Program. Redden showed special new market 
cases, due to inertia, it all falls by the 
Motorola open house” Mailing lists, with 2] 
separate pieces to choose from, could 
trade-in markets, 


to accomplish Local advertising should say, “Buy it 


* *\ 44 


Z 
Z 
Yj 
V4 
“A 
Y 
Zz 


+t) Is he equipped to go along 
5) What is his repu 


vith the product? 
of advertising for 


idvertisements 





radio advertising was discussed the dis 


PANEL DISCUSSION participants include, left to right, J. Will Kelley of Yeomans 
Distributing, Peoria, Maury Cater, Tom Lyons, William Lemanski and Harry Luner 
of Motorola-Chicago, John Glatz of Electro-Pliance, Bill Watt of Motorola and Bob 
Colwell of Lockie & Glenn, Cincinnati 


mnouncements 
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UHF markets, for fringe areas, for tav 
erns, for doctor's reception rooms and 
the like. The “25” plan was dis 
cussed, which consists of giving cach 
alesman 25 names, and he mails three 
pieces to each name for three consecu 
tive days, and follows up by a personal 
call or by telephone. 

Distributor men were asked to tes 
tify as to their experiences. In Bethel, 
Ohio, said one, 400 pieces were put 
out over three weeks, resulting in 35 

iles. A Goodyear store in a town of 
4,000 mailed pieces to 1,000 families 
taken from the phone book, and sold 
ix pieces of white goods and _ thre« 
television sets. Credit cards were en 
closed, good for any account that had 
paid out 

Window Plans. Window display 
came imto discussion and it wa 
pointed out that they produced low 


cost prospect hey need something 
that will stop traffic, tell a story, and 
bring people into the stor 


Four types of 1 indows are common 
there is the general window, which 
shows the full line; the store view 
which permits the outsider to peak 
into the store; the idea window, which 
usually is a seasonal affair; and thi 
feature window, 

A good window has some of thes« 
elements: movement, color, realism, 
life, demonstration, sex, humor, con 
trast, mystery (such as looking through 
1 knot hole) or timeline 


Success in getting windoy from 
dealers, the men were told, depend 
on organization in advance You 


should have an idea, present and sell 
it to a dealer 30 to 60 days in advance. 
Make it easy for the dealer to a cept 
by helping install or providing a win 
dow trimming. service he factory 
should be contacted in advance for 
trim, streamers and other accessories 
How To Help. Visitor J. F. M 
Nichola buver for Gimbels, Mil 
vaukee uid that it was the distribu 
tor ob t help the dealer He told 


t new man who asked if he might 
( ver the deal pr ” book and 
bring it up to date. ‘This unasked-for 
ervice mad i hit th the tor 
k eper H told ta ilesman who 
carried in | bool record of what 
the dealer last bought, the numb 
ind model He thanked him for 
d he ha h l din di u ed whiat 
he had on hand. He helped the 
tailer collect bills which were 60 to 90 
M Nichola oncluded 
that it was better to be a high priced 
initor than a low priced salesman 
Mistakes. Common errors to avoid 
the men were told were 
|. Product not prepared for pro 
t’s attention eg ; 


play not prepared 


Di 
Department not prepared, such 
having a lot of things piled on top 
of merchandise, or running an ad and 
not having the merchandise ready. It 
is an error not to have the sets plugged 
in and ready to go, or inoperative. 
+. It is an error not to have price 
ind terms displayed 
his is a sample of one day’s class 
room study. John Baranach, one of 
Chicago’s most successful television 
dealers, gave the retailer’s point of 
view, and at the end the distributor 
men put on their coats, packed away 
their notebooks, and sat down to a 
banquet. 
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NOW?! a creat, new 
3-WAY PORTABLE RADIO: 


..the life of any party...and the lift to every sales record! 


ee % 


Here is the radio to 
sell for bigger 

Spring, Summer and 
all-year-round 
business... Tele King’s 
latest entry in the 
radio field... the 
TELE KING Three-Woay 
Portable! 


it gives the same 
true-tone and 
high-fidelity 
performance on 
battery as on normal 
AC or DC house 
current! 


The 5 tube radio 
(including rectifier) is 
packaged ina 
handsomely designed 
plastic case and is 
available in four 
different colors! 


Operates 3-ways: 
AC, DC, Battery! 


Light Weight! 
Oversized Speaker 


giving high fidelity 
of tone! 


The New TELE KING 3-Way Portable Has Been Designed And Manufactured With 
The Utmost Care And Skill, To Give Years of Superior Performance And Pleasure! 


TELEKING 


601 West 26 Street, New York 1, N. Y. 













the NEW Cele Keng ')"/ Ss Tt a> PNG | 





\ NOW the only AIR CONDITIONER that has 
\S the BIG TWO. .. in ONE unit... AT NO EXTRA COST! 


oO COOLS in Summer . . B HEATS | in Winter |! 
(2) Automatic ‘Climate Control’ Thermostat ! 


“2 ton “Weatherking” also available, with all “Year ‘Rounder’ features except heating 







“Tel ° 5-YEAR WARRANTY! 


beats the heat of competition with the line that beats all ! 
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COLE AUTOMATIC BRAT CONTROL 


} e heate id 
ane 


COLE-SEWELL ENGINEERING CO. 


2288 UNIVERSITY AVENUE sf. PAUL 14, MINNESOTA 


PROTECTION ..-WITH WEBB 


SLINGABOUTS 





Give your appliances the protection 


they must have. Deliver them the safe modern way with 
Webb Slingabouts. They're rugged canvas jackets thickly 
} padded for shock absorption—and lined with soft flannel 
to prevent scratching and damage to appliance finishes. 
Sturdy sling eases moving on and off trucks and through 
narrow hallways. Slingabouts slip on in seconds and pay 
} for themselves repeatedly through years of service. Sizes 


for all leading appliances 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for Model 


Refrigerators 


Make Radio 
TV 
Name ; 
ange 
Check Washe 
Address Appliance tes , 
City State (please specify) 
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DISTRIBUTOR NEWS 





Westinghouse Electric 
Supply Corp. 


\ number of organizational chang 
in regional offices of the 
have been officially announced 
of the appointments iffect New 
land branch ind includ 


4 Winn 


present duties a 


compan 
Three 
Eng 
Franci 
iddition to hi 


consumer product 


who ill} 


branch manager at Providence, R. I., 
has also been appointed manager of 
the division in Worcester, Ma Phe 
other appointm« nt include Edward 
C. Flaherty as manager of the Bangor 


Maine branch, and Leslie Bailey a 
Burlington, Vermont. 
eastern district, Leonard 

consumer 
manager in Long Island 
entral region I. C 


manager in 
In the 

Siegal has been 

products sal 

City. In the 


Nani d 


Ricker has been appointed south 
tern district manager for consumer 
products, while on the Pacitic coast 
L. G. Berger ippointed as regional 
manager. One other appointment on 
the west coast is that of W. M Jewell 
ho has been named district manager 
for consumer products in the north 
Pacific district, with headquarters in 
Seatt! 


Southwestern TV and 
Appliance Distributors 


Robert C. Butz has been appointed 
gencral manager of Southwestern ‘Tele 
vision and Appliance Distributors in 
Little Rock, Ark. Southwestern is dis- 
tributor in the area for Raytheon 


Distributor 


New 





DEAN SPENCER, 


manager for 


formerly northeastern 
regional Norge in Boston 

resigned that position t 
Appliances, Inc Knoxville 
principal. Spencer jo‘ned Norge in 1939 
ind has held p 


join Valley 
Tenn., as a 
itions as southern sale 


»f refrigeration as 


manager and director 


well as the northeastern post. At Valley 
Appliances Spencer will be in charge of 
expan n progran 
APRIL, 
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‘90 


NEW 
RETRACTABLE 
PEN 


BANKERS APPROVED 
INK DRIES INSTANTLY 
WON'T SMEAR 
WON'T LEAK 


BEAUTIFULLY DE- 
SIGNED with GILT 
FINISH TOP 


@ REFILLS AVAILABLE 







Your message imprinted up 
to four lines. Write now for 
quotations 


$4.00 
per dozen 
PREPAID 


RAINBOW PEN COMPANY 


487 Broadway New York 13, N. Y. 


4A 
Wiring HARNESSES 
Cord ASSEMBLIES 


to your 
Specifications! 


* 





“Columbia” offers com- 


plete service to the manufac- 
turer of all types of custom- 
made wiring harnesses and 
cord assemblies ... to meet 
the most exacting requirements. 
Prompt delivery by our 
thoroughly experienced organ- 
ization which is presently serv- 
ing foremost manufacturers 
throughout the country. 


We invite your inquiries. 
Have you seen our plant 
facility brochure? ... your 
copy is available upon re- 
quest. 


~ 
Cotumbta’=. 
WIRE & SUPPLY CO. 


2850 Irving Park Road + Chicago 18, Ill. 
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Electric Co. 


Bing ton distributor, L & K 
Electi ived host during late Feb 
ruary t group of 60 dealer and 
distt personnel on a cruise to 
Bern id Nassau [he cruise, 
third of a seri ponsored by th 
compa warded to winners of 

irl ntests run on both Hotpoint 
ind Motorola appliances. The con 
test A | 1 on point von bi 
4] 


ir§ performance against 

nd dealers could win up t 
four t or as low as one quart 
If t winner tabbed less than 
is p rmitted to pay th 
for himself. Dealers taking 


me from the Bing! 


tlam 
ton-E-]lmir reas and from 1] 
distributors’ territo1 
Belmont Distributors, Inc. 
ae factor branch, Belmont 
Distribute In ha been opened in 
Philadel; Pa., to serve is a di 
butor f Raytheon ‘Television and 
Radio ( in the Middle Atlanti 


} \\ seman will SCTV( is vice 
| general manager of th 
ind Harry S. Funk 


Brightman Distributing Co. 


\n ent has been made of 

f tl new Bnghtman 

Distt t Company ofhcs ind 
1 St. Lou Che Bright 

ian 4 tribut i th fo! 
\ uct nd the | 1 lin 


of vacuum cleaners, boasts a total of 
27,000 square feet in the building, 
17,000 of which are devoted to the 
varehousing section alone. Facilities 
included a three car railroad spur adja- 
ent to the warehouse area. 


Graybar Electric Co., Inc. 


\ recent announcement indicates 
e appointment of new branch man 
iwers for two regional offices of Gray 
A. W. Wheeler takes over as 
nanager of the New Orleans branch 
ording to the announcement, while 
B. F. Benning assumes a like position 
t the Shreveport branch 


Stuart F. Loucheim Co. 


Che Loucheim company, distribu 

rs in the Philadelphia area for ABC 
nd Hamilton home laundry products, 
named George Weisberg as sales 
manager for the laundry division. 
Weisberg formerly held the position of 
les representative in the laundry divi 


McCutcheon Distributing 
Co., Inc. 


Organization of new distributing 
irm for home appliances in the Pitt 
rgh area has been announced. Offi 
of the new firm, known as the 
\icCutcheon Distributing Co., In 
re | M. McCutcheon, president; 
Robert E. Kline, secretary; and Frank 
H. Frederick, Jr., treasurer 





DISTRIBUTORS APPOINTED 





American Kitchens Div., 
Avco Manufacturing Corp. 


| companl have ent 


\ n Kitchens distribution 


Hynes Brothers, Inc., Washington, 
1). ¢ 

ah Haver Co., 
Minn. 


Minneapolis, 


Inspection in Texas 





NEWLY appointed a 


T 


Hendrix firm, and Jim Frank of the Interstate Electric Co 


they inspect the 
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Whirlpool Corp. 


[wo firms have been appointed as 
distributors for Whirlpool laundry 
equipment 

Pearce and Johnson Co., Inc. Jack- 


sonville, Fla. 


McCutcheon Distributing Co., Inc., 


Pittsburgh, Pa. 


1 distributor for CBS-Columbia is the E. G. Hendrix Co 
Shown above are H 


Koplan, right, general manager of the 
New Orleans, a fellow 


10O¢ 
iYS3 line 
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low the trend 


Add mass produced birch kit- 

chens to your present line, for 

faster “over-the-counter” sales 
(with no trade-ins) 











Qeality tn three price ranges 








= 1) Assembled and Laquered 
== @Q Assembled Unfinished 
~h) %@ Semi-Assembled Unfinished 
ene 
ea Get your share of the 


10-IT-YOURSELF” MARKET 








© THE CUSTOMER 


EA 
APPEAL T 














htile fet free 
wel oles, Mtewatal 


—— 


Clehtteg 


BRAMMER MANUFACTURING COMPANY, DAVENPORT, IOWA 








SHOWROOMS: CHICAGO: MERCHANDISE MART~- SAN FRANCISCO: WESTERN MERCHANDISE MART 
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Ford SPORTS fais CAMPING GSES" MOTORING 


i> ELECTRIC LANTERNS 









FOCAL-RAY FB conte 


=> 

a, 
Focal adjust Q 
ment. Throws 


powerful spot-beam 





SAFEWAY Travelite No. 958 


4 


¢ EER 





Piv 


ing lenshead. | 


, a ; 

y Blinks... 

B vans or 
’ Blinks AND 

y Beams! Twin Switches 






t by curn 


ot base 














The METAL WARE CORPORATION, Two Rivers, Wisconsin 


SELF-SERVICE SALES cp/MB* 


. > 
Ext 
x 





light stays ‘put 


at ANY angle 





Plastic handle BS, 


ty 
$3.75 






Turn nighe 
into day' Twin 
lights extra 
brilliant side 
light with top 
flaod light 
Pivot base 
spors light 


up 


or down 


$4.75 





Fle-Styt StORE FIXTURES 


Red flasher cau 
ions traffic 
side sport beam 
ee provides pow 
® erful service 
a light. Pivor 
e: 


while 


Base 


$5.95 


ve EMPIRE ELECTRIC LANTERNS 


are designed to meet the 
wide profitable Sports, 
Motoring and Farm 
Market. Nationally ad- 
vertised. 


Write for Empire catalog. 


e “Related - Item’ 
Buying is 
Multiplied 


e Impulse Sales 
Increase Sharply 


1 ested 
proved 


Unlimited Sooo wa 5 . eIndividual Steps Removable 


Easy to Effectively 
All merchandise is Easy-to- 


isplay Merchandise of any size or shape 
See. . . Easy-to-Handle. . . Easy-to-Buy 


More Selling Space. . .50% more than Conventional Equipment 
Brings you more poney per square foot of floor space 


Slidin 


Doors in Base 


ermit Easy Access to Storage Space 


Expertly built of Strong Veneers by Fixture Craftsmen, 


Beautifully finished 


Shipped Completely Assembled. ..Ready to Make 


Immediate Sales for You 











ADD SALES CO. 


MANITOWOC, WIS. 


CITY...... ; 
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' 
. 702 COMMERCIAL ST. 


Oereewecese 


PLEASE SEND ME FREE FULLY ILLUSTRATED CiRCULAR ON 
FLEXO-STEP STORE FIXTURES WITH PRICE LIS? 







Mitchell Mfg. Co. 


The award of five distributor 
franchises has been announced by the 
company. 

Crenshaw-Baine, 
Tenn. 

Catlett-Johnson Corp., Richmond, 

a. 

EF’ merson-Mid 
burgh, N. Y. 

Schiffer Distributing Co., Atlanta, 
Ga. 

I'merson-Long Island, Inc., Mine- 
ola, N. . 2 


Inc., Memphis, 


State, Inc., New- 


Raytheon Television and 
Radio Corp. 


Newlh 
Raytheon 
( omp TLIC 

Cal Lado, ‘Tampa, Fla. 

Victor Shaw Co., Charlotte, N. C. 

Goyer Supply Co., Greenville, Miss. 

Tri-State Distributors, Spokane, 
Wash. 


distributor for 
the following four 


named 
includ 


Sylvania Electric Products, Inc. 


Phree companies have been named 
to join Sylvania’s distributors. 

Rott-Keller Supply Co., 
N. D. 

E. & R Distributors, Butte, Mont. 

Ecco, Louisville, Ky. 


Fargo, 


CBS-Columbia, Inc. 


The Crenshaw Company, Memphis, 
Ienn., has recently been named as a 
distributor for the company in Mem 
of Mississippi, At 
Kentucky 


phis, ind section 


kansas, Missouri and 


Coolerator Co. 


Adolph Fruchter and Sons, Phila- 
delphia, Pa., have been named to di 
tribute Coole 
Philade Iphia rea 


itor produ ts m_ the 


Deepfreeze Appliance Div., 
Motor Products Corp. 


hree new companics have been 
idded to the Deepfr distributor 
hain 

Big Boys Distributing Co., Sun 
bury, Pa. 

Belmont Distributors, Inc., Mil- 


waukee, Wisc. 
Hough-W ylie Co., Charlotte, N. C. 


Murray Corp. of America 


Mayflower Sales Company, St. 
Louis, Mo., has been nemed exclusive 
distributor for Murray kitchens in 
eastern Missouri and southern Illi 


Hous 


Norge Div., Borg Warner Corp. 


I'wo distributors have been recently 
named to handle the Norge appliance 
line. 

Ambassador 
Florida 

Crenshaw-Baine, Inc., Little Rock, 
Ark. 


Distributors, Miami, 


Schaefer, Inc. 


Electric Utilities Corp., Tulsa, 
Okla., has been appointed distributor 
of the complete Schaefer line in 
Oklahoma and the ‘Texas panhandle. 
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HOT 
WATER FAST 


With 








Hlashival 


America’s Favorite 


| Electric Water Heater 


Just put the unit in a container of water | 
and plug into electric circuit (110 volt | 
AC or DC). Weighs 1 Ib. 2 oz. Heats 
water in record time | 
Has many uses, such as: Heating water | 
for laundry, bath, shaving, warming 
baby’s milk, sterilizing bottles, heating | 
canned foods, etc. Ideal for homes and | 
farms not having any other good way to 
heat water fast and conveniently. 


ONLY $5.95 List | 


SOLD ONLY THROUGH JOBBERS | 
° 


Write for Literature 


G. L. ELECTRIC CO. | 


Detroit 24, Mich. | 





20725 Harper 








The Design is NEW 
the PRICE is the 
SAME | 

| 


Only a 





Slim, only 6” deep, 
for tight corners, plus ex- 

tra height for easy breakover and 
load control. Sled type, box-braced 
tubular steel frame. Round sliding 
edges for easier movement up and 
down stairs, in and out of trucks. 
Two wide belts and 5” x 23” nose 
plate. Solid rubber wheels. Load ca- 
pacity 750 lbs. All this, only $34.95 
f.o.b. Milwaukee. Ask your supplier. 


ILWAUKEE 


Truck and Caster Corp. 


5516 W. RIVER PARKWAY, MILWAUKEE 13, WIS. 
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FRANTZ 


Apex Electrical Mfg. Co. 
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Manitowoc Equipment Works 


Frank J. ( 
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New Positions 





Tracy Kitchens 





RICHARD A, COFFIN 


lidgewater Steel Company, manu 
racy Kitchens, has an 
nounced the appointment of Richard 
\. Coffin as advertising and sales pro 


facturers Oj 


motion manager for the division. Cof 
fin gains his new title after many years 
if experience with Tracy products 
Ile was formerly president of Sigwald 


I 


engineering Co., Minneapoli 


Radio Corporation of America 





L. W. TEEGARDEN 


med 
1 the 
Radio Corporation of America. Since 
1930 in the 
l'ce 
ingly 
ot 


ui 


l'cegarden has been n 


executive vice president of 


joing the company in 
post of district 
garden has held a 

ponsible positions 
RCA Victor activities. 
ing his new post ‘Teegarden was vic 
president in charge of technical prod 
ucts of the RCA Victor 


which position h« 


sales manage 
of increa 
behalf 


Prior to a 


cries 


on 


division, 
upervised the activi 
the 


partment ind ot 


ment 


tube dé part 


Emerson Radio & 
Phonograph Corp. 


he addition of ‘Terren Hayward 
to Emerson's field sales staff has beer 
inmnounced by the compan Accord 
t the mnouncement Hayward 
new post comprise iles and merchan 
lising of merson products in south 


tral ¢ ind Nevada 


, 
ifornia 








1733 





ili 


; of both the engineering products 


Stromberg Carlson Co. 


¢ 


F. LEO GRANGER 





I’. Leo Granger has been appointed 
distributor manager of Stromberg 
Carlson’s radio television division fol 
lowing ten years as national service 
manager for the He takes 
over the responsibilities of company 
relationship with its distributors and 
dealers a post formerly held by ‘TV. R 
Mathews 


company 


who ha re sioned 


Allen B. Du Mont Labs., Inc. 





NORMAN SKIER 


recent executive 
Norman Skier been named met 
chandise manager for the company’s 
receiver sales division. In his new post 
Skier will have overall charge of Du 
Mont’s receiver merchandise planning 
is well as for the deve lopment if cab 
inct designs and product features 

Also named was C. J. Molthop who 


been appointed to head the newly 


In a promotion, 


has 


ha 
created post of manager of new market 
development for the receiver division 


In this capacity he will coordinate the 
development of markets in new tele 
vision areas 
Raytheon Television & 
Radio Corporation 

I’. R. Mathews has assumed the post 
of castern regional iles manager for 
the company according to a recent 
innouncement. Mathews comes to his 
new position after service as distribu 
tor manager of Stromberg-Carlson 


dio television division 





General Electric Co. 





GABRIEL E. DROLLINGER 





JACK J. CLARKE 


Louisville has announced the divi 
sion of sales responsibility in the major 
electric sink and 
cabinet departments. Gabriel E. Drol 
linger, who has been sales manager for 
both products, will hereafter devote his 
time solely to cabinet sales, while Jack 
J. Clarke, a former sales manager for 
clothes washers and drvers, take 
as sales manager for dishwashers 

\ recent regional appomtment ts 
that of Dale L. Kuneman who becomes 


ippliance division’s 


ove! 


manager of the New York district of 
the major appliance division. ‘The 
New York office is newly established. 


Remington Corporation 


Expansion of the sales organization 
has resulted in the appomtment of 
everal additional regional representa 
tives. Ii. M. Johnson has been named 
outheastern regional sales manager 
while John P. Moffitt will 
sales in the New England states, and 
the Albany-T'roy area of N. Y. W. H 
Lassiter will Remington's 
Virginia accounts while W. L. Hen 

with dis 
North 


supery Ise 


supervise 
derson will handle contact 
tributors and 
South Carolina 
R. H. Case will represent the com 
panv in Washington, Montana, Idaho 


ind Oregon 


dealers hh ind 


Motorola, Inc. 


George Halstead has been ippointed 


to a newly created position withia the 


mnpany, that of held training man 
ager In his nev position Halstead 
will tour the U.S. presenting traming 
and promotional programs to dis 


tributor and retail salesmen 
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—can make your cash register ring! 


You can make big profits selling Permutit Electro-Matic® water 
£I i 


softeners. Here’s why! 28,000,000 hard water homes need water 


softeners . . . and need them badly. 

Hardness in water makes rings around the tub, leaves dishes 
streaky, laundry gray . . . wastes soap. It forms the rock-like scale 
in pipes and heaters that skyrockets fuel and repair bills. 

The Electro-Matic removes hardness from water, ends all these 
headaches . . . quickly pays for itself! Finger-tip operation—easier 
than dialing a telephone. Outperforms all competition. Compact- 
ness, smart design and rugged construction make sales soar! It’s 
the perfect sales-mate for washers, dishwashers and water heaters 


Here’s why Electro-Matics pay off! 


@ Booming market far from e No price-shopper problems 
saturation @ No forced tie-in “dogs” 

@ No trade-in headaches e Hard-selling national advertising 

© Big margin e Liberal cooperative advertising 

@ Franchised territory @ Sales-clinching home 

e@ Name proved and praised demonstration plan 


since 1913—by homemakers e 
and industry 


Up-to-date sales training 
program 


Here's how you can cash in! Lucrative franchises are avail- 
able in choice territories...right now! But they’re being grabbed 
rapidly. Fill in the coupon below for full details. Mail it today! 


Water Conditioning Headquarters for Jd Over 40 Years 


PERMUTIT 


THE PERMUTIT COMPANY, DEPT. EM-4 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Please send me full details on Permutit franchise 


ADDRESS. 


city ZONE STATE 





l 
! 
! 
| 
! 
| NAME 
| 
| 
| 
| 
' 
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NEW POSITIONS 





Bendix Home Appliances Div. 


Avco Manufacturing Corp. 





ROBERT R. CHAPPUIS 


In a recent appoimtment at the exec 


utive level Robert R. Chappuis has 
been named as sales manager of the 
jutomatic ironer department. Chap 


puis has served the company since 
1949, most recently in the post of 
district sales representative. 

Arnold Ver Lee has been named to 
the post of eastern regional sales man- 
ager for the division in which position 
he will be in charge of all Bendix sales 
activities in New England and the 
Middle and Central Atlantic states. 


Duchess Company 


l‘our regional appointments have r 
cently been announced by the com 
pany. Milton R. Benjamin joins the 
company as New England district sale: 
manager, while Gus Steinbuch tak« 
over in a like capacity in the Chicago 
district. In the additional two appoint 
ments M. B. Robb has been named 


district sales manager for the compan 


in Kansas City and Tom Dwyer, sales 
manager for the firm’s Minneapol 
district 


Fada Radio & 
Electric Co., Inc. 





HERMAN N. LUBET 


Herman N. Lubet has recently been 
appointed to fill the position of adver- 
tising and export manager for Fada. 
Lubet is well known to the industry 
having been closely identified with ad- 
vertising and export management in 
the radio industry for the past ten 


VCars 
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Admiral Corporation 





RAYMOND W. HERRICK 





VIVIAN OVERAND 


Raymond W 


Herrick 


been 
. ] _— | . 
named sales manager of th pora 
tion’s radio division according to a 
recent announcement. Herrick joined 
Admiral in 1950 and prior to his new 


ippointment had been a specialty sales 
man in the 
other recent appointment Phil G. Kerr, 
in St 
post 


accessory division. In an 


formerly regional sales manager 
Louis has been advanced to th 
of assistant manager of branche 

Vivian Overand has been named as 


director of home economics for Ad 
miral Corp. succeeding Willie Mac 
Rogers who has resigned to become 
director of the Good Housekeeping 
Institute. Miss Overand is national 
treasurer of National Electrical Wom 


in’s Round Tabl« 


Seth Thomas Clocks 





ROBERT C. CARMEN 


volume has reces- 


cOolrm- 


Increasing sales 
itated a reorganization of the 
pany s sales department and in line 
with this announcement Robert C. 
Carnaen has been appointed sales man- 
ager for clocks. Carman had previously 
served as merchandising manager for 
both clocks and watches 
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. lll “by, 


-feee...and FIRST CHOICE for profit 
TRIC HOUSEWARES eifts! 


NEW 



























among ELEC 


~ 




















J 
/ | pes De Lure Soatlea 
ly x lift LPO AME’ SOME 
Featuring exclusive new Power-Action that automatically 
lowers bread, starts it toasting, serves it up fast... all by itself! 
The amazing ease and speed of Power-Action are sure to attract, 
\ 
\ interest, and convince. Look for sales action right away. 
Beginning this month, big, l-color two-page spreads in LOOK and 
Ws the POST will tell your customers all about the new 
40 ef . ss . . ie hl io hl " 
es Poastmaster”’* Super De Luxe Toaster. Toast Control Dial gives choice 
of toast that’s light, dark, or in-between . . . perfect every 
«J 4 ; * ae time. Light finger pressure on dial raises toast 
: 3 4 za at any time. Plan now to give prominent display space to this 
: fascinating gift of gifts. : 
$27.50 retail. 
v s } 
f 
j ~ 
' . 
* 
/ / 
tow, A 
‘i 


\utomatic cooking at its cleanest, coolest, worksaving best! 
Nationally advertised, continually gaining in popularity as a gift item. Does 
everything any full-size oven will—in a fraction of the space—and no 
messy oven cleaning afterwards. Exclusive Turn-A-Knob Cover Lifter 
opens, closes, and locks cover or holds it in any open position, Fiberglas 
insulated. Pilot light glows when current is “‘on.”’ Adjustable lift rack. 





Observation window. With 5-pe. ovenware glass dish set, 
$44.95 retail. New budget-priced Everhot 


Roaster Oven, $37.95 retail. 


Manninc-Bowman 
A babrtton (tl 


\ handsome table grill, a big, double-duty profit-maker 
in your store. Toasts two sandwiches or bakes two waffles at one time. 
Priced to please the gift shopper with a limited budget. Has all 
the added usefulness that only a dual-utility appliance can give. Heat 
indicator in cover tells when to pour batter. Converts in seconds from grill to 
waflle baker. Bright chromium finish. Sturdy, cool Bakelite feet i 


and handles. A value leader at only $14.95 retail. 


McGraw Hlectric Company 


loin, Minors 
Manning-Bowman re trademar 





ks of McGra Electr Compan Copr. 1953 
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Orders are pouring in, shipments largest ever! 






_— 


The 
Built-In Range Made 


Most Adaptable 


Get on the bandwagon 
with... 


ee 


Easily Installed 
in Small Space 


heo 


@aty-to-clean 
copper finish 








ais 
CUSTOMIZED COOKING TOPS 


Decorator Colors 
or Stainless Steel 


GEORGE T. STEVENS & ASSOCIATES 


612 N. MICHIGAN AVENUE - CHICAGO 11, ILLINOIS 





use SCHWARTZ ~.__ 
single-service COFFEE FILTERS 
_in your Sunbeam Coffeemaster, 


4 
? 











9, $1, 20 Paes a 


BIG 


unbean 


LITTLE Ts 


pulled 


y¥5 Coffee 


SOLD MILLIONS! Eve 
m te se WANTS then 


MAIL COUPON 





Sehwartz Mfg. Co., Dept. EM, Two Rivers, Wis 
‘ ' ™ amiple ple 


aril 


Acliire 
City, Zone, State 


SCHWARTZ fine 
Coffee Filters 


beam ( 


Seeaee ae eaeaanecaaaaee 
4 
- 

Seen ee ee eee ee eee 


otffeemasters 


them and you ll sel/ them 


SCHWARTE MFG. CO., Two Rivers, Wis 
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fewer en eee = 


5h 4a Guarantee 
“=~ Proves 
Feather Way’s Superiority 





Exclusive manufacturers of automatic dry 
and steam irons. Feather Way offers out- 
standing sales features like these: 


Jse tap water, no dis- 
tilled water to buy. No 
small valves to 9 
up. Large 10 oz. water 
capacity 

Super heated steam 


“7 Va 


j 


penetrates ahead of 
surface to re 
move dry wrinkles re 
aute 
Every iron plant 


ironing 


sulting from 
dryers 
tested 


natic 





- 


Also available, Feather 
Way Electric tron, quar- 
anteed finest on market 
uniform heat, su- 
construction! 


Bonus Extras! 


Because Feather Way produces only irons, we 


can offer A superior iron at competitive 
prices, better profit margin, increased turn 
over, smaller inventory, less service problems 
bigger profits Already, more than 500,000 


satisfied Feather Way customers 


AMERICAN THERMO APPLIANCE 


co. 
Grafton, 


join the fast growing family of suc 


Wisconsin. 





| want to 


Distributor 
A.-10 


essful Feather Way dealers and distributors i 
Please send cata ogs and prices 8 
Name : 
Store i 
City State ! 

! 
i 
4 






NEW POSITIONS 





Whirlpool Corp. 





Arvin Industries, Inc. 





JOHN A. HURLEY 





DAVID J 


HERMAN 


Announcement has | i made ot 
John A. Hurley as a 
president of the Whirlpool Corp 


Ll lurl who returns to W hirlpool 
r cight rs as supervisor of home 
laund quipment for Sears Roebuck 
ill assure utive respon ibilitic 
for the company with emphasis on the 


held of distribution 
Additional ippomftinent 
ompany that of 
Ilerman as manager of utility 
ind Paul M. Werth as 1 


manager in 1 terntors 


ithin the 
David J 
relation 


include 


nonal sal 
comprising 

Alabama 
rman joins Whirl 
irs of service with the 
i Public Service ¢ 


lcnne ( 


mayor area ot 
nd Kentucky 
pool after 
Northern hh 


om 


Waring Products Corp. 


Announcement has been made o 


the appomtment of J. H. Roberts a 
regional sales manager for the mid 
vest area and Canada Roberts will 
mak his he juarters in Chica 


Westinghouse Electric Corp. 


Recent activity within the company 


includes the naming of a new opera 
tions manager for the electric appli 
ice divi 1On, a Te onal h ic onom 


regional factory 
presentative In the first of these 


ippointments, Lloyd L. Shawber wa 


named as operations manager, m which 
position he will have charge of cor 
I lating forecast data of les and in 
ventonies. Doris Fox David has been 


onomics direct for 


\tlantic district 


nhaihe d hom« 
+} 


he Middl 
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PAUL W. TANNER 


\ppointment of Paul W. Tann 
is general sales manager of the radio 
ind television of th« company has been 
innounced l'anner is a twenty 


veteran with the company, and will 


ucceed Raymond P. Spellman in th 
new post. Spellman will remain with 
the firm but has requested a less d 


manding post becaus oft 


1) 


ent iin 


Lau Blower Co. 





EDWARD V. SULLIVAN 





THOMAS H. MARTIN 


| 1 Blower Co has 


| dy 


imnounced the 


ippointment of ind V. Sullivan 


ind ‘Thomas H. Martin to executive 
posts in the organization. Sullivan, 
formerly manager of advertising and 


iles promotion, ha been promoted to 


sales manager ot the company fan 
division, Martin in turn moves into 
the post of manager of advertising and 
sales promotion. Both promotions were 


brought about by the company’s con- 


tinuimg expan 
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NEW POSITIONS 











U. S. Air Conditioning Corp. | Dearborn Stove Co. 





WESLEY J. PEOPLES D. 0. TOMLIN 
| 1 innounced th 
f \\ v | Peoples to th 
t. Peoples is chairm 
tt Institut f Boiler and Radiator 
\l fact da former president 
f the U. S. Radiator ( Tp His el 
t ictt int since th 
t t I ident of t 
f \ Fat 





C. N. HINDS 





LOU BERNARD E. S. KLEINMANN 


i 1 nam \ ip Dalla nvestor ha 
t tl orporatu id d th Dearborn Stove Co 
fh] t ct sa ettort in | hump ot management 
j t electt tal hang hha been made by th 
Berna nes to the com sup D. ©. ‘Tomlin me of the 
tl l il ba kg ound l irchaset ha issumed the pl 
handising activi icy of the firm, Charles EF. Struwe 
t forme! ntroll ha been mad 
tary-t 1 C.N. Hinds, dir 
rT Sake has been mad ICC-pre 
it in charge of sal md bk. S 
Landers, Frary and Clark Kleinmann, formerh uithern di 
\ , + | been mad of i ii¢ Manager_r, ha been Nah 
t nt t of three new niem nerchandise manager. Officers con 
f 4 ' home cleaning tinuing their present position 
o n. Morris J. Stone . HH. Norris, executive vice-president 
1 district manag C. D. Allison, vice-president in cha 
f 1 Missouri. Kan f Dallas manufacturing, and A. | 
\ Roland J. Amelotte 1 Van Brunt, vice-president in char 
| Robert St 1 the New Eng- of Chicago manufacturing 
land trict tant manager. | vas ti urer of the Brigg 
tt t district man- \\ Nlachin ( 1 Dallas be 
wer in t S t n the N ing Dearborn. Tlinds join 
t of district firm 1937 its first salesman 
j san K ina n with the 
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ARMSIRON 


FOLD-AWAY 


THE NEW COMPACT 


| 2 in 1 Bikey eevee 





No need to lift this portable 
electric ironer. It rolls easily 
and can be set up in any room 
in the house. Ironer is just 

27” from floor, a comfortable 

height when operator is seat- 

ed on any average chair. lroner roll is 
21” wide. Motor wholly enclosed. Ther- 
mostat controls heat and elbow control 
leaves hands free to guide clothes. Fin- 


ished in white enamel and chrome. 
WHEN 


IT’S AN 
ARMSTRON: 
DEPEND ON IT! 


I'S THE BEST 
OF ITS KIND 


Release spring 





catch swings 
ironer into 









storing position 


Stand is made of chrome plated tubing and gives max- 
imum support to ironer. Rubber floor bumpers at 
front prevent sliding and scratching. 





Order from your Jobber Today or write for Literature on 
Armstrong lroners, Heaters and Lawn Sprinklers 





ARMSTRONG PRODUCTS CORP. 
Huntington 12, W.Va. 


‘Quality Products 
Since 1899 








Inside... 


outside ... 


\& A BEAUTY oc a LINE ! | 


Ch fa | 















/ 
Quicfrer 
Color Harmony : 


REFRIGERATOR a 


Quicfrez is a beauty of a /ine for you, 


imperial Model H74C 


42 Ib. freezer chest, Quic-Chill tray, 
three shelves in Handi-Dor, porcelain 
meat keeper, cold-to-floor 
storage, 11-point cold control, Also 
available in 9.6, 9, 7.2 and 6 cu. ft. 
models 

Priced to sell: Quicfréz is a profit 
maker. You sell it for less! Stock this 
deluxe quality, color-styled refriger- 
attract the homemaker and make her ator line with fifty years experience 
kitchen bright behind it write now for free litera- 

Every uished-for ture and prices! 
Imperial 7.4 cu. ft 


a beauty of a buy for your customers 
with its stunning color styling and 
wonderful conveniences 
Color-styled by famous American 
Beautiful, satin-gold Color 
inside— 


crisper, 


designer! 
Crest on the door and 
attractive pastel green, gold, flashing 
silver and chrome. Color and style to 


CONVENIENCE new 
modei shown has 


i Quicfréz, Inc., Fond du Lac, Wisconsin 


formerly Sannary Retrigerator Cx 





REFRIGERATORS FREEZERS 
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Here’s one line of fast-selling “appliances” 


that has no competition in your store 





You can display Worcester power 
mowers and make big, extra profits 
this Spring — without competing in 
any way with sales of your electrical 
appliances. 

It’s easy to sell famous Worcester 
mowers. Your customers know the 
over-50-year background of lawn 
mower craftsmanship that helps to 
make Worcester mowers among the 
nation’s finest. They are reminded 
of this — and of the many exclusive 
engineering features—in an intensive 
Worcester Spring advertising cam- 
paign, reaching many millions in 
their favorite magazines. 

Make that small extra space in 

your showroom pay. Display a Wor- 
cester power mower. Sales are bound 
to be fast because of Worcester’s 
quality, reputation, advertising and 
promotions. 
GET CATALOG TODAY! Ask our near- 
est wholesale distributor for a copy 
of the 8-page, colorfully illustrated 
catalog giving detailed information 
on Worcester's profitable power 
mowers, 








WORCESTER 
SHEAR MASTER* A 
MODEL 900 
Wide, 21” cutting | 
width. Dependable / 
Briggs & Stratton 
1.6 h.p. 
engine. 











LAWN MOWER COMPANY 
Division of Savage Arms Corporation 
CHICOPEE FALLS, MASS. 


THREE OTHER FAMOUS WORCESTER POWER MOWERS 


Worcester 18° DYNA MASTER 
Medel 700 (electric) * 

As simple to operate J 

ond os quiet asa 

vacuum cleaner. 






Demonstrate Pj Cuts through 
it right in 4 J % almost 
your store! Se j \ anything. 
1. 
oe 


Worcester 20° ROTOR MASTER* 
Model 810 
New rotary mowerl 

Ruggedly built, 
easy maneuvering 







Worcester 18° POWER MASTER* 
Model 750 om 

A rugged beauty that Q 

is perfect for the 

average lawn—and 

budget. Full of 

famous 

features! 


~~ 


* gead 






*Reg. U.S. Pat. Of 











Electrical CODE RULES 
made clear by 
PICTURES 











Speed up your electrical planning and installation 
easy-reference tool 


with this NEW, pictorial, 
He: tw giant ¥ . that give a 


Code rule, making the me 
th.ihe price just to bre 

apply on the 
that wi ‘ witt 


new tt for getting work done 
ime 
jrawing for every 
a glance It's wor 
ause each rule, and how to 
You'll pick up many pointer 


llagran 
aning of the 
wee through the 


work. And, most important u ave and a 
the planning and work stag: f a q et 
makes it quicker and easi nd and understand a 1 


the work right. 


Just Published! 


ELECTRICAL 
CODE DIAGRAMS 


Based on 1951 Edition of National Electrical Code 


By B. Z. SEGALI 
Registered Professional Engineer 
Reeardicss of the branch of electricity you 
work in 


whether ‘ in electri ar 
trical engineer irchiteect 


bullder fy 
design or + 4) 


de \ i you'll fir set of 





War does Seole §. FOS, MAR Recetriee 
con help you my ee ~ 
© BIG ment mad leat 
No tiny, thumbnail vers Seca 
sketches in these weap job 
books . but 
hundreds of big, 
clear pictures... tures . ‘ 
on large, 814" x explains t 
Tl” pages t Cod ! 


@ CLEAR . m Vas sore See ar 


Diagrams are elec . - 
trically complete, ter of the Code 
but reduced to ; " % 
essentials to make stest al ed fashion 
Code features stand 
out. 

@ THOROUGH 

A diagram or pic equipment for genera 
ture for every Code me, Bper , . 
rule, parts of rules, special equipment, spe 
exceptions, etc il cond ne, and cor 


Contentea: Wir ge deals 
and protectior 
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PUSS Cee eresesesesseseeeseeeee 


Two giant 8'4x11 volumes 
Over 1600 pages, over 
4100 illustrations 
Complete set $25.00 on 


EASY TERMS 


SEE THESE BOOKS 10 DAYS FREE 


McGraw-Hill Book Co., 330 W. 42 St, N.Y.C. 36 
Send me Segall’'s ELECTRICAL CODE DIAGRAMS, 
Volumes | and 11, for 10 days’ examination on ap- 
proval. tn 10 days | will remit my first payment of 
$5.00, plus few cents delivery, then $5.00 a month 
entil $25.00 is paid. If not satisfied, | will return 
books postpaid. (We pay delivery if you remit with 
this coupon; same return privilege 

(Print) 

Na 


SSSR Ree e eC Bee eoee 
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DEALER AIDS 





DRY-R-X 


Clothes Dryer Exhaust 


VENTS 


Help Satisfy Dryer Customers 






Freeze Proof 
DRY-R-X 


@ Your clothes dryer prospects have 
heard about moisture, heat and lint. As 
sure them they'll have no problem . 





FLIP CHART outline graphically for install Dry-R-X. 
Mitchell dealers the inside tory f the 
company’s line of air conditioners. Chart eA Dry-R X exhaust unit is the simple 
nem wan dknediond 4 ' olic ‘ economical way to vent most makes of 
! W ; arg J Y veabdtke repli | . 
he Mitchell ““Weatt Dio! clothes dryers. All aluminum, it's rust, 
tne itcnell Weotn r al one , 7 ; 
See in n / oe weather and insect proof. New self 
ontrol, t ) / » de d . : 
tor contr nat provides the desir thawing feature eliminates any dangers 
room climate on the actual appliance. By arising from a frozen damper. 
turning this dial on the chart the customer 
: a} @ Drq-R-X kit 
is provided with an explanation of the aueietes A) 
unit's operation in any one f the sever A Hood welded 
Neath Dial to 6°" square 
Weatnr Via position mounting 
plate (B) Au 


tomatic damp- 
er (C) 12 in 
ches of 3” 
starting pipe 
(D) Finishing plate. 
Kit, with sufficient 
pipe for average 
installation, lists at 
about $10.00 








See your supplier or write us 


DRY-R-X COMPANY 


5521 Code Ave., Minneapolis 10, Minn. ' 


| easy way 





LIFE SIZE figure attract attention for the to make gas connections 


new Goodall rotary power mower. Printed 


in six colors the display in addition to the 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 


figure includes a realistic mat and 


ily de 


gra 


Qa speci igned handle card with an 


unusual tear off pad of literature 








Fasca 


mang 






Mode! ST— 
for pipe connections. 


-" 


Ver AT IEG © ames 


Mode! CT ~—with flared 
t for copper tubing 


r mak- 


SKINNER-SEAL SADDLE TEE—f 


ing gas and water connections. No pipe 





cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


EASEL MOUNT ovailable to Fasco deal 


rs serves as a display for five f the Approved by Underwriters’ Laboratories, Inc. 

company popular far C red in 

golden yellow and deep brown this new 

dealer display | designed to harmonze | FY A ATT TT ate 
7. * - 

perfectly with surroundings in any show 


SOUTH BEND, 21, IND., U.S.A. 





room 
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TAG YOUR FAST MOVERS... 





PHOTOGRAPH BY SARRA 


and you'll find trusted brands build better business! 


We'd like to make you a little bet. 

If you'll tag a dozen items in your 
store that have fast, steady turn- 
over, you'll find a dozen recognized 
brand names 

Such brands are your best sellers! 

You know why. Your customers 
are pre-sold on brands. They come 
into your store with full confidence 


MERCHANDISING—APRIL, 





in certain makes. Naturally, brands 
like that take less time to sell. And 
your customers walk out pleased 
with each purchase. (If a complaint 


should arise, responsible brand 
manufacturers stand behind you in 
making good 

That’s why you make more money 


and more friends, the more you 


Win national recognition with a Brand Name Retailer-of-the-year Award! 


promote and advertise recognized, 
responsible brands! Write for free 
material that can help you establish 
your store as a top brand names store 
in your community. 


BRAND NAMES FOUNDATION 


ORF RATED 
A Non-Profit Educational Foundation 
37 West 57 Street, New York io. N:. 






















It meets that BIG “In-Between” Demand! 
: Combines drying speed and ruggedness of large 
commercial dryers with economy and com- 
pactness of home dryers. Capacity up to 3 
times that of home dryers and dries 3 
times as fast. Easy to install and operate. 
Automatic and safety features win 
instant acceptance. Hundreds in success- 
ful operation. Fully guaranteed. 


Sell your customers the dryer they need 
. the dryer that’s designed, built 
and priced to sell — the Dryerette! 


“ HOYT MANUFACTURING CORP. 


SCALE MINIATURE 









MANY DESIRABLE 


FIVE BOOKLETS TO 


YOUR SALESMEN SELL? 





Fill out the coupon below, ; 
and mail today for this set of handy book 


lets on selling techniques 


a custome! 


° ay ete sence in SAR semaAnsonP b 
cked with helpful sugg 
ah eb ntal Over 400.000 cx 


4 shert course 


simply cannot 
opies sold 


himself before 


1. « ASPLEY 
” 


4 market. Over 


coptes old 


Fach booklet averages 64 


Practical, down to earth, and pac 


of help, millions of these« 


training by some of the larges 


lines of busines* 


DARTNELL 


MANAGEMENT TRAINING AIDS 


4654 Ravenswood Ave. 


WESTPORT, MASSACHUSETTS 
TERRITORIES STILL OPEN. WRITE. 





Only one set to 


GLAMORIZE 


DELIVERIES 
CASH IN 


with Deluxe NEAL COVERS 








SHOT DEMONSTRATOR kit i 





SELL BY GIVING by 
MANGAN. A remarkable 
phy and approach to s 


THE KNACK OF te ges 
YOURSELF by 


GAN. Ever salesman 


thing. This book 
way. Over 300.000 co 


HOW TO SELL QUALITY 


overcome price 
sell a quality product in a buyer 


“ STEP OUT AND SELL by W 
Howicer, tormer + t for 
Chevrolet Ani 


k . Packs a real pun 





Enclose 





STOP Customer Complaints on Scratches! 





se 
> Sa, 
, ” » 


No. 200 Cover and No. 100HD KIT 
shown in above cut 


ORDER TODAY 


as represented 


NEW LITERATURE 


Westinghouse Corp. 


check for items marked below 
Immediate delivery. Guaranteed to be 








No. 350 17" Table Model Cover for TV. § ° 
eee a No. 351 21° Takle Model Cover for TV ! 
No. 300 30° Wraparound Console Cover 16.5 
Send ‘ No. 1 Wraparound Console Cover ! 
No. 2 ; Hooded Type COMB. TV or 
Rango Cover 
No oo 4.1 Refrigerator Wraparound 
Nan Cover oo 
No OLD E-ZEE-LIFT Kit 00 pound 
apacity i 
ri OOHD E-ZEE-LIFT K 1200 
Pound pacity I 
No. 400 Top-0-Tv Pads for Showroom 
Kit contains (2 Pieces, all siz Woo 11.50 
Nclaire 
NEAL PRODUCTS CO 
cit ‘ MARLBORO 44, MASSACHL arr 
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TELE-VISION 
CLOCK and LAMP 





—jeumechron_ 


CLOCKS 


AUTOMATICALLY CALCULATE 


‘time at a glance’ 


Plastic Case, seven pas- 
tel colors. Height 5’, 
Width 51%”, Depth 
314”, Weight 2% Lbs. 
UL approved motor and 
cord, 


Consult your distributor 
or write for catalog and 
attractive discounts on 
complete line of Nume- 
chron Clocks. Personal- 
ized imprinting avail- 
able. 


PFMNWOGD NUMECHRON CO. 


7249-51 Frankstown Ave., Pittsburgh, Pa. 
Aa 














Solves the Problem of ‘ 
Mailing List Maintenance! 


| Probably no other organization Is as 
well equipped as McGraw-Hill te 
solve the complicated problem ef 
list maintenance during this led 
of unparalleled change In Industrial 
personnel. 


McGraw-Hill Mailing Lists cover 
most major industries. They are com- 
piled from exclusive sources, and -“ 
based on hundreds of thousands ef 
mail questionnaires and the reperts 
of a nation-wide field staff. All names 
are guaranteed accurate within 2%. 


When planning your direct mall 
advertising and sales promotion, cea- 
sider this unique ard economl [aad 
Ice In relation to your product. Detalles 
on request, 


\ 





. mse Mi 
Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 








McGraw-Hill Publishing Ce., lac. 


DIRECT MAIL DIVISION 


a West 42nd St., New York, 18, NL m7 
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HERE’S HELP 


Engineers’ Joint Council and The Advertising 


Council offer free, expert help to advertisers 
promoting engineering as a career. 


The booklet reproduced here was prepared by The Adver- 
tising Council in cooperation with the Engineers’ Joint 
Council to help you make your advertising work most 
effectively in recruiting engineers for the future. 
1. It tells you what the problem is and the impor- 
tant part you can play in solving it 
2. It outlines the advantages of an engineering ca- 
reer to help your company develop advertising 
appeals 
3. It informs you as to the current activities of in 
dustry in the education and recruitment of en 
gineers 
4. It offers specific suggestions as to what you can 
do (from present manpower 


It provides material that you can use in your 
own local and national programs 

Many advertisers are using this booklet today. They say 
that it helps in orienting their engineer-recruitment ad- 
vertising to industry-wide recruitment programs. 





for your engineer-recruitment problem 


Send for this Free campaign guide 
Prepared by 
THE ADVERTISING COUNCIL 
for the 
ENGINEERS’ JOINT COUNCIL 


The Advertising Council, Inc. 
25 West 45 Street 
New York 36, New York 


Gentlemen: Please send me a free copy of 


How your company can help promote engineering 


as a career 
NAME 

POSITION OR TITLE: 
COMPANY 
ADDRESS 
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EMPLOYMENT “OPPORTUNITIES” BUSINESS. 
, SUPPLEMENT 


Products, Services — For More Sales, For More Profiis 


GENERAL SALES MANAGER UNDISPLAYED RATE: DISPLAYED RATE: 
$2.25 per line per insertion. Minimum $19.30 per inch per insertion. Contract rate en 
nes. (First line in small black face type. , Sexe 























request. (An advertising inch is measu 
Fractions of a line count as line. Discount “ue , 
of 10% if full payment is made in advance vertically %” on one column, There are 4 
$3 5 000 for 4 consecutive insertions of undisplayed columns—48 inches to a page.) 
ads 
, 








Our company, a nationally known manu- ~ CUT delivery time, SAVE 
. unnecessary damage and work 


facturer of major appliances, has an excep- © f with the YEATS APPLIANCE DOLLY 
tional opportunity for an outstanding Sales 
Manager. Age 38-50. Must have strong 
experience in directing national sales of 
products sold through distributors, such as 
television, major or table appliances, elec- 
tric ranges and window conditioners. 











Second story deliveries are no problem when you 

use the dolly with the easy-does-it features.* 
Aluminum alloy frame, 58” tall, has smooth run- 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances ry is 
padded with felt. 
*14’ Web strap fastens appliances tight ang 
the patented (30 second action) strap ratchet * 
—a Yeats exclusive. 


Gm Coterpiiior STEP GLIDE. Endless belt eases the 
largest appliances over stair edges without 
marring. Write for full information. 














Excellent opportunity for stock participa- 
tion and for advancement into general 
management responsibility. 












124 N 1 


Yeats Appliance Dolly Sales Co. aiWadkers’ ” 








DUAL 
SW-7170 Electrical Merchandising Tho cate, cusy and Need ae MOTION! 
330 W. 42nd St., New York 36, N. Y quick way to han- The Action 








—} dle appliances. Display-W h 
« Bes Patented Step-On an si to: sy oO 
—{—~J Lift—Folding han- Your Sales! ELECTANC TURWTABLES 























: dles. Cap. 1,000 

Hi want te b ty @ distributorship or pert interest | MOTOR EXCHANGE SERVICE Ibs. Ship. wt. 45 Ibs. THE OLDEST NAME in turntables assures you 
years experience in appliances. 42 years ef age. | | | Your burnt — seem teed 0 —— REGULAR MODEL equipped with fixed wheels pats omar calaneiie tes "canna odes Oe 

€ etailis—whe ranchises do o d rebui uarantee one y . 
a details of iranchiocs do yon Never ot 1 | | Vour cat ee” E. tank motor $9.50 DE LUXE MODEL with swivel wheels at one end. plays. Model 712 ROTO-SHO illustrated, re- 
Service facilities? Gross sales 1952? Location? | | (000 Rebuitt vacuum cleaners $9.50" u Write Dept. B volves 3 times a minute, permits novel, ‘self- 
How muct | Rebuilt Tank Vacuums $19.50 Up. ooetenee lighting effects as well as operation 
BO-7140. 1 1M Hsing ‘ of electrical devices. Table 18 diameter. 
\ \ oO 140 ee —? Fore ay si. Y. R 0 L L = @ ) nm - 4 A 4 I o . A.C. only. _ Sturdy steel construction. Guaran- 
Armature Winding Service Manufacturers ZUMBROTA, MINNESOTA teed. Write today for complete turntable 




















catalog including build-up fixtures! 











pate o3 


ile hte 
turn with: table. We 
aise produce “ub. 
et fractional on 


BUSINESS OPPORTUNITY 


REPLIES (Box No.): Address to office nearest you j Han 
NEW YORK: $30 W. 42nd St. ($6) D RUCKS 
CHICAGO: 520 N. Michigan Ave, (11) for Safe & é 





As a ‘Wholesale Bistetouter we have an ex- 








SAN FRANCISCO: 68 Post St. (4) busines inity consisting of a handling of electric one 
I aaire ADI ince ra nise 3 ! t ° ty] 
gida 2 nice F ran his who can } vad RANGES, REFRIGERATORS, and Christmas Tree 


turners. 24 hour 


DEEP FREEZE AND AiR 















































SELLING OPPORTUNITY WANTED elop an outside selling organization. This j- -d Ba Sollvory trem eteck 
| adi GGGk OF Gaueenae TK tae RADIO & TELEVISION GENERAL DIE AND STAMPING CO. 
MA? ACTURERS GENT available t ere are only two other nce 
; ~ } : r : fe give us your busi- See TRUCK CO. Dept. 65, 267 Mott t. New York 12, N. Y. 
a t te smanst r { < i fi st RO t 4 Ele ' al Sar 
nent. RA- ectrical Merchandisins = seach ROHN Percolator Elements—tron Elements 
SPECIAL SERVICE TV service table Appliance Switches—Cord Sets 
Herman Berry in _ the —— Bs pe h ti 2 ve by B ectri rh eal by ~ oasis z o foarte set trom the time Ashestos Wire—Hot Plate Bricks 
f f 1 h tten n t Isands se in | the time it leaves! H H 
Herman Berry, 210 Flatbush Ave., | terest is assured because this Is the business apc Small Appliance Repair Parts 
] eo estne nak to A. Write for Our Free 42 Page Catalogue 
} “casters mean steady, and Sample of Our Cord Set 
| ihe eat tnvestment Jandort Electric-Manufacturing Co. 
Ros: alex elie: ieiaiaiaaaae 420 WEST FRANKLIN STREET 
G i mn oes supply you sg BALTIMORE lL MARYLAND 
+ ROHN MANUFACTURING CO. Manufacturers oo ee See Iron Cord Set 
116 LIMESTONE, BELLEVUE, PEORIA, ILL 
If you are moving (or have moved), tell us about iii iiiallal MEND-IT SLEEVE 
. ° an ependabie uys Ie or ig 
it, won’t you? Your copies of ELECTRICAL y ep “isi y appliance cord, euto ‘end, Luce 
are to be foun Fimo resi tute, in 3 ve 
MERCHAN DISING will not follow you unless i ‘ : “eh db?” Time- tea etal Econom ' 
. s in this Section inte ‘sieeve, crime © MEN-IT SLEEV “MEG. 
we have your new address immediately. Make tight with Piiers 456 Bonita Av., Piedmont 11, Callt 
sure you don’t miss a single important issue 
... and help us make the correction as speedily This 
as possible by giving us your old address, to MERCHANDISING SUPPLEMENT 
Section 


ELECTRICAL MERCHANDISING son auc other odes in thsi with thes 


tional announcements of products and services of special in- 
Circulation Dept. terest in the sale and servicing of appliances, Radios, Television 
330 W. 42nd St. New York 36, N. Y. and in other merchandising opportunities. 
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EDITORIAL 





Damaged Goods 
W: have always taken pride in the appliance 
radio-television industry’s ability to engi 


neer and manufacture quality products 
When they came off the production lines and 
underwent final inspection, we knew they were 
soundly designed and soundly built. And with 
the final crating and shipping, we felt that out 
job was well done. It was—up to a point. What 
we were neglecting was the vastly important step 
of seeing that they arrived in distributor's ware 
houses, thence to the dealers’ floors, and finally 
in consumers’ homes in as good condition as when 
they left the factory 
Because, as everyone in this business know 


the post-war years saw a lamentably high percent 





ige of breakage and damage to products in transit 
Smashed crates, crushed cartons, chipped enamel 
cratched paint, broken or missing parts all wer 
the order of the day. It was a headache to the 
manufacturers who saw constantly increasing vol 
ume of goods returned; it was a headache to the 
rail and truck carriers who were swamped with 
laims; it was even a bigger headache to distnbu 
tors and dealers who needed the merchandise and 
had to disappoint customers. It was a condition 
that exacted a toll of millions of dollars annually 

l'oo often, when something is wrong in an 
industry, a lot of lip-service is paid the condition 
peeches are made and buck-passing indulged in 

except when the pocketbook is being hurt. In 
this case, the por ketbook was taking a beating and 


omething was don 


_ medium was the National Safe ‘Transit 

Committe OTS ad Dy th Porcelain 
l‘namel Institute and the method was the devel 
opment of the Pre-Shipment ‘lesting Plan thi 


vear will mark the fifth anniversary of this volun 


tar co-operauiy¢ program which ha won the up 
port of manufacturers, carriers, packaging and ship 
ping groups and ou industry distributors. In 


practical operation over the past four year the 
testing plan has more than proved its ability to 
make startling reductions in in-transit damage to 
the products of participating manufacturer Ihis 
means that distributors and dealers have fewer 


damaged products in storage and fewer claims to 


be filed. It has been aspirin for the headaches 
of all the groups hurt by damaged goods 

Space does not permit us to go into detail 
here on the pre-shipment testing plan. Suffice 
to say that it involves the testing of the complete 
packaged product by the manufacturer, or by an 
accredited laboratory, before shipments are made 
to distributors or dealers. Crates and cartons 
undergo rigid tests to determine their ability to 
withstand shock. When manufacturers adopt 
packaging methods designed to minimize or elim 
inate the possibility of damage during in-transit 
hipment, they are “certified” and you can recog 
nize the product of such a manufacturer by the 
listinctive orange “Safe ‘Transit’ label affixed te 
the package or crate That label means that the 


manufacturer has done his damndest to get his 
soods to you in good shape What’s more, the 
label affects freight handlers all along the line 
hey recognize it and respect it 


] 


.() far » good. ‘The manufacturer has mad 


4 1 1 } 
good product and now both he and the 


have done everything possible to get it to distribu 
tors and dealers in A-1 condition. But before the 
range or the ‘I'V set or the washer gets into the 
hands of the customer, distributors and dealers do 
1 lot of handling, too rests have proved, fot 
instance that if a crated appliance is mer 


ted on edge, and the other edge allowed a free 


, . + 1 
lrop of only 12 inch the resultant shock 
] } » tl A st that | NOT lori 
cquivaicnt to the wor! lat Can happen during 
ransit. So pass the word on to your boys in th 
hipping department; be sure that any claims vou 
hic dont originate in your own place 
Thanks to the 120-odd manufacturers at present 
ertified to paste the “Safe ‘Transit ticker on 
, , , : 
their merchandise, plus the railroads and truckers 


I 

who deliver them, the whole problem of damage¢ 
goods is in the way of being licked. You can help 
by asking your own suppliers to use the pr 
shipment testing plan, qualifying for the label to 
help influence handlers all along the line, and 
educating yout help to cut handling losses 

\fter all, vou make money by moving merchan 


dise—not by storing damaged goods and filing 
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More bread and butter 
coming up 


Your bread and butter is the wringer-washer. A million 
and a half women chose wringer-washers last year. 
New features and economy will continue to make 


wringer-washers America’s best home laundry buy. 


Get more of the bread and butter in the future with 
Lovell-equipped washers. Use the seven sales points 


shown here. 


LOVELL MFG. CO., ERIE, PA. 
Also makers of the Lovell gas and electric 
Drying Systems 


7. BUILT TO WORK BETTER, 
LAST LONGER. 


“GUARDED TOP” DESIGN gives added 
protection 
POWER ELECTRIC ROLLS, 3 rubber 
layers give right cleansing pressure, 
HARDWOOD BEARINGS never need oil- 
ing, won‘t stain wash. 
SINGLE LEAF SPRING gives balanced 
pressure. 
ALL-STEEL H-TYPE FRAME prevents twist- 
ing or breaking. 

















Kelvinator Dealers Lead the Parade to Better Business! 


RB’ GINNING THIS MONTH, Kelvinator dealers will have a new and even 
greater opportunity to lead the parade to better business ... under a 
new banner—Kelvinator’s Homemaker’s Holiday Campaign. 

From April 6 until July 3, 1953, Kelvinator is conducting the biggest 
appliance selling program in its history. It is a full and complete campaign 

. one that is designed and planned to really work for dealers . . . one that 
has every element for success! 

In addition to the strongest line of products Kelvinator has ever had and 
the biggest advertising campaign in history during this period, dealers will 
Kelvinator’s “Homemaker’s Holi- 


day” Contest. In this contest. everybody stands to win... 


have a huge national consumer contest 
. your customers. 


your salespeople and you. 


It’s a bigtime contest with 5424 consumer prizes, including twenty-four 
$1000 vacation awards, Kelvinator appliances and other cash prizes. It’s a 
terrific traffic and volume builder for dealers. And, to capitalize on the interest 
generated by this campaign, Kelvinator is offering dealers complete pro- 
motional materials to focus constant attention on their stores. 

This all adds up to the biggest volume building opportunity of 1953... . 
and it is without contest participation cost to the dealer, That's typical of 
Kelvinator’s retail-minded selling support which is one factor in making a 
Kelvinator Franchise so valued in the appliance field. Why don’t you inves- 
tigate further? For more complete information wire or phone Kelvinator. 

There’s still time to lead the parade! 


€@ 
JOIN THE shaeclnuaseatov PARADE TO BETTER BUSINESS! 
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EFRIGERATORS -RANGES - FREEZERS -HOME LAUNDRY EQUIPMENT- WATER HEATERS -DEHUMIDIFIERS- KITCHEN CABINETS -SINKS-“ELECTRO-DRAIN’ GARBAGE DISPOSERS-ROOM AIR CONDITIONERS 





